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Dislikes ‘Sweat’, ‘Itchy’ and Sexy Close-Ups... 
Personal Products Spec 
Issued by NAB Board © 


For months a committee under | 
K. Hartenbower, KCMO-TV, | 
Kansas City, has been collecting 
monitoring reports and other in-| 
|formation. Its problem has been | 
|to prepare a report which would | 
|pinpoint objectionable techniques | 
commercials for seven sensitive | Without pointing a finger at any | 
categories of personal products, | individual advertiser or product. 
the television code review board|., 1” the final version approved by | 
at ian ational bom of tened. 'the board this week, the report on | 


| 


TV Code Review Group \. 
Lists ‘Dos and Don’ts’ 
to Guide Advertisers 


WASHINGTON, Sept. 18—In a 
move to “upgrade” the quality of 


casters released this weekend —— product advertising is 
report specifying “dos and don'ts” | confine to seven major classes of 
P P ying product: Laxatives, deodorants, 


to “guide those who create and | : . - . 

produce television commercials.” | epilatories, toilet tissues, corn 
The board stressed that it is not and callous iver taba cold and 

seeking to force any of these | headache remedies and founda- 

products off the air. But it re- | tion garments. For each group the 


ported rising public concern over | 08d summarizes its ars tgp 


the level of taste displayed in | ‘der the heading “avoid,” 
some commercials, and it con- offers recommendations under the 


tended: “Clearly the need for self | *©4ing “seek.” 


restaurant and bar 


| land, Ore., handles the account. 
tising through the television code | = Generally, the board rebels at, 


| BELLE BOOSTER—Nikita Khrushchev’s | 
U. S. visit inspired this page ad in| 
|Montana newspapers inviting the | 
Soviet premier to the Golden Belle | 
in Billings 
where “antagonisms, indeed, un- 
| kind thoughts, are completely out | 
|of place.” Homer Groening, Port-|# 


| 

examination of television adver- | 
| 

| 

| 


but urgent.” 


: : | unpleasant words like “sweat,” 
review board not only is PFOPCT | itch” or “unsightis": diaaveens| — li ’ 
| which “duplicate the mechanics|£ .U. 4S 0 Icy 
= Since the show-down on hemor- Of elimination by charts or props; 
rhoid remedies this spring, NAB/|Se€xy close-ups, and morbid ml t M ki I 
hale Making iS 
‘Abuse’: McCab 
e 
use : Mcuande 


has made no secret of the fact|Phasis on discomfort.” It recom- 
that an effort was shaping up to| mends emphasis on pleasant after-| 
deal with some of the controver- effects, demonstrations which rely | 
sial techniques which have been|0n abstract rather than graphic, | 
used by a number of personal and—for such items as foundation | 
products advertisers. | garments—the use of eed 
rather than human bodies. Rate Power Used to 
Here’s a summary: 
Laxatives: Avoid over-drama- 


_ s 
US. Liberalizes | tization of discomfort, emphasis | 


|/on speed or efficiency, charts ped 


Publisher Tells DMAA 


Control Mail, ‘Newsweek’ 


MonTREAL, Sept. 16—Threats of | Revere Camera 


‘$5,000,000 Won't Buy Much of Aspirin Market’ ... 


Share of Ad Total Has 
‘Amazing Relation’ to 
Market Share: Drug Exec 


NEw York, Sept. 16—New prod- 
ucts have to be promoted—heav- 
ily. If you are preparing to bring 
out a new consumer product, 
| you’d better be prepared to match 
the advertising expenditures of 
competitors—dollar for dollar. 

This piece of advice comes from 


Spot TV in 2nd 
Quarter Tops 


“58 by 16%: TvB 


P&G Extends Lead; Six 
Newcomers Join Top 100; 
| Daytime Spending Gains 


New York, Sept. 16—Six adver- 
| tisers made their first appearances 
among the top 100 spenders in spot 
itv during the second quarter of 
| 1959. 
| Newcomers to the top 100 cate- 
| gory were General Motors regional] 
dealers, which ranked 39th; Purex 
Corp., 47th; American Motors 
|Corp., 59th; Sonny Boy Co., 63rd; 
Co., 80th, and 


Tax Deductibility “: eS Sainee saelaiee & 
Rules on Ads 


Defines Deductible 
Institutional Area; 
‘Lobbying’ Still Barred 


WASHINGTON, Sept. 18—The In- 
ternal Revenue Service this week- 
end is releasing a surprise new 
proposed tax regulation which 
seeks to eliminate doubt over the 
deductibility of most institutional 
advertising while drawing a line 
against ads which seek to influence 
elections or legislation. 

The new rule, a revised version 
of Sec. 162, Par. C (1) of the In- 
ternal Revenue Code, provides 
wide latitude for advertisers to 
discuss public issues, but it keeps 
the door shut on the deductibility 
of ads which promote legislation, 
even in instances where the sur- 
vival of the business may be at 
stake. 

The proposal, due for release in 
the government’s official journal, 
“The Federal Register,” over the 
weekend, represents a major modi- 
fication of an earlier draft which 
brought a storm of protest from 
advertising groups when it was 
circulated for comment more than 
three years ago. Under Treasury 
rules, 30 days are allowed for com- 
ment. If adopted in the proposed 
form, the rule will result in the 
first substantial change in federal 
tax rules on advertising in more 

(Continued on Page 105) 


elimination. Seek means to dem-| additional U. S. postal rate in-|Philco Corp., 100th, according to a 
onstrate pleasant after-effect. Use| creases were the subject of biting|Teport by the Television Bureau 
settings other than family bath-| criticism as a record-breaking |0l Advertising based on data ob- 


room. 
Deodorants: Avoid words like 
“sweat” and “odor,” shots of arm- | 
(Continued on Page 105) 


Top 100 Advertisers 
Invested $474,160,383 
in Ist Six Months: PIB 


NEw York, Sept. 18—The 100 
leading advertisers in magazines, 
network tv and newspaper sup- 
plements spent $474,160,383 in 
the first six months of 1959, ac- 
cording to Leading National Ad- 
vertisers figures compiled by Pub- 
lishers Information Bureau. 

This total is $38,563,276 (8.9%) 
higher than last year’s total for 
the same period—$435,597,105. 

Procter & Gamble remained in 
the lead, with a total expenditure 
of $29,936,133, a decrease of $65,- 
887 from the company’s total ex- 
penditure of $30,002,020 for the 
same period in 1958. General Mo- 
tors remained in second place, 
with a total expenditure of $28,- 
395,446—an increase of $1,284,238 
over last year. 

General Foods Corp. continued 
in third place with a total expend- 
iture of $18,960,892, an increase of 
$2,278,259 over the previous year. 
Lever Bros. moved up from sev- 
enth position ($12,797,639) in ’58 
to fourth position ($18,552,310) in 
59. 

Expenditures for all 100 leading 
advertisers appear on Page 106. # 


crowd of more than 1,200 admen/ tained from stations by N. C. Rora- 
concluded the 42nd annual con-|baugh Co. 

vention of the Direct Mail Adver- | Total spot tv gross time expendi- 
tising Assn. here today. tures by national and regional 


The four-day sessions drew\advertisers during the second 


'what is believed to be the largest | quarter of this year reached $158,- 


crowd ever to attend an adver- | 904,000, based on the 347 stations 
tising convention. | reporting. This represented a 22% 
|increase over the comparable 1958 
= The strongest attack on postal | quarter, when 329 stations reported 
rate policy came from a magazine | $130,353,000 invested. A compari- 


(Continued on Page 8) (Continued on Page 107) 


Last Minute News Flashes 
P&G's Dawn Bar Bows in Three Markets 


New York, Sept. 18—Introductory advertising has broken for Dawn, 
the first floating deodorant bar, in Portland, Me., St. Louis, and the 
Phoenix-Tucson area. Newspaper and Sunday supplement pages are 
headlined: ‘“‘Néw bath and beauty discovery from Procter & Gamble.’ 
Tv spots alsé are running for the premium-price, pink, gold-foil 
wrapped, soap detergent bar, which is competitive with P&G’s Zest. 
Young & Rubicam is the agency. 


Reddi-Wip, Resigned by D’Arcy, Moves to North 

Los ANGEL#s, Sept. 18—Reddi-Wip Inc., marketer of pressurized 
cream, has appointed North Advertising to handle its account, effec- 
tive Jan. 1, ’6@. The account was resigned this week by D’Arcy Adver- 
tising Go, “dué to a policy conflict.” D’Arcy, Toronto, will continue to 
handle Reddi-Wip in Canada. Top-Wip, a Reddi-Wip subsidiary, will 
continue to handled by Kenyon & Eckhardt, which acquired the 
account from D'Arcy in May. Reddi-Wip, which has been billing about 
$400,000, plané a greatly increased budget for 1960. 


Ziff-Davis Names EWRR for Two Lines 


New York, Sept. 18—Ziff-DavVis Publishing Co. has appointed Er- 
win Wasey, Ru‘ hrauff & Ryan td handle advertising for its special in- 
terest magazihe; and its book division. The account was previously 
handled by Galbraith-Hoffman Advertising. 

( Additional News Flashes on Page 105) 


Ad Dollar Pressure 
Is Vital: de Tarnowsky 


Pierre A. de Tarnowsky, exec vp 
of Warner-Lambert Pharmaceuti- 
cal Co., who spoke today at the 
annual marketing conference of 
the National Industrial Confer- 
ence Board. 

Describing new products as a 
“matter of survival,” Mr. de Tar- 
nowsky reminded his audience 
that a product “cannot speak for 
itself” and that “you can’t expect 
people to come in a store and 
rummage around looking for some- 
thing new to buy. People must be 
told and told and told.” 

It all comes down, he said, to 
this question: “How much of your 
hard-earned money are you will- 
ing to spend?” 


s The Warner-Lambert executive 
noted that “no marketing man is 
happy to dwell too long on the 
power of the dollar in a competi- 
tive business. 

“It’s much more soothing to his 
ego to find modest ways to sug- 
gest that whatever products he 
has succeeded with have suc- 
ceeded out of creative genius and 
brilliant management,” he said. 

“Well,” Mr. de Tarnowsky con- 
tinued, “it’s perfectly obvious that 
creative genius and managerial 
brilliance are very important fac- 
tors in success. But if your com- 
petitor possesses them in equal 

(Continued on Page 106) 


At ANA Conference... 
Berner Explains 
‘The Fine Art of 
Consumer Deals’ 


Researcher Outlines Art 
of Dealing; Nevin Warns 
of Over-Dealing ‘Neurosis’ 


New York, Sept. 18—The fine 
art of consumer deals—how to 
make them work, how to make 
them profitable and how to gauge 
results—held the center of atten- 
tion at the Assn. of National Ad- 
vertisers sales promotion workshop 
here yesterday. 

Speakers repeatedly cited the 
“defensive” characteristic ‘of most 
consumer deals, emphasizing that 
the best deal works for long-term 
market gain, and toward long- 
term volume and profit increase. 
And over and over again the in- 
advisability of going into deals to 
meet competition was emphasized. 

Speakers also dwelt on the im- 
portance of the selective consum- 
er offer—the offer that hits the 
best customers, or a definite in- 
come or age or family market. 

The analysis of consumer offers 
and principles governing them 
was conducted by Frederic G. 
Berner, vp of Market Research 
Corp. of America, who warned of 
the problems inherent in an in- 


(Continued on Page 8) 
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Occasional Goof Misses 21% Return... 


H. K. Porter 


on ‘Action Philosophy’ 


Schellenbach Tells NICB 
Merger-Minded Company 
Gains from Flexibility 


New York, Sept. 18—Burton 
Schellenbach, vp-sales, H. K. Por- 
ter Co., played the maverick’s role 
at the annual marketing confer- 
ence of the National 
Conference Board, which closed 
here today. 

Some 2,000 business executives 
attended the three-day meeting 
at the Waldorf-Astoria and they 
listened to more than 70 talks. 

The speakers lectured at length 
on such topics as long-range sales 
planning, recruiting and training 
of marketing research personnel, 
how to profit from new product 
ideas, getting the most out of 
market research, how to predict 
the sales of new products and 
how to improve marketing re- 
search relationships. But not Mr. 
Schellenbach. 


® He opened his straight-from- 
the-shoulder talk by announcing 
that “this will probably be the 
least sophisticated or 
school’ set of remarks delivered at 
this meeting.” 

He went on to explain that at 
H. K. Porter, “we do not have 
time for the splendid formaliza- 
tion which is possible in an organ- 
ization with a large central staff, 
with highly divided responsibili- 
ties. 

“Our organization § functions 
along very simple lines,” he con- 
tinued. “The chairman owns near- 
ly 80% of the company. The 
president reports to the chairman. 
I report to the president. 

“This gives us tremendous mo- 
bility in decision making. It en- 
ables us to decide in a matter of 
minutes questions which take 
some companies with large staffs 
and highly divided responsibilities 
weeks or even months to get 
settled.” 


® Mr. Schellenbach added that 
“this does not mean that we are 
always right,” but he charged that 


Industrial | 


‘business | 


Thrives 


|“a good many of the procedures, 
multitudinous delegations of re- 
sponsibility and committees that 
exist in some companies are there 


in part because they are good to 
hide behind. They create such a/| 
smog that it is difficult to find out | 
what individual made a decision— 
| be it right or wrong.” 

To show how H. K. Porter 
works, Mr. Schellenbach detailed | 
how the company has diversified | 

(Continued on Page 8) 


‘Glamour’-’Charm’ 
Combination Brings 
Ad Personnel Shifts 


New York, Sept. 17—A batch | 
|of advertising promotions have | 
|been announced at Glamour, in- 
|cluding that of Ralph F. Timm | 
|from ad manager to ad director. 

| Glamour will be combined with | 
| Charm, effective with the Novem- | 
ber issue, as a result of Conde | 
| Nast’s purchase of Street & Smith | 
|Publications, which includes 
| Charm (AA, Aug. 31). 

The new ad manager at Glamour 
is Richard A. Shortway, formerly 
eastern ad manager. Also moving 
up the ladder are Thomas H. 
Lawrence, from New England ad 
manager to eastern ad manager; 
Neil Butwin, from classified ad 
manager to eastern display staff; 
and Harvey Singer, from classi- 
fied sales to classified ad manager. 


8 Moving from Charm to the com- 
bined book are Louis A. Trilsch, 
as New England ad manager, and 
Van Behal as West Coast ad man- 
ager. Mr. Behal succeeds David D. 
McCollum, who moves to a similar 
spot at Mademoiselle. Mr. Mc- 
Collum succeeds Ted Kral, who 
has resigned. 

At the same time new rates and 
guarantee for the new combined 
book have been announced. Effec- 
tive with the February issue, rates 
will be based on a guarantee of 
950,000; b&w page rate will be 
$4,750. Glamour’s former rate was 
$3,325 per b&w page, based on a 
guarantee of 665,000. # 


Multer Bill 
Demise Is Green 
Light for OBA 


WASHINGTON, Sept. 17—The 
Own a Bit of America promotion 
was freed from the danger of 
congressional intervention when a 
House judiciary subcommittee 
took time during the adjournment 
rush to vote down the Multer 
bill (H.R. 8107) to prevent busi- 
ness men from using U. S. sav- 
ings stamps as merchandise prem- 
iums. 

The action, taken on the final 
day of the congressional session, 
was in accord with the wishes of 
the Treasury Department, which 
registered a strong protest against 
any legislation which might re- 
duce the amount of cooperation 
offered by business men in pro- 
moting bond sales (AA, Aug. 31). 

Late last week Rep. Thomas 
Lane (D., Mass.), chairman of the 
subcommittee, indicated a_ final 
vote on the bill might be delayed 
until the committee received fur- 
ther information from the Treas- 
ury (AA, Sept. 7). 

Later Rep. Lane said members 
disposed of the bill in the belief 
that the Treasury will issue reg- 


ulations to make sure that pro- 
motions involving the use of 
stamps and bonds as premiums do 
not create the impression that the 
product is endorsed by the gov- 
ernment, # ‘ 


Acme Hamilton Sets 
Business Paper Ads 


for Tint Gas Hoses 


New York, Sept. 18—Acme 
Hamilton Mfg. Corp., Trenton, 
N. J., will advertise Color Guard 
gasoline curb pump hose with 
two-color six and 12-time pages 
next year in Automotive West, 
Gasoline Retailer, National Petro- 
leum News, Petroleum Engineer, 
Petroleum Marketer, Petroleum 
Processing, Petroleum Week and 
Service Station & Garage. 

The new hose, which comes in 
yellow, red, green and blue, plus 
white, was introduced with four- 
color bleed pages in July and Au- 
gust National Petroleum News. 

George Pinheiro, advertising 
manager, told ADVERTISING AGE that 
the first user is the eastern division 
of Shell Oil Co. 

The Acme Hamilton space and 
sales promotion budget next year 
for all the company’s products 
will be $250,000—up from $148,000 
this year. 

The Acme Hamilton agency is 


Kennedy-Ceglia, Trenton. # 


Baayen 


A 


Hamilton 


Heal 


Hampton 


POSTMASTER’S PRIZE—Hon. William Hamilton, Postmaster General of 


Canada, presents H. E. Hampton, 


ad manager of the Canadian Na- 


tional Railways, the Postmaster General’s Award for the year’s most 
outstanding direct mail ad program by a Canadian company. Ob- 
serving is Robert E. Heal, president of National Direct Mail Corp., 
Montreal, sponsor of the award which is reportedly the first of its 
kind in North America. The award was made at the Direct Mail 
Advertising Assn. meeting in Montreal (story on Page 1). 


Lewin Will Ask 
Four A's to Drop 
Mogul, Williams 


‘Morally Unworthy or 
Unprofessional Conduct’ 
Clause Cited in Charge 


New York, Sept. 17—Following 
the start of his arbitration hear- 
ings against Mogul, Williams & 
Saylor, A. W. Lewin said today 
that he plans to ask the American 
Assn. of Advertising Agencies to 
drop MW&S from membership 
under a “morally unworthy or 
unprofessional conduct” clause. 

The former chairman of the 
board of Mogul, Lewin, Williams & 
Saylor (his name has now been 
removed from the door) said he 
would not go before the Four A’s 
until the completion of the two 
arbitration hearings which were 
scheduled to begin this week. One 
hearing concerns a breach of em- 
ployment charge, the second a 
stock repurchase agreement. 


a “In my opinion, there was a 
conspiracy to get rid of me,” Mr. 
Lewin stated today. “I never re- 
signed, nor asked to be relieved of 
my position. It was purely and 
simply a breach, and it was con- 
ducted in a most arbitrary and 
ruthless manner. They even bolted 
and padlocked my private office 
so that I did not have access to 
my business papers and personal 
effects. I doubt that anything like 
it has ever occurred in the ad 
agency business. 


s “It is for this reason, and others 
that I cannot reveal here, that I 
plan to go before the president and 
board of directors of the Four A’s 
to propose that Mogul, Williams 
and Saylor be dropped from mem- 
bership. Section 5, Article 4 of the 
constitution and by-laws of the 
Four A’s provides that member- 
ship may be annulled, ‘when a 
member indulges in morally un- 
worthy or unprofessional conduct, 
subversive to the best interests of 
advertising’,” Mr. Lewin said. 

“It seems to me that, as a key- 
stone of ethical practices and 
standards in the advertising agen- 
cy business, the Four A’s should 
properly be exposed to what has 
taken place at 625 Madison Ave. 
I might add that A. W. Lewin Co., 
forerunner of LW&S, was a mem- 
ber of the Four A’s since 1937.” 


= Emil Mogul, president of Mogul, 


| Williams & Saylor, responded to 


Mr. Lewin’s remarks with: “We 
do not regard it as appropriate to 
comment on any of Mr. Lewin’s 
statements while the arbitration 
proceedings are in process. We 
shall present all the facts in the ar- 
bitration.” # 


Nashville Papers 
Adopt Frequency, 


Volume Discount Plan 


NASHVILLE, Sept. 17—The Con- 
tinuity-Impact-Discounts plan for 
national advertisers, which was 
created and adopted last week by 
the Louisville Times and Courier- 
Journal (AA, Sept. 14), has been 
adopted by the Nashville Banner 
and Nashville Tennessean. 

The C-I-D plan provides dis- 
counts of up to 13% for advertis- 
ers who contract for a 13, 26, 39 or 
52-week cycle of advertising in 
both of the Nashville dailies. Ad- 
vertisers must run a minimum of 
300 lines weekly, and a 12% dis- 
count is allowed on all minimum 
linage run. All linage in excess of 
the minimum earns a 13% dis- 
count. 

A hiatus of one week is per- 
mitted an advertiser with a 13- 
week contract; two weeks for those 
with a 26-week agreement, etc. 

The Nashville plan becomes ef- 
fective Jan. 1. The only difference 
between the Nashville and Louis- 
ville plans is that advertising in 
the Sunday magazines of the 
Tennessean may be applied against 
C-I-D contracts. # 
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‘Marketer of Year’ 
‘Truesdell Hits Selling 


Based on Price Alone 


Cuicaco, Sept. 18—Zenith Ra- 
dio Corp.’s sales successes have 
changed the marketing thinking 
| and approach of “every other 
|manufacturer in the _ industry,” 
| according to Leonard C. Truesdell, 
exec vp in charge of marketing 
at Zenith. 

Mr. Truesdell was named “Mar- 
keting Man of the Year” last night 
by the Chicago chapter of the 
American Marketing Assn. 

He pointed to Zenith as a com- 
pany which refused to sell price 
alone, but instead turned to qual- 
ity features and improvements for 
its marketing tactics. 

He expressed concern’ over 
American marketing in general, 
commenting, ‘“‘We are building a 
‘national bargain basement,’ and 
each day the price must be lower 
and lower. I’m very much afraid 


| 


Leonard C. Truesdell 


that management is being led 
down the road of no return by 
marketing men who are merchan- 
dising, promoting and selling on 
the basis of price, gimmicks and 
deals.” 


a Mr. Truesdell noted that Zenith 
is meeting the increased competi- 
tion of inexpensive Japanese made 
transistor portable radios by con- 
centrating on features which “give 
an extra measure of value to the 
consumer.” Despite a 100% sales 
increase for the Japanese port- 
ables in the U.S. through August 
of this year, Zenith’s portable ra- 
dio sales to dealers rose 35% dur- 
ing the same period, he added. # 


Read to Succeed 
Swezey at WDSU 


New Or eans, Sept. 18—Robert 
D. Swezey will step down as exec 
vp and general manager of WDSU 
Broadcasting Corp. Jan. 1, to be 
succeeded by Louis Read. 

Mr. Read, now vp and commer- 
cial manager of WDSU, will be- 
come both exec vp and general 


manager when Mr. Swezey re- 
signs. 

Mr. Swezey, active for many 
years in the National Assn. of 


Broadcasters and other radio-tv 
groups, has been with WDSU for 
ten years. After Jan. 1 he will con- 
tinue as a vp and director of 
WDSU Corp., which operates a ra- 
dio and tv station. He will also 
continue as a vp and director of 
Modern Broadcasting Co. (WAFB- 
TV), Baton Rouge, in which 
WDSU has a majority interest. 


es Mr. Swezey told ADVERTISING 
Ace his resignation reflects his 
desire to pursue other interests, 
as yet indefinite. “I’m a little tired 
of being a station manager,” he 
said. He indicated his future ac- 
tivities would probably be in the 
field of communications, and add- 
ed that he expected to remain ac- 
tive in the NAB, where he is pres- 
ently chairman of the freedom of 
information committee. # 
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At PAAA Conference... 
‘Sophisticated’ 
Premiums Urged 
hy JWT’s Wolff 


Florida Mutual’s Steele 
Tells Grapefruit Spoon 
Success—2,000,000 in ‘59 


New York, Sept. 15—Thirteen 
basic guideposts with which to sell 
premiums to women were outlined 
to a premium advertising con- 
ference today at a meeting spon- 
sored by the Premium Advertis- 
ing Assn. of America. 

The meeting, held in conjunc- 
tion with the annual four-day 
New York Premium Show which 
began yesterday, also learned 
about the “specialized tool” which 
has become a highly successful 
premium for the Florida grape- 
fruit industry and in the process 
has actually increased grapefruit 
consumption. 

And it was told about new plans 
to discover just what housewives 
really think of the premiums they 
get. 


s Janet Wolff, vp and senior copy 
group head, J. Walter Thompson 
Co., said that premiums that are 
useful to a woman’s family, house- 
hold and children still come first 
in her heart, but today’s woman 
is changing and “we often should 
offer sophisticated premiums 
which appeal to her new knowl- 
edge.’’ She suggested painting sets, 
gourmet cookbooks and ceramics 
as creative premiums that “should 
be extremely successful.” 

Mrs. Wolff listed a baker’s dozen 
guideposts as important to plan- 
ning successful premium promo- 
tions to women. 

1. When’ offering premiums, 
emphasize high value of the prod- 
uct, never just low price. 

2. Don’t be afraid to offer a 
woman premiums that are really 
new, or have a new twist. 

3. Don’t mislead a woman 
about your premiums; she will 

(Continued on Page 74) 
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W. Free D. Papert 
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Veteran Admen, Women | 
Have Cortland, Upjohn, 
Guards Club as Clientele 


New York, Sept. 15—Two mar- 
ried couples have teamed together 
to form New York’s youngest ad 
agency, Papert & Free, with offices 
in the Seagram Bldg. and a staff of 
15. 

The foursoine consists of Diane 
and Frederic Papert and Marcella 
and William Free—all veveran cre- 
ative executives with large New 
York agencies. 

Mr. Papert had been creative su- 
pervisor for Pepsi-Cola and Equit- 
able Life at Kenyon & Eckhardt, 
while Mr. Free was art group head 
for Coke, Dorothy Gray, Nabisco 
etc., at McCann-Erickson. About a 
year and a half ago they left the 
big-agency life to set up a con- 
sulting service together. 


@ This consulting venture proved 
to be so successful that this sum- 
mer they decided to expand into an 
agency—and at this point their 
wives decided to join in the ad- 
venture. Mrs. Papert resigned from 
Warwick & Legler as copy group 
head on Revlon, and Mrs. Free 
stepped out of Lennen & Newell, 


Research, Advertising Help Phone 
Company Ring Bell with Consumers 


Profit Aspirations Lie 
in Creating, Promoting 
New Optional Services 


Cuicaco, Sept. 15—Telephones, 
in the last five or six years, have 
gone through a change not unlike 
a cocoon’s conversion to a butter- 
fly. 

Like a regenerating breed, Mr. 
Bell’s instruments have emerged 
from closets and out-of-the-way 
corners, jettisoned unneeded 
weight, traded their black coats 
for cheerfully attractive colors and 
rushed forth throughout the house 
to appear boldly just about every- 
where. 

They have, in sum, changed from 
utilitarian gadgets to esthetic ob- 
jets d’art, as part of a vast plan to 
merchandise telephone service as 
never before. 

Fairly typical of all Bell com- 
panies in terms of general mer- 
chandising approach and over-all 
purpose is the Chicago-based IIli- 
nois Bell Telephone Co. 


s The Bell system’s move, ac- 
cording to O. W. Tuthill, general 
manager of Illinois Bell’s mer- 
chandising department, is a prod- 
uct of the more competitive econ- 
omy that has emerged in this coun- 
try since World War a. 


The growth of discretionary 
spending power, changes to more 
family-centered living, consumer 
desires for things that are “quick 
and easy” and for individuality 
and taste—all of these have made 
for a race for sales volume in 
which a utility like the phone 

(Continued on Page 68) 


M. Free 


F. Papert 

MIXED DOUBLES—The four principals of Madison Ave.’s newest agen- 

cy, Papert & Free, 375 Park Ave., converged out of some of advertis- 
ing’s best known shops. 


Two Husband-Wife Teams Form New 
Compact’ Agency—Papert & Free 


where she had been copy group 
head on Lorillard and other ac- 
counts. 


s Charter accounts for the new 

agency are Cortland Line Co., 

Cortland, N. Y., manufacturer of 
(Continued on Page 78) 


Bosomy Ad Was 
Okay—Just Too Big, 
Exhibitor Learns 


KARLSRUHE, Sept. 15—In Ger- 
many, where film advertising is 
strictly controlled by the censor, 
showing an oversize bosom for 30 
minutes two years ago has just 
cost a Karlsruhe theater owner a 
$12 fine. 

Seems that in July, 1957, a the- 
ater owner here played the Swed- 
ish film, “She Danced Only a 
Summer,” starring the Swedish ac- 
tress Ulla Jacobsson. 

Even the advertising placards 
for films must pass censorship by 
the German Self-Censorship Film 
Board, and for this particular pic, 
a standard-size theater display 
cardboard placard was okayed. 

The publicity-conscious theater 
owner, though, turned the card 
over to an advertising company 
which blew it up to four meters 
square (172 sq. ft.), enlarging con- 
siderably the expanse of Miss 
Jacobsson’s bosom depicted on the 
display. 


s The huge card was on display 
in front of the theater for only 
half an hour when an anonymous 
passer-by alerted the police. They 
arrived on the scene; the theater 
owner agreed to paint a sheaf of 
grass over the offending area; and 
the huge sign went back up. 

That wasn’t.enough, though. One 
week later, a postal inspector 

(Continued on Page 110) 


DIAL IN HAND—Still in the laboratory stage is this unit that has the 
dial in the hand piece rather than on the base. A variation of this 
would replace the dial with pushbuttons for fast calling. 


Lynn Ellis, Adman, 
Adviser to Agency 
Heads, Dies at 78 


WEstTPort, Conn., Sept. 16—Lynn 
W. Ellis, 78, who served as con- 
fessor and consultant to a large 
portion of the management of 
smaller advertising agencies in the 
U. S., died here Sunday after a 
brief illness. 

For about 34 years Mr. Ellis 
conducted—through the Ellis 
Foundation Plan—one of the most 
active retire- 
ments on record, 
Officially, Mr. 
Ellis retired 
from the agency 
business at 43, 
after having 
been McCann- 
\E rickson’s 
Cleveland man- 
jager, to devote 
himself to the 
science and 
practice of 
|agency manage- 
ment. Over the years, foundation 
plan members (limited to owners, 
partners, managers, officers or 
senior key executives of agencies) 
beat their way to Westport to talk 
to Mr. Ellis—at $15 for 30 minutes. 

Others (about 150 in 1955) re- 
ceived “AQA,” or “Agency Ques- 
tions & Answers,” a semi-monthly 
publication. Questions which ap- 
plied to 5% or more of agency 
managements were answered in 
“AQA,” and an advance answer 
could be bought for $6. 


Lynn Ellis 


s After graduating from Iowa 
State College in 1907, Mr. Ellis 
joined the Department of Agri- 
culture, became an expert on the 
economics of power farming, and 
later joined Rumely Co., LaPorte, 
Ind. At Rumely, which later be- 
came part of Allis-Chalmers, he 
was put in charge of the advertis- 
ing department; later he ran seven 
departments with 85 people in 
them. (“Believe me,” he once told 
an AA reporter, “I had to learn 
how to organize.”) 

He joined McCann from Rumely, 
setting up the Cleveland office as 

(Continued on Page 79) 


"Reader's Digest’ 
Offers Merchandising 


Plan to Advertisers 


New York, Sept. 16—Reader’s 
Digest has issued a schedule of 
allowances for advertisers partici- 
pating in its Cooperative Mer- 
chandising Plan. 

Under the new arrangement, 
the Digest offers advertisers dollar 
allowances on a two-for-one basis, 
with total allowances based on 
advertising frequency. Thus the 
Digest invests part of its own 
promotion funds (regular credits), 
plus additional funds (matching 
credits), if the advertiser matches 
the latter dollar for dollar. 

For advertisers using the mag- 
azine’s U. S. edition, allowances 
work out this way: For fewer- 
than-six-page schedules, the ad- 
vertiser is entitled to $150 regular 
credits and $150 matching credits 
per page, if he puts up $150 of his 
own money. Thus the Digest will 
ante up $300 for each page sched- 
uled and for every $150 put up by 
an advertiser. 

On frequencies of six to eleven 
pages, 


regular and $250 
credits per page, or $500 in mer- 


$250 put up by the advertiser. 


s In the Digest’s western edition, 
combined regular and matching 


(Continued on Page 79) 


Judge's Ruling 
Lays Advertisers 
Open to Litigation 


Finding of ‘Class Suit’ 
Hits GF, Hunt, Morton; 


New Case 7 Others 
Curcaco, Sept. 15—A $3,000,000 
anti-trust suit brought by two 


wholesale and 23 retail grocers in 
the Chicago area against three ma- 
jor food manufacturers has been 
ruled a “class” suit by a U.S. dis- 
trict court judge here. 

Following on the heels of this 
development in the case that has 
been in court for more than three 
years, the same wholesale and re- 
tail grocers filed another anti-trust 
suit against seven other food man- 
ufacturers. Named as defendants in 
the new suit are Lever Bros., Na- 
tional Dairy Products Corp., Na- 
tional Biscuit Co., Nestle Co., 
Quaker Oats Co., Standard Brands 
and Adolph’s Ltd. 

In his decision, Judge William J. 
Campbell ruled that any retail 
grocer in the Chicago area in com- 
petition with Great Atlantic & Pa- 
cific Tea Co. or any wholesale 
grocer in that area who sells prod- 
ucts made by General Foods Corp., 
Hunt Foods and Morton Salt Co. 
to retail stores could enter the 
anti-trust action and claim dam- 
ages. 


= The U.S. court of appeals last 
year (AA, Aug. 4, '58) ruled that 
General Foods, Hunt and Morton 
Salt had failed to prove in the 
lower court that their payments to 
Woman’s Day for advertising were 
available proportionately to other 
grocery retailers in competition 
with A&P in accordance with Sec- 
tion 2(d) of the Robinson-Patman 
Act. The three suppliers should be 
required to do this, the court said. 

Judge Campbell set Sept. 28 for 
a pre-trial hearing, at which time 
he will determine a deadline for 
other grocers to enter the suit. 
This presumably could include 


(Continued on Page 44) 


Canada Railways 
Seeks Agency for 
$800,000 Account 


ToronrTo, Sept. 15—Fifteen agen- 
cies are pursuing the advertising 
account of Canadian National Rail- 
ways, a crown corporation. 

The account is estimated to be 
worth $800,000 a year in billings. 

Canadian Advertising Agency 
Ltd., a relatively small shop, cur- 
rently directs the account and is 
one of the agencies which have 
submitted presentations. 

The railroad’s U.S. advertising 
account, which is handled by the 
Montreal office of McCann-Erick- 
son, will not be moved. 

It is understood that the status 
of the Canadian account will be 
made known within the next six 
weeks. 


= CNR asked the 15 agencies for 


combined matching and_| presentations. Surprisingly enough, 
regular credits come to $400 per a number of Liberal agencies were 
page. A schedule of 12 or more included 
pages gets the advertiser $250 in| servative party is in power at Ot- 


(the Progressive-Con- 


in matching | tawa). 


Said a spokesman for the rail- 


chandising allowances, for every|way: “This is strictly a business 


— Politics doesn’t enter into 
Sad 

Nevertheless, trade circles here 
| would be somewhat shocked if the 


credits range from $150 per page | account were to land in the lap of 


|a Liberal agency. + 
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Florida Citrus 
Sets $3,100,000 
8-Month Budget 


Magazines Supplant 
TV as Key Medium to 
Be Used by Commission 


LAKELAND, Fia., Sept. 18—The| 
Florida Citrus Commission this | 
week approved a record eight- 
month expenditure of $3,100,000 
in advertising, with magazines 
taking over from tv as the key 
medium in the schedule. 

The new program covers the, 
period from Nov. 1 to July 1, 1960, | 
and, added to the current $705,000 
summer and fall program, will 
bring the fiscal year spending to 
over $3,800,000. 


ee 


and approved by the commission, 
the eight-month program will be 
spearheaded by $1,458,000 worth 
of color ads in magazines. Another 
$390,000 will go into color ads in 
supplements, and $450,000 


will be limited to nine participa- 


tions on ““What’s My Line?” (ABC- | 


TV) for around $325,000, while 
the remainder of the budget— 
nearly $500,000—goes for produc- 
tion and trade advertising. 


es Just a year ago, the commission 
was in the process of setting up a 
somewhat smaller program which 
was dominated by a CBS-TV 
package deal which called for ex- 
penditure of nearly $1.5 million 
for participation in the “What’s 
My Line?” “Perry Mason” and 
“Douglas Edwards” shows. 
Spokesmen for Benton & Bowles 
told commission members and a 


large gathering of industry repre- 


sentatives here Tuesday that they 


|}are recommending magazines for 


into | 
b&w newspaper space. Tv buying | 


Advertising Age, September 21, 1959 


season because full color provides 
appetite appeal and because mag- 
azine ads also are well suited to 
the educational type program used 


management supervisor for the 
citrus commission account, showed 
an impressive array of color lay- 
outs featuring photographs of 
to emphasize the need for daily|fresh fruit which will be used 
use of vitamin C. |appetizingly to advertise both 
Copy and media plans also were | processed and fresh citrus products. 
affected by the decision of some| Typical of copy designed to 
magazines to sell circulation by combat inroads of synthetic drinks 
zones and/or states, which agency are slogans such as “nature’s 
| spokesmen said “permits the use| powerhouse of vitamin C” and 
of full color precisely fitted to the | ‘‘only nature knows the combina- 
product pattern of our business, | tion.” . 
and also against the points where 
we believe the potential is the 
| highest.” 


s In addition to the commission’s 
ad program, Benton & Bowles also 


promotion for the more than 20 
companies which produce frozen 
orange juice concentrate. Harry 


- Both Look and The Saturday | 
| Evening Post will be used in this | 
| fashion, primarily in the eastern | 


. . Warren, B&B vp and Florida 
half of the nation where Florida representative, outlined this three- 
| sells most of its production. Other | 


; nine Ne h nod |month activity following presenta- 
| Ratenel magazines on the sched- tion of the commission’s program. 
|ule are Better Homes & Gardens, | Some $1,250,000 is being spent 
| Farm Journal and Life. | by the processors on direct ad- 


The 12-man presentation team | vertising during the September- 


from Benton & Bowles, headed by October-November special con- 
|A. W. Hobler, chairman of the | centrate promotion, out of a total 


As outlined by Benton & Bowles| the mdjor share of money this |agency’s executive committee and | budget of $3,300,000. This $1,250,- 


Another thriller-d 


iller from WJRT— 


a 
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a 
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for the Canadian trade and Canadi- 
| an consumers.” 
: Ads in the program feature 
“And four if by coupons worth 12¢ to each consum- 
WJRT Ponsonby — or two 12-oz. cans of any brand of 
4 Florida frozen orange concentrate. 
the efficient way to Ads are scheduled in 17 Canadian 
cover Flint, Lansing, 


L 


Listen, admen, and you shall hear—plenty! That 
WJRT is the single-station way to reach the other big 
Michigan market. That you get Flint, Lansing, Saginaw and 
Bay City with one buy and a grade “A” or better signal. 
That you’re right where things happen with WJRT’s inside- 
out coverage of mid-Michigan and its nearly half-million 
TV households. If you’re aiming at Flint, Lansing, Saginaw 
and Bay City, WJRT is your bull’s-eye buy. Come on in— 


it’s open season on sales. 


WJRT 
CHANNEL l 2? FLINT 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York * Chicago « Detroit « Boston * San Francisco « Atlanta 


ABC Primary Affiliate 


“One if by land! 
Two if by sea!” 


Saginaw and 
Bay City.” 


|000, added to the over-all 12- 
month citrus commission ad budg- 
let of around $3,800,000, will 


|enable B&B to spend more than | 


| $5,000,000 for advertising on be- 
half of Florida citrus products 
during the fiscal year ending June 
30. 


CANADA DRIVE SET FOR 
FLORIDA ORANGE JUICE 

LAKELAND, FLA., Sept. 15—An ad 
| drive has been launched in Canada 
|for Florida frozen orange concen- 
trate by 22 producers of Florida 
frozen orange juice. 

Frank D. Arn, director of adver- 
tising and merchandising for Flor- 
ida Citrus Commission and co- 
ordinator of the program, said the 


and apart’ from the big domestic 


currently is carrying on a special | 


Canadian campaign was “separate | 


JAMES E. KENNEY has been promoted 
to advertising manager of Willys 
Motors Inc., Toledo, a title vacant 
since Charles R. Mougey resigned 
about three years ago. Mr. Kenney 
formerly was assistant advertising 
manager. 


dailies, and a color page will run in 
Weekend Magazine. 


s The campaign is part of a three- 
month, $3,300,000 special promo- 
tion program by the frozen juice 
|producers (AA, Aug. 3). Maga- 
zines, newspapers and supplements 
will be used in the U.S. 

Benton & Bowles, the agency for 
the Florida Citrus Commission, is 
handling this push. # 


Orson Welles Sues CBS 

Actor-producer Orson Welles 
|has filed a $425,000 damage suit 
| against the Columbia Broadcasting 
| System for using material from his 
| 1938 radio show, “The War of the 
| Worlds,” in the 1957 tv program, 
|“The Night the World Trembled.” 
|Columbia Artists Inc. and West- 
|inghouse Corp., sponsors of the 
| program, have been named as co- 
defendants. 


drive and was developed “entirely | Protzman Named Ad Manager 


Roy Protzman Jr., formerly vp 


| and general manager of Penning- 
| ton Press, Chicago book publisher, 
has been named ad manager of Sci- 
er on the purchase of four 6-o0z.| ence & Mechanics, Chicago. Earlier 


Mr. Protzman was with Popular 


|Mechanics and Better Homes & 
| Gardens. 


Greensboro- 
GREEN THUMB 


15th 
Market 


Sales grow bigger and 


years. 


selling influence 


OF THE NEW _ 


in Total Retail Sales 


faster in the Greensboro 


metropolitan market — where retail sales have  in- 
creased a hundred million dollars in just four short 
Schedule your advertising in the only me- 
dium with dominant coverage in this market and 
in over half 


of North Carolina. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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ye message to + ail about THIS WEEK Ma agazme: 


“TS my opinion ... THIS WEEK Magazine is first among advertising 
media, particularly for those of us who are interested in the 
pre-selling of the items we handle. THIS WEEK should be a primary 
advertising medium for all national grocery manufacturers.” 


Jule M. Newman 
President, Hinky Dinky Food Stores, Omaha, Nebraska 
(36 stores. $45,000,000 annual volume) 
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To Move Goods Fastest... Buy The Big One This Week 


MAGAZINE rane 
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| Smith, Dorian Opens Office 


Smith, Dorian & Burman, new 


6 
Eberhard Faber 
| Hartford advertising and public 
. | relati ency, has d j 
Shifts fo Lefton — ([sttices xt 51 ragninaton ave the 


company is affiliated with Smith 

Witkes Barre, Sept. 17—The 
$250,000 advertising account of 
Eberhard Faber Pencil Co. has 
been switched from Anderson & 
Cairns to Al Paul Lefton Co., New 
York. 
The account had been with tive| 


dent of the new agency is Alan R. 
Burman, formerly of J. Walter 


respectively. 
derson & Cairns for about five 
years; previously it was handled Robert Kline & Co. Adds One 
by Hicks & Greist. 


The selection of the new agency Robert Kline & Co., Richmond, 
was confined to a fairly small |Va., has been appointed to handle 


t 4 H |advertising and promotion for Lit- 

—.~, candidates. Harry E-|tle Oil Co., a distributor of Phil- 
wener, advertising an sales Pro” |lips 66 in the Richmond area, A 

motion manager of Eberhard Fa-|-onsumer contest to promote fuel 
ber, initially picked 12 agencies 

- ; oil sales is planned. 
with similar experience and non- 
competitive accounts. Of the dozen, | 
eight were interested, and corre- | Trendex Promotes Reilly 
spondence and interviews brought| Eugene L. Reilly was promoted 
the eight down to two—Marschalk ‘from director of sales to the new 
& Pratt and Al Paul Lefton, with post of vp in charge of sales at 
Lefton getting the nod. # |Trendex Inc., New York. 


& Dorian Inc., New York. Presi- | 


Thompson Co. Ron T. Smith and) 
Mare Dorian, of the New York)|cy vp since the final months of, Wilkins continued to hunt for new 
office, are secretary and treasurer World War II. 


| He has served as task force di-| 

| rector for the Advertising Council; # Born in New York, Mr. Wilkins 
|on military projects on many oc-| attended school in Chicago and 
|casions, and has handled pr and | graduated from Notre Dame. His 
|advertising and legislative liaison first experience in advertising was 


Advertising Age, September 21, 1959 


Adman in the News... Donald J. Wilkins 


(For other AFA news, see Page 34) | been vp of Erwin Wasey, Ruth- 

WASHINGTON, Sept. 16—Donald J. rauff & Ryan here, where the main 
| Wilkins, who has been selected to item of business has been the Air 
head the new Advertising Federa- Force account. With the loss of this 
tion of America office here, has account earlier this year, EWRR 
been on the Washington scene in has been in the process of closing 
the armed services and as an agen- the Washington office. But Don 


| business. 

During the postwar period he Only last month he was respon- 
has been closely identified with | sible for signing the National Insti- 
military recruiting advertising,| tute of Drycleaning, Silver Spring, 
first as officer in charge for the|Md., a promising new pr and ad- 
Army and Air Force, and subse-|vertising account which is to 
quently as executive in charge of break into national advertising 


ladvertising agency personnel next year with a two-page spread 


working on recruiting accounts. |in The Saturday Evening Post. 


assignments as a member of Air as business manager of the Notre 

Force Assn., National Guard Assn. Dame “Juggler” which, he reports, 

/and National Council on Airspace. enjoyed a profitable operation un- 
For the past seven years he has der his direction. 


u er a 


RESEARCHE 


to ey 


There never has been a time when it was more 
important to find out what’s happening to your 
fast-changing markets... what new markets 
are opening to you because of new products 
and new methods. 


The usual market survey is slow and costly. But 
there is a method which costs little and will give 
you quickly — not opinions — but concrete 
evidence of buying intent. 


The best way to find out what will sell where 
and when is to offer your products to the 73,000 
product selectors in the top 40,000 
establishments in all 452 industries accounting 
for 4/5 of U.S. production, on the pages of 
Industrial Equipment News. The response from 
your ads will show you what industries in 
which states are the readiest buyers. 


In addition, some of your best prospects will tell 
you their problems; whether their need is 
immediate or for the future; when to send a 
salesman ; and will indicate their special interest 
in your literature, complete catalog, name of 
nearest dealer, construction details, application 
examples, prices, samples, installation details. 
(See form above which they will use.) 


This IEN exclusive SPECIFIC 
INFORMATION REPLY FORM has been in 
use for more than three years and is now widely 
relied upon. Nearly t/3 of IEN inquiries are 
detailed in this way. This service costs you 
nothing extra. Indeed, for less than $200 a 
month, you can advertise to these 73,000 
specifiers and buyers and, at the same time, have 
the market research information resulting 

from their replies. 


Details? Send for THE IEN PLAN and data file. 


Industrial Equipment News 


Thomas Publishing Company 


GED ...461 Eighth Avenue, New 


DY 
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Phense ech the manufacturers of products whom ieee ne 
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Donald Wilkins 


His prewar career started as 
advertising salesman on the Chi- 
cago Tribune from 1928-’33. After 
trying unsuccessfully to operate 
his own agency, he joined Roche, 
Williams & Cleary as account ex- 
ecutive in 1936, serving until he 
was commissioned in the Army 
Air Corps in 1941. 

His wartime service included 
assignment as pr officer at SHAEF 
headquarters. Transferred to 
Washington, he became chief of 
Air Force public information—as 
he puts it, “by process of elimina- 
tion in the demobilization rush” 
—a post he held until he was re- 
leased in September, 1947, with 
the rank of colonel. 

Shortly afterward he was re- 
called for a second tour of duty 
and given direction of Army-Air 
Force recruiting advertising. 

Demobilized again in 1951, he 
joined Robert W. Orr here to 
direct efforts in behalf of the 
National Guard account. Two 
years later when “National Gud?d 
switched to Ruthrauff & Ryan, he 
went with it. In 1954, when the 
Army and Air Force recruiting 
advertising accounts were split, 
he captured the $1,000,000 Air 
Force account for EWRR. 


s In service he found misconcep- 
tions about advertising which may 
be indicative of some of the situa- 
tions he will deal with after he 
opens up shop for AFA here Oct. 1. 

“People were well-meaning and 
wanted to learn,” he says, “but 


|they have very uninformed ideas 


about advertising. 

“In the service,” he recalled, 
“when we set out to retain an 
agency, inevitably we would be 
confronted with people who 
thought you should buy advertis- 
ing the same way you buy planes: 
from the lowest bidder.” 

He became interested in seeking 
the new AFA job when he heard 
advertising’s Washington problems 
discussed at the Four A’s meeting 
last spring. 


= He believes one neglected job is 
to correct the public’s image of an 
adman. “For every adman who is 
attending a cocktail party,” he 
declares, “there are probably ten 
burning the midnight oil. Admen 
are about the hardest working 
people in the country.” 

He has been advised that AFA’s 
mission here will be to “help 
establish the missing information 
and educational link between ad- 
vertising and the nation’s capital.” 
In executing this, he is to operate 
in the area of “communications”— 
bringing information about adver- 
tising to Washington, and infor- 
mation about Washington prob- 
lems to advertising. He is not to 
indulge in any lobbying. 

An injured hip has not inter- 
fered with his favorite hobby, out- 
door living, and he still seizes any 
opportunity for a canoeing and 
camping trip beyond the reaches 
of “tin can” tourists in remote and 
undisturbed parts of Quetico Na- 
tional Park.in Ontario. 

As therapy for the hip he has 
become an expert swimmer and 
so have his two sons and two 
daughters. Don and his wife, the 
former Margaret Cosgrave of 
Omaha, and his family live in 
nearby Bethesda, Md. # 
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Don’t miss 
the buss! 


How often does a ready cus- 
tomer run smack into your ad 


page? 


No need to fish for that fact 

| yourself. The Post Ad Page Ex- 
posure study (done by Politz 
with a national sample of 12,000) 
now tells you. 


APX goes far beyond the old 
hand-line method of counting 
people who buy a magazine, 
or look at any editorial matter, 
or pass it along. APX now tells 
you how many times prospects 

~ for your product see your ad 
page. In the Post, readers turn to 
and return to your ad page 29 
million times. It’s the HI-FRE- 
QUENCY medium! 


Don’t miss the bus! Ask a Post 
salesman to reel off the facts 
; and figures...any time! 


(These tropical Kissing Gou- 
ramis know that frequent face- 
to-face contact makes lasting 
friends. ), 


A CURTIS MAGAZINE 
, The saturday Evening 


POST 


Sell the POST-INFLUENTIALS 
-they tell the others! 


the HI-FREQUENCY medium 
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P.0.’s ‘Policy’ 
Rate Making Is 
‘Abuse’: McCabe 


(Continued from Page 1) 
publisher. Addressing the final 
luncheon session today, Gibson 
McCabe, publisher of Newsweek, 
called the present Post Office pol- 
icy “an abuse of power.” 

“In the U. S., unlike Canada,” 
he said, “it is Post Office officials’ 
attitude that increases in third 
class rates may—hopefully, in 


S. A. Dembner 
elected S. Arthur (Red) Dembner, 


Newsweek circulation manager, 


Berner Explains 
‘The Fine Art of 
Consumer Deals’ 


(Continued from Page 1) 


‘dustry in which the marketing | 
|men spend their time on consum- | 
|er offers rather than selling their 
| products—“a breakdown of es-| 


|tablished brand loyalties and... 
|the market of deal shoppers.” 


s He pointed out that a substan- 
tially lower repeat rate shows from 


their view—reduce the volume of board chairman. Earle Buckley,|new buyers obtained through a_| we ; 
mail order mail. The Magazine | president, Earle Buckley Organi-|deal than from new buyers ac- | vertising Research Foundation. Mr. 


Publishers Assn. expects further | 
attempts to raise rates above the| 
two-thirds increase requested in | 
1958, particularly if the push for a | 
5¢ first class rate shifts into high 
gear. 

“Postal rates involve many valid 
considerations,” he added. “But to 
apply rate-making powers to cur- 
tail, as part of public policy, a rep- 
utable, legitimate, profit-creating 
and employment-creating channel 
of communication is an abuse of 
such power. 


s “The notion that a burdensome 
quantity of mail descends in ver- 
itable avalanches upon the people 
of the U. S. is a strange myth—a 
funny misconception if it weren’t 
treacherous to communications 
channels that pump life blood 
through our economy, [providing] 
the sales momentum needed to 
keep goods moving, people work- 
ing, fed, clothed, housed and edu- 
cated.” 

Mr. McCabe provided some sim- 
ple mathematics to back up his 
statements. “If all the annual 61 
billion pieces of mail in all postal | 
classes were divided equally | 
among our 50,000,000 U. S. homes, 
each one would get about four) 
pieces daily,” he pointed out. “But | 
well over half goes to businesses. | 
Less than half of third-class mail 
goes to consumers.” 

He called upon DMAA members | 
to do the kind of soul-searching | 
the magazine field has done. “We 
have hired outside, objective re- | 
search to find out our weaknesses | 
as well as our strengths,” he noted. 
“To do this kind of work properly, | 
you must invest enough and vical 
w,” | 

He suggested that DMAA raise | 
or devote some of its funds to 
finding out objectively and honest- 
ly what its “image” really is and 
how to improve it. 


# In contrast to the direct mail 
advertisers’ view of U. S. postal 
policy, Canadian Postmaster Gen- 
eral William Hamilton drew cheers 
when he addressed the opening 
session Monday. 

“It is a cardinal principle of | 
the postal service of Canada,” he 
told the convention, “that we are 
a service organization and that our | 
effectiveness depends on the exist- 
ence of a friendly spirit of cooper- 
ation between those who use our | 
services and ourselves. 


“To achieve this,” Mr. Hamil-|@ 


ton said, “my department must, 
as much as humanly possible, ad- 
just itself to our patrons’ re- 
quirements; must tailor our op- 
erations to their wishes and con- 
duct ourselves in a way which is 
pleasing and helpful to them.” 

The Canadian postmaster gen- 
eral also drew applause with a 
review of his department’s finan- 
cial report. “Generally we attempt 
to operate on a break even basis,” 
he said, “We have not done badly 
in this respect—in the past two 
years we have had revenues of 
$177,500,000 and a net deficit of) 
$400,000 and, in the second, rev- 
enues of $183,400,000 and a net 
deficit of $173,000.” 


zation, Philadelphia, was re-elected 
vice-chairman, and Harold U. 
Banks, assistant superintendent of 
sales promotion training, Sun Life 
Assurance Co. of Canada, Mon- 
treal, was re-elected Canadian 
vice-chairman. 

Fred L. Williams, advertising 
and sales promotion manager, 
Pennzoil Co., Los Angeles, was re- 
elected western vice-chairman. 

John H. Warner, director of ad- 
vertising, Aetna Life Insurance Co., 
Hartford, was re-elected secretary, 
and Robert A. Enlow, manager, 
records and circulation, American 


| Medical Assn., Chicago, was named 


treasurer. Robert F. DeLay, DMAA 
president, continues in this office 
as fulltime executive. Herbert J. 
Rohrbach Jr. was named assistant 
to the president. 


# In his acceptance speech, Mr. 
Dembner called for DMAA mem- 
bers to “stop practicing what I like 
to call ‘halfmanship’.’’ He pointed 
out that “too many good ideas are 
suffocated under the stifling cloak 
of practicality. 

“Try some of the newer ideas. 
Experiment. Take calculated risks,” 
he challenged members. 

As one of his first official acts, 
Mr. Dembner plans to write to all 
U. S. cabinet secretaries and offer 
them DMAA assistance on any 
projects where “our particular 
talents will be of value.” To assist 
in such a project, he named Joe 
McGee, president, Old American 
Life Insurance Co., Kansas City, 
a former DMAA board chairman, 
to head a national advisory com- 
mittee to be composed of past na- 
tional chairmen of DMAA. He al- 
so instructed Paul Bringe, Milwau- 
kee direct mail consultant, to set 
up regional direct mail councils 
composed of former board mem- 
bers and other top people in the 
field. 


MASA KIMBALL AWARD 

GOES TO HARRINGTON 
MONTREAL, Sept. 18—David L. 

Harrington, board chairman and 


chief executive 
officer of Reu- 
ben H. Donnel- 
ley Corp., Chi- 
cago, was an- 
nounced as the 
winner of the 
1959 Miles 
Kimball Gold 
Medal Award, 
the highest hon- 
or in direct mail 
advertising. 

In presenting 
the award, 
E. M. Pittenger, Chicago, Kimball 
Award chairman, traced Mr. Har- 
rington’s long career devoted to 
advancing direct mail as a major 
ad medium. He cited especially Mr. 
Harrington’s key role in establish- 
ing the Business Mail Foundation, 
a non-profit organization serving 
as a public relations arm for the 
entire business mail industry. 

Mr. Harrington is the eighth 
winner of the award, which is con- 
ferred annually by the MASA to 
the person who has made out- 
standing contributions toward the 


David L. Harrington 


® At its business sessions, DMAA 


most effective use of direct mail. # 


quired otherwise. Similarly, deal 


| buyers float from one deal to an- | 


other; one group bought deals 
twice as fast as did the new cus- 
tomer group attracted by non-deal 
incentives. 

He illustrated the gain in share 
of market of a non-premium ce- 
real (presumably Ralston), draw- 
ing a moral—‘Your most profit- 
able deal may be the one you 
don’t run; opportunities do exist 
to employ non-deal techniques 
profitably in a field where deals 
are the rule.” 

Mr. Berner illustrated the prob- 
lem of introduction of a new 
product by showing deal and non- 
deal areas. In the deal areas, 
where advertising was supported 
by a consumer offer, the product 
got off to a fast start, but in time 
both deal and non-deal areas 
showed about the same franchise. 
He warned that if a competitor 
had kicked off a product with a 
deal in the charted non-deal areas, 
the picture would be different. 


= He emphasized that a deal can 
help at later stages of product 
development, as in a case where 
a new brand used a coupon, and 
showed almost all its gain among 
previous buyers, thus shaping a 
definite purchase pattern. 

Mr. Berner also talked succinct- 
ly about brand loyalty. Very few 
customers limit their purchases in 
any product class to a_ single 
brand, he said. They have vary- 
ing degrees of loyalty. Some are 
loyal to one or two brands; others 
may use several brands. If the 
franchise of your brand contains 
a high proportion of the multiple 
brand buyers, a packed-in coupon 
can be an effective way of get- 
ting more of these families. 

From a defensive standpoint, he 
showed a case where competitive 
dealing hurts a non-dealing brand 
in getting new buyers. In another 
case, dealing is hurting a non- 
dealing brand with its best cus- 
tomers; they were vulnerable to 
only one of several competitive 
deals, but one offering a big bar- 
gain; so that the key competitor 
has boosted his share of the core 
market from 8% to 20%. 


s Faced with a competitive deal- 
ing situation, Mr. Berner thinks, 
a non-dealing manufacturer might 
forego defensive dealing, since the 
reduction is in new buyers, and 
these may be largely deal buyers. 
In the second case, defensive 
dealing is indicated, but possibly 
only in those places where the 
big bargain deal is being offered. 

He emphasized that selective 
dealing is important and can be 
done through couponing, for in- 
stance, upper income homes in an 
area. On the other hand, off-label 
packs do better with younger 
families, while a mailed coupon 
does better among older families. 

“Important differences do occur 
in the acceptance of various kinds 
of deals,’’ he commented. 


® Finally, Mr. Berner emphasized 
profit—how much of a bargain to 
offer and still get results. In one 
deal, giving away % lb. attracted 


Advertising Age, September 21, 1959 


ARNO H. JOHNSON, vp and senior 
|economist of J. Walter Thompson 
|Co., has been elected chairman of 
the board of directors of the Ad- 


Johnson, formerly vice-chairman, 
succeeds Ben R. Donaldson, who 
|automatically ceased to be chair- 
/man when he resigned from Ford 
Motor Co. 


| 
|as many new buyers as one in 
which 1 lb. was given away—and 
the repeat rate on new customers 
was about equal. 

He posed two rules: “Give away 
only as much as you have to—be 
‘careful you‘ don’t give away too 
|much” and “If the deal involves 
\free merchandise, don’t make the 
initial purchase required too 
|small.” Here a strong brand fran- 
|chise helps; a strong brand with a 
llesser bargain gets about the 
‘same proportion of new buyers as 
'a weaker brand with a greater 
offer. 
| 
s William M. Nevin, vp and di- 
rector of market development, 
Compton Advertising, told the 
group, “Defensively spent dollars 
rarely build sales—they can hold 
business, but at high cost.” He 
emphasized the wisdom of being 
“the aggressor in the promotional 
area,” and he tended to discount 
the buying of dealer cooperation. 
He decried an “anxiety neurosis” 
called “Let’s meet everybody’s 
proposition everywhere.” 

He also urged advertisers to re- 
sist the temptation to match pri- 
vate labels—‘Our only hope 
against them is our own consum- 
er franchise ...a desire for our 
brand that can overcome price 
differentials, and display promi- 
nence.”’ Private brands have price 
and display working for them, he 
conceded, and argued that pro- 
motions have to enhance the con- 
sumer image, not just achieve a 
“fleeting near parity with private 
labels.” 

Mr. Nevin argued for close co- 
operation between advertiser and 
agency on the sales promotion 
team, citing the creative talent of 
the agency and its services and 
experience on other products. 


es Mr. Nevin’s high regard for 
agencies in the sales promotion 
field wasn’t echoed by William C. 
Nigut, merchandising consultant. 
Mr. Nigut stressed the importance 
of talking to the trade—particular- 
ly supermarket operators—about 
the profitability and workability of 
a promotion from the operator’s 
viewpoint. He relayed a terse opin- 
ion from an operator: “Manufac- 
turers solicit their agency’s opinion 
rather than ours, and they wonder 
why we reject the abortions that 
they present.” # 


Griswold-Eshleman to Move 
Griswold-Eshleman Co., Cleve- 
land, has leased the 12th floor of 
the recently completed office 
building at 55 Public Square for 
its executive and general offices. 


Johnson Joins ‘Promenade’ 

Hamilton S. Johnson, formerly 
with Gourmet Magazine, has 
joined the New York sales staff of 
Promenade. He will be in charge 
of liquor advertising. 


HK. Porter 
Thrives on Its 
Action Philosophy 


(Continued from Page 2) 
its operations in the past two 
years. 

“Twenty-four months ago,” he 
said, “Porter had 10 divisions— 
Quaker Rubber, Delta-Star Elec- 
tric, Riverside-Alloy, Refractories, 
Connors Steel, Vulcan Steel, Forge 
& Fittings, Disston, Leschen Wire 
Rope and Porter Canada. 


= “In that period we have ac- 
quired the Thermoid Co. and the 
name of the Quaker division be- 
came Thermoid division. We ac- 
quired Thomas Insulator Co. and 
this fitted naturally into our Del- 
ta-Star Electric division. 

“We acquired National Electric 
Products Corp., which became a 
new division. Kidd Drawn Steel 
Co. was acquired and was a 
;natural put-together with Vulcan 
| to create the Vulcan-Kidd Steel 
|division. We acquired Cleveland 
|Hardware & Forging Co. and this 
|has now become the Cleveland 
| works of our Forge & Fittings 
| division. We also acquired Herron 
Zimmers Moulding Co. and this 
has become a Mouldings division. 
In Canada, we acquired Federal 
Wire & Cable, now part of Porter 
Canada.” 

In addition, he said, seven Por- 
ter divisions diversified their op- 
erations, bringing out a “multi- 
tude of minor new products and 
lines.” 


® Delivering his punch-line, Mr. 
Schellenbach said that none of 
these diversification steps “was 
preceded by an elaborate and 
detailed market study. In all of 
them, the irrevocable decision to 
proceed was made because, (1) 
the company could be acquired on 
a favorable basis, or (2) there ap- 
peared from quick observation of 
boxcar figures to be room in a 
market for an additional competi- 
tor, or (3) a division needed a 
product to round out a line, or 
(4) a division could manufacture 
a product and its sales organiza- 
tion could sell it, with little added 
cost.” 

Mr. Schellenbach described this 
as the “philosophy of action ver- 
sus study.”’ He conceded that some 
of these efforts are now falling 
short of Porter’s requirement of 
21% return on invested capital— 
and he admitted that the current 
difficulties might have been anti- 
cipated by careful advance study 
—but he told his listeners that 
Porter is “just as fleet-footed” at 
getting out of new fields as it is 
in getting into them. 


s At Porter these decisions are 
all made by top management. 
Mr. Schellenbach explained, “We 
do not have time to disseminate 
policy so that those able people in 
the lower echelons of the division 
know what we are seeking and 
can respond to it. It is also partly 
because there is considerable 
pressure on our divisions to pro- 
duce monthly profits and this nec- 
essary obsession reduces their cre- 
ative time.” ‘ 


= Mr. Schellenbach charged that 
instead of coordinating efforts, 
“we in industrial marketing tend 
too often to advertise a product 
in February, publicize it in June, 
get out a catalog in mid-summer 
and hope some of our salesmen 
will try to sell it in the fall. The 
paradoxical part of it is we spend 
just as much money doing all 
these things at different times as 
we would if we did them in a 
|coordinated manner, and we 
achieve only about one-tenth of 
the effectiveness.” 
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CLOSE-UP OF $560,000,000 ANNUAL FOOD SALES 
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Sunny year-round outdoor living and entertainment find 
expression in patio barbecues and poolside parties. It’s a 
way of lifeand companionship that boosts grocery sales to 
almost *11,000,000 a week...truly an imposing market for 
advertisers whose products move through supermarkets. 


Food and groceries advertised in The Miami Herald get 
“top shelf treatment in supermarkets. First in the nation 
in Food Advertising, 2nd in Total Advertising ... The 


Herald commands quick, responsive action because it 
is unquestionably the No. 1 Sales Force in South Florida. 


It sells your product all day long - at one low cost —in 
more than five times as many Greater Miami homes 
as tune in on the average T'V evening program. 


IN SOUTH FLORIDA...12th largest retail market in 
the U.S.A.... THE TOTAL SELLING MEDIUM IS 


he Aan Herald 
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CONTACT STORY, BROOKS & FINLEY, NATIONAL REPRESENTATIVES 
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Information for Advertisers 


e Chemical Engineering has} 
compiled a 34-page booklet cov- 
ering the chemical process in- | 
dustries market, the function 
and work of the chemical engi- 
neer. Included in “Facts about 
Chemical Engineering” are sec- 
tions on circulation concentra- | 
tion, advertising leadership and 
special services for advertisers. 
Additional information may be 
obtained from McGraw-Hill 
Publishing Co., 330 W. 42nd St., 
New York 36. 


| 


e Mead Papers Inc. has pre- 
pared a booklet which includes 
a sampling of the complete 
range of weights available and 
cover grade and a demonstra- 
tion of both full-color process 
and single color halftone print- 
ing. Copies of the “Black & 
White Letterpress Enamel and 
Coated Cover” may be obtained | 


from Mead Papers, 118 W. Ist | 
St., Dayton 2, O. 
e The Philadelphia Inquirer | 


has compiled results of a study | 
on food buying patterns of fam- 
ilies in the Philadelphia area, 
conducted by Sindlinger & Co. | 
More information may be ob- 
tained from the Philadelphia 
Inquirer, Philadelphia 1. 


e Employee’ Recreation has | 
prepared a market study on| 
company expenditures, organi- 
zation and administration of | 
programs. Additional informa- | 
tion may be obtained from Em- 
ployee Recreation, 575 Lexing- | 
ton Ave., New York 22. | 


e American Girl Magazine has 
published a six-page booklet 
describing the habits, likes and 
interests of the Girl Scout mar- 
ket. Additional information may | 
be obtained from L. R. Barn-| 
hart, American Girl Magazine, 
830 3rd Ave., New York 22. | 


e Storecast Corp. of America | 
has prepared a directory of su- | 
permarket merchandising serv- 
ices which includes new pro- 
grams in frozen foods, health | 
and beauty, packaged meats 
and produce, dry groceries, etc. 
Copies of the brochure may | 
be obtained from Leo Miller, 
Storecast Corp. of America, 11 
W. 42nd St., New York 36. 


‘Trailer/Body Builders’ 
to Bow in November 
Trailer/Body Builders, new. 
monthly business publication, is 
slated for appearance on Nov. 1. 
The monthly business magazine, 
with a guaranteed controlled 
circulation of 5,000, will be pub- | 
lished by Tunnell Publications, | 
1602 Harold St., Houston. It is 
intended for manufacturers of 
truck trailers, truck bodies, | 
truck and trailer tanks, and | 


school bus bodies throughout | 
the U.S. 
Rate for a b&w page, one 


time, is $250. Oct. 15 is the clos- | 
ing date for space Teservations | 
for the November issue. 


Robert Hall Spot Budget Up 

Robert Hall Clothes, New 
York, will step up its spot ad-_ 
vertising by adding 30 new sta- 
tions to its present line-up of | 
278 radio and tv stations. The | 
radio-tv budget will be in- 
creased by 15% over the fall of 
1958. More than 10,000 radio 
spots and 1,500 tv amnounce-— 
ments will be used each week 
in about 150 cities in a campaign 
to run through Christmas. Ark- 
wright Acvertising Co. is the 
agency. 


e The Southwestern Publishing 
Co., Fort Smith, Ark., (Fort Smith 
Southwest American and Times 


11 
Came 8S Sa 


SELL a quarter of a million 


big consumers of prestige 
products and 


Record) has published its fourth eo oe 

annual consumer analysis of Fort : oe services ‘ 
Smith. The analysis provides data Doctors are a class market afey Se 
on product distribution, buying by themselves . . . successful businessmen . — a 
habits and brand preferences of ... influential community leaders . . . sportsmen Sg ROS Ye 
families in Fort Smith. Additional . better home owners . . . extensive travelers. Their Bey s 


information may be obtained from 
Southwestern Publishing Co., Fort 
Smith, Ark. 


e Fairchild Publications, New 
York, has published “Fairchild’s 
Dictionary of Textiles,” a reference 
book containing 12,000 definitions 
covering all fibers, fabrics and fin- 
ishes, as well as uses of fabrics. The 
627-page book is priced at $25 per 
copy. + 


buying decisions are often made on the quality products 
and services they see advertised in the AMA News. 


set! a quarter ofa mittion | ™ AMA (N[s\WS 


published by the 
AMERICAN MEDICAL 
ASSOCIATION 
535 N. Dearborn St., Chicago 10, Ill. 
‘ 475 Fifth Ave., New York 17, N. Y. 
- — * 1919 Wilshire Bivd., 
—_— Los Angeles 57, Calif. 
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The Tulsa 
Tribune of 
August 31st, 1959 
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BIG, BOOMING 


= TULSA 


For 53 years Oklahoma has been dry! And 
on September Ist, the state became officially 
“wet.’ Estimates, according to authorities 
(quoted in story above) mean $70,000,000.00 
in SALES. So... tell ‘em and sell ‘em in 
the Booming MAGIC EMPIRE, highest Effec- 
tive Buying Income in the State. Remember, 
you're not “in’’ Oklahoma, unless you're in 


TULSA!... 


Get MORE Business . Use 


The Oil Capital NEWSPAPERS 


IN POPULATION > TULSA va OR 


49: 


EFFECTIVE BUYING INCOME 


in SALES 
MANAGEMENT SURVEY OF 
BUYING POWER, 1959 edition. 
Besides these figures which vault 
Tulsa among the TOP markets 
of America—Tulsa is Number 
ONE in per capita ownership of 
automobiles! 


*1959 SM Survey Buying Power 


MORNING @ EVENING @ SUNDAY 


Represented Nationally by the 


BRANHAM CO. 


Offices in Principal U. S. Cities 


The 40 counties of the MAGIC EMPIRE, represent a ee DOLLAR 
MARKET: More than 50 Tribune— 
$5 per cent coverage in City 


© cent covered by the Tulsa World a 
Zone! 
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New study reveals | 
vast audience 
for magazine 
advertisements 


MAJOR NATIONWIDE SURVEY SHOWS THAT AN a 
AVERAGE LOOK AD PAGE IS SEEN IN 90% OF LOOK’S Yam 
16,850,000 READER HOUSEHOLDS a 
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Big? Of course. Consistently, industry figures—on paid 
circulation, audience, household coverage — have 
pointed up the massive reach of America’s great maga- 
zines. Now, through a significant new development in 
research, comes evidence of just how big magazines are 
where it counts the most to advertisers. 


Now, for the first time, a major national survey —in- 
volving personal interviews and mechanical controls— 
shows how many people in how many homes are ex- 
posed to actual magazine advertisements. 


Introducing a vital new dimension to media measure- 
ment, A Study of Advertising Penetration in LOOK 
Households—conducted for Look by Audits & Surveys, 
Inc.—discloses that: 


1 Anaverage advertising page in Look is seen by one or 
more persons aged 10 or over in 15,150,000 households— 
90% of all households reached by Look and 30% of all 
households in the United States. 


2 Individual Look ad pages are seen in as many as 98% 
of Look households. 


3 There is no appreciable difference in ad page traffic 
between subscriber households and all other reader 
households—substantiation of facts revealed in the Ad- 
vertising Research Foundation’s Parm Study. 


4 Figures for individual readers, now being tabulated, 
indicate the same thoroughness of cover-to-cover view- 
ing as was reported for reader households. 


By measuring page traffic rather than ad remembrance, 
the new Look study puts the emphasis on a magazine’s 
prime media function: the delivery of readers to a spe- 
cific ad page. At that point, the nature of the ad itself 
determines how well it will be remembered. 


The study also furnishes advertisers with an important 
new gauge for comparing magazines with television .. . 
since average-page traffic in magazines can validly be 
related to average-minute ratings on TV. 


Insponsoring this latest survey, Look continues its role 
as a pioneer in media research. This year alone, Look 
has completed eight major research projects covering 
a broad range of marketing problems. While thousands 
of specific questions can be answered through this 
Look-sponsored research, one basic fact crops up again 
and again, in study after study: wherever your custom- 
ers may be, America’s great magazines reach those 
customers more efficiently, more effectively, and more 
surely than any other advertising medium. 


THE EXCITING STORY OF PEOPLE 


Report | 


Report II 


Report Ill 


Report IV 


Report V 


Report VI 


Report Vil 
Report Vill 


LOOK RESEARCH, 1959 


(Reports on the studies below will be available later 
this year from your LOOK representative) 


A Study of the Household Audiences of 
the Major Weekly Magazines 


A Study of Advertising Penetration in 
LOOK Households 


Marketing Data, and Magazine and Newspaper 
Supplement Household Audiences, by 
Key Marketing Areas 


Marketing Data, and Magazine and Newspaper 
Supplement Household Audiences, by the 292 
Metropolitan Markets 


The Local Household Audience 
of Look Magazine 


Ownership and Possessions of the Household 
Audiences of the Major Weekly Magazines 


National Automobile and Tire Survey 


National Appliance Survey 
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The Editorial Viewpoint... 


The Experience Shibboleth 


We were reminded again the other day of the curious value placed 
by some agencies on specific experience in writers. No matter how 
many speeches are made earnestly soliciting a fresh and clear-eyed 
approach to advertising problems, it seems quite clear that the first 
thing many a copy chief looks for in hiring a new copywriter is di- 
rectly comparable account experience, preferably with a leading com- 
petitor. 

Of course experience is important, and no one denies it. But when 
one considers the hackneyed character of much advertising, it seems 
incredible that the standard used for hiring someone to write it is 
enough time spent in producing the same stereotyped copy. 

From a career standpoint, this is tragic. Two examples come quickly 
to mind: Motion pictures and liquor. Admen who become expert in 
these fields have great difficulty in moving out of them, despite evi- 
dence of unusual creative flair. And, naturally, when a field withers, 
as the motion picture field has withered in recent years, it becomes 
very difficult for the admen in it. 

That these people have trouble getting jobs elsewhere in advertis- 
ing is less attributable to their lack of adaptability than to the ad- 
vertising business’ insistence on accomplished mediocrity. 

A couple of years ago, one of our editors was asked by an agency 
president if the editor knew where the agency could find a “good 
high-fabrics detergent writer.” This is as appalling as it is foolish. 
Writers are writers, it seems to us, and to refine them through stages 
of package goods writers, soaps and detergents writers, detergent 
writers and finally high-fabrics detergent writers is a waste of time 
and manpower. 

We take comfort in the fact that David Ogilvy had no reputation 
as a copywriter until he was in his own agency, and that Sidney Olson 
—who produced “The American Road” campaign for Ford—was a 
veteran writer but had never written advertising before. We think 
it is quite likely that a Detroit-schooled copywriter would never have 
employed the fact-packed simplicity which distinguished the Rolls- 
Royce ad. We think that Lestoil commercials, so direct and plain and 
corny, probably benefited from an obvious lack of the frothy patina 
which overlies so much detergent selling. 

In other words, in writing—including the writing of advertising— 
talent and intelligence are considerably more important than experi- 


Co-op and the FTC 


Chairman Earl Kintner of the Federal Trade Commission made it 
amply clear, in his talk to the Advertising Club of Washington the 
other day, that there is going to be a very considerable amount of 
government scrutiny of the cooperative advertising business in the 
months to come. As a matter of fact, with 68 cases already under in- 
vestigation, it is as clear as it can be that the FTC is about to bear 
down on this step-child of the advertising business. 

Frankly, while a good many people undoubtedly wish the FTC 
would go away, we welcome its increased activity in this particular 
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|know your real 
|good points as well as weak ones. | 
|Then they can prepare the most 
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Gladys the beautiful receptionist 


~~ 


—Bill Arter, Byer & Bowman Advertising Agency, Columbus, O. 


“He’s a delegate-at-large—left his wife at home.” 


field. The whole cooperative advertising instrument needs a good 
looking into, and that is one reason we have run so much material 
dealing with this subject in recent months. 

Cooperative advertising, in which manufacturers give wholesalers 
and retailers allowances for advertising the manufacturer’s products, 
makes a great deal of sense in a wide variety of circumstances. Many 
successful promotional efforts are based primarily on co-op promo- 
tion, and many merchandising successes have been scored in this way. 

But in recent years the cooperative allowance has too often become 
a price-chiseling instrument, instead of an advertising policy. In a 
surprising number of cases, the co-op allowance—which carries an 
“advertising” tag—is not only not used for advertising, but is not even 
intended to be used for advertising. It is strictly and solely (although 
clandestinely) an instrument for price concessions—and often, as FTC 
chairman Kintner pointed out, an illegal one. 

Intelligent, careful policing of the cooperative advertising allow- 
ance may be extremely helpful to the advertising business as a whole. 
A decent administration of the law with regard to co-op advertising 
might help clear up many of its abuses and enable essentially honest 
merchandisers to withstand some of the harder chisels wielded by 
retailers, and at the same time make sure that advertising allowances 
are actually used for advertising, rather than as mere price conces- 
sions or rebates. 


What They're Saying 


A Vote for Brand X 

I, for one, would like to know 
the real story behind brand X. 
Why is brand X inferior to tv- 
promoted products? At least 20 
times on every half hour tv show 
some joker comes on and _ be- 
seeches you to buy his product. 
With a raft of gimmicked charts he 
goes on to absolutely prove why 
his product is far superior to the 
one he disdainfully refers to as 


a 


\effective advertising to fit the 
| situation. But if you insist on 
keeping this type of information 
private—if you feel your business 
is too confidential to tell your 
agency about—if you don’t bring 
all your doubts and fears out in- 
to the open—you are asking the 
agency to fight your battles with 
one hand behind its back. Not on- 
ly is this an expensive thing, but 
you are also wasting a lot of the 
brand X. If we are to do anything |800d creative talent which most 
about the million and one offensive agencies can place at your dispos- 
tv commercials, we must do it con- o 
structively. From now on demand 
brand X whenever you are offered | 

a choice of products! 


—Columnist Bob Harrington 
Press, Bristol, Conn 


—~Charles V. Skoog Jr., president, 
Hicks & Greist Inc., New York, speak- 
ing at the annual meeting of the Na- 
tional Macaroni Manufacturers Assn. 


- te | Time to Retool 

Detroit prepares to turn out its 
‘lines of economy cars. It will be 
|tough for the advertising men, 
/accustomed to such adjectives as 
massive, dynamic and _  power- 
packed, to retool with words like 
itty-bitty and cute. 


“Senator 
Daily News. 


Give Your Agency the Facts 
About the only way for your 
agency to make sure you get a 
successful campaign is to get to 
problems—your | 
in 


Soaper” the Chicago 


Rough Proofs 


The beautiful Miss America, 
1959, and the even more beauteous 
Miss America, 1960, have given 
| Mississippi the kind of “image” 
| every state would be delighted to 
have. 


+ 
Chi Omega, whose chapter at Old 
Miss has supplied Miss America in 
| two consecutive years, probably 
| won’t have many rushing problems 
| this fall. 
e 

Ford Motor Co. got a nice com- 
mercial on the Miss America tv 
show from Atlantic City when Bert 
Parks asked the father of the new 
Miss America exactly the right 
question. 


One of the products for which 
Helene Curtis Industries is seeking 
a new agency is Shampoo with 
Egg, a development which doesn’t 
necessarily mean that the present 
agency laid one. 
| e 


“In the ’60s,” remarks Leo Bur- 
nett, “advertising that talks down 
to people will wind up beneath 
their notice.” 

Maybe the people haven’t waited 
| for the ’60s. 

es 


| When you fly in some planes you 
| may be jet-propelled, but Delta Air 
|Lines is joining other transport 
|companies using Boeing 707s and 
| pointing out that in jets it’s what’s 
up front that counts. 

- 

Zenith has suggested to the rest 
of the tv and radio industry that it 
expects to continue to set the sales 
pace by increasing its fourth quar- 
ter advertising expenditures 40%. 

+ 


One reason the steel strike has 
lasted so long, some observers sug- 
gest, is that the hard-driving steel 
workers have found the fishing 
this summer unexpectedly good. 

° 


“His identity shall be revealed 
at such time as I am satisfied that 
the right agency has been found,” 
says John Orr Young in an ad for a 
client. 

There’s something very impera- 
tive about that “shall.” 

© 


Those direct selling ads Metro- 
politan Life is preparing to run 
will do a good job, representing 
another cash dividend on the pub- 
lic service messages which have 
made it as famous as Schlitz in 
Milwaukee. 

* 


One of the most remarkable 
memory feats in the history of 
business is that which the auto- 
motive industry is asking the con- 
sumer to perform in recognizing 
and identifying all of the new 
names of cars and names of new 
models to be introduced for 1960. 

» 


That phonograph record Rem- 
ington is using in Look will pro- 
vide “music to shave by,” and 
Rosemary Clooney’s contributions 
should convert the morning chore 
into an unexpected pleasure. 

. 

Collins, Miller & Hutchings and 
its illustrator associates have start- 
ed a campaign promoting maga- 
zines, thus reviving for this gener- 
ation the once famous Mellins baby 
food slogan, “We are advertised by 
our loving friends.” 


Copy Cus. 
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Among The Inquirer's 1,863,000 adult readers in Delaware Valley, U.S.A. 
Make a date with 


JOGO 


GALS SUNDAY 


= - «_ 


Sunday’s the day for heart-to-heart talks with the 958,000 women readers who get their 
buying ideas from The Sunday Inquirer. What’s more, these gals represent 74% of all the 
women in Delaware Valley, U.S.A., who read a Philadelphia Sunday newspaper. 


Note this bonus: The Sunday Inquirer provides an additional 260,000 circulation in nearby 
counties: Figure that added women’s coverage for yourself! 


If you want to get right next to women (and what red-blooded American product doesn’t ?) 
the place to ‘“‘date’”’ them is The Sunday Inquirer. You’ll find the total audience is im- 
pressive, too. Reach 1,863,000 adult readers in Delaware Valley, U.S.A., plus that quarter- 
million circulation beyond, in the Sunday ‘‘sales-mate” to the powerful Daily Inquirer. 


For all facts and figures, send for the extract of ‘‘Philadelphia 
Newspaper Analysis'’ by Sindlinger & Company, Inc. 


The Philadelphia Mnguirer 


Good Mornings begin with The INQUIRER for 1,406,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

} ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
$42 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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FACTORY updates its famous Century Electric Study of 1953...new 


research reveals eye-opening average of 11.9 in-plant buying influ- 


ences per product over range of 99 industrial product groups...discloses 


average contact per supplier salesman to be 1.97 plant men... empha- 


sizes the effectiveness of businesspaper advertising —and FACTORY’s 


strength in particular—by demonstrating an average of 6.2 buying 


influences per product reached by FACTORY alone. 


During 1958 FACTORY worked out a new 
research technique to secure buying influences 
data-in-depth in a single plant—and to relate 
it, in turn, to supplier sales coverage and busi- 
nesspaper coverage of these influences. Also, 
to learn who specifically gets involved in these 
important purchases... as actually reported 
by each plant man himself. 

What this means to you is that new data 
has been gathered on almost a hundred dif- 
ferent product types, typical of those used 
in most plants. The material comes from re- 
search in the Century plant itself, and among 
a sample of Century Electric’s suppliers fur- 
nished by Century. The facts, obviously, can 
be invaluable to sales and advertising plan- 
ning. 


Buying Influence Chain Is Long 


The chain of buying influences in the plant 
is exceedingly long, product by product. Far 
longer than most sales and advertising exec- 
utives realize. This new research shows that 
nearly 9 out of 10 plant operating manage- 
ment men get into the buying picture on 
some product. The average number of buy- 
ing influences per product is 11.9 plant men, 
excluding purchasing and other departments. 


Sales Contacts Improved, But... 


The registered increase since 1953 in “aver- 
age sales contacts” of suppliers is almost 
100%. This, however, is offset by a decline in 
“maximum contacts” by any one supplier, 
and by the large number of suppliers showing 
no plant operating contacts at all. The aver- 
age number of contacts per salesman was 1.97 
plant men. The maximum number of contacts 
per salesman was 5 plant men. Clearly, the 
problems of personal sales contact with the 
men exercising product buying influence is 
tremendous. 


FACTORY Covers 52% Of Influences 


For the suppliers reporting, FACTORY alone 
would multiply sales contacts in the plant 4.3 
times. 

Of the 15 men not known or contacted by 
any supplier, FACTORY alone reaches 7, in 
addition to 9 others. 

Where, on the average, suppliers contact 
only 16.5% of their buying influences, FAC- 
TORY contacts 52% of ali buying influences. 

Put another way, out of the average 11.9 
buying influences per product, FACTORY 
alone reaches 6.2 (52%). 
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Why Is FACTORY So Strong? 


Of all businesspapers, only FACTORY con- 
centrates on helping plant operating man- 
agement men in their dual capacities as en- 
gineers and as managers of plant operations. 
FACTORY, uniquely, serves its readers 
what they want and need to run their plants 
better as profitable manufacturing units... 
gives them active, live editorial on modern- 
ization, cost control, preventive mainte- 
nance, work simplification, wage incentives, 
and the like... helps them reduce operating 
expenses, upgrade production and quality, 
turn out a better product at lower cost. 

FACTORY asked readers of FACTORY 
at Century Electric the following question: 
“What do you get out of FACTORY that 
you don’t get anywhere else?” 

One answer was, in part: “Your material 
on management techniques and methods im- 
provement is not available anywhere else.” 

Other answers, too, are starkly revealing in 
their appreciation of what FACTORY does 
that no other magazine duplicates. They are 
reported verbatim in the brochure pictured 
on this page. 


Other Marketing Help In Study 


The study’s findings have considerable signifi- 
cance in related areas, too. Included is mate- 
rial relating to timely questions like these: 


Are “sellers’ market” conditions, still lurk- 
ing in ’53, continuing to affect the number 
of plant men contacted? 


Are greater numbers of salesmen, and bet- 
ter sales training, having an effect on the 
number of plant buying influences con- 
tacted? 


What has been the extent of change in the 
plant operating management organization? 


What is the ratio of buying influences to 
actual sales contacts? 


How To Get The Facts 


The full report of this monumental research 
effort is contained in an 8-page brochure 
published by FACTORY. A copy is yours 
for the asking. If you’re in a hurry, call the 
FACTORY district manager in your area. 
Otherwise write the Research Manager, 
FACTORY, 330 West 42nd Street, New York. 


Brochure features 
14” x 22” chart 
detailing buying 
influence data 
for each of 


99 products. 


FACTORY 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 WEST 42nd ST., NEW YORK 36, N. Y. 
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Aue an IRE award winner for 1959: 


® 
IRE REMEMBERS THE MAN 
for his 


Creative Energies 


vy oy, 
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Vie AY 
ek Mad 


—_— <= 
Proceedings of the IRE e 
Adve 


And behind the cold statistics 
of the 67,369 (ABC) circulation 
Proceedings now enjoys, are 
54,557 professionally qualified 
men pilus 12,812 student 
members in 156 Engineering 
Colleges, now awaiting your 
message in their own journal; 
if you buy space in the 
radio-electronics field, you 
should meet them. 


For a share in the present, 
and a stake in the future, 
make your product NEWS in 


The institute of Radio Engineers 


Adv. Dept. 72 West 45th Street, New York 36, New York « MUrray Hill 2-6606 
Boston « Chicago « Minneapolis « San Francisco « Los Angeles 


Behind a man’s desire to 


succeed in his job is a man's 
desire to use his creative mind 
to its fullest. In the field of 


television, Paul Weimer, 


Group Leader of Pickup Tube 
Reseorch, RCA Laboratories, 


svtends out. For his “contribution | 


to photoconductive-type pickup 


~~des, 


Me Werner with the Viodimir K. 
Zworykin Television Prize. 
Hearty congrotulations to 

Mr_ Weimer for his fine work 


in such an important area 


of modern life. 


IRE is prowd to honor 


SHE'S AUTHOR 

OF THE WORLD'S 
MOST IMPORTANT 
DOCUMENT... 

the family 

shopping list. 

In Portland and 

32 surrounding 
Oregon and 
Washington counties, 


your short-cut to her 
purchasing plan is 
KOIN-TYV... 
which is by all odds 
(and ratings) 
her favorite station. 
Speaking of ratings 
and coverage and 
things like that, you 
should see the 
latest Nielsen. And, 
of course, you can, 
Just casually 
mention KOIN-TYV 
to one of the razor- 
sharp experts 
with CBS-TV 
Spot Sales. 
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Getting Personal 


Expanding the markets: New customers in Philadelphia include a 
son for Adams Riggs Jr., account exec at WFIL-TV, and a daughter 
for Rick Levy in the WCAU-TV sales department ...A 7 Ib., 15 oz. 
redhead has joined the family of Wanda and Herb Gottschalk in 
Memphis. Father is ad manager of Lucky Heart Cosmetics. Mother 
is the former exec secretary of C. Wendel Muench & Co., Chicago, 
whose father was once creative director...Compton S. Jones, ac- 
count exec with Ketchum, MacLeod & Grove in Washington, D. C., 
is a papa for the first time—an adopted four-month-old boy, 
Compton Seth Jones Jr... Albert Stephanides, of AA’s Chicago edi- 
torial staff, and his wife Charlotte added another boy (making it 
two) on Sept. 10, with George Eli weighing in at 5 lbs., 11 oz... 

Ted Sanchagrin, eastern editor of Advertising Requirements and 
Industrial Marketing, turned out to be the winningest photographer 
in the World Telegram & Sun’s summer-long competition in the 
New York section of the national newspaper amateur snapshot con- 
test. He picked up three firsts and six honorable mentions. Now it’s 
on to the nationals! ... 
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IT’S A PICNIC—“Sheriff” Roswell W. Metzger (left), chairman of the 

executive committee of Erwin Wasey, Ruthrauff & Ryan, Chicago, 

and his “deputies,” Paul E. Watson (center), retired board chairman, 

and Lorry R. Northrup, exec vp, judge a baking contest at the 4th 

annual EWRR Roundup. The all-day picnic was held at Mr. Metz- 
ger’s Four Winds farm in Woodstock. 


Richard K. Snively, ad manager of Revere Copper & Brass, was 
married Aug. 28 in New York, to Rosalind Irvine, curator of the 
Whitney Museum of American Art... 

Raymond W. Welpott, NBC vp and general manager of WRCV, 
WRCV-TV, Philadelphia, has been appointed radio-tv chairman for 
the forthcoming United Fund drive in Greater Philadelphia. Aiding 
him will be George A. Koehler, station manager, WFIL, WFIL-TV; 
John A. Schneider, CBS vp and general manager of WCAU-TV; 
Patrick J. Stanton, owner and general manager of WJMJ; Walter M. 
Erickson, radio-tv director at Gray & Rogers; Varner Paulsen, 
program director, WIP; Robert N. Pryor, director of promotion and 
information services, WCAU-TV, and Frank Hall, director of public 
affairs, WRCV, WRCV-TV... 

Tom L. Wheeler Jr., president of Wheeler-Kight & Gainey, 
Columbus, O., was included in a small group of midwestern business 
leaders who were guests of the Navy Department on an official 
Navy cruise on the St. Lawrence Seaway... 

Mrs. Ruth Kinyon Whiteside, former officer and director of the 
Advertising Women of New York and a director of the Advertising 
Federation of America, was married Sept. 1 in London to Robert 
Fisher, owner and manager of a London shipping and forwarding 
agency. The bride has been broadcasting in Europe for the past two 
years. After a wedding trip in Europe, the couple will live in 
London... 

Tom Lewis, tv-radio vp at C. J. LaRoche & Co., New York, has 
been appointed chairman of television producers for the Sister 
Elizabeth Kenny Foundation fund drive... 

Joan Sinclaire, tv package producer, starts another workshop in 
radio-tv production, programming, writing and announcing at the 
Ballard School of the YWCA, New York, Sept. 21. Speakers this 
time will be John P. Atherton of Kastor, Hilton, Chesley, Clifford & 
Atherton; Helene Bothner of Benton & Bowles; Jay Kacin of 
Compton; Bob Masson of NBC; Jim Gaylor of Carl Byoir Associates; 
Steven Kaplan of BBDO; Lou Florence of Lennen & Newell; Paul 
Belanger of Film Productions and Robert Coppinger of the Radio 
Advertising Bureau... 

Robert W. Sarnoff, NBC chairman, accompanied by Mrs. Sarnoff, 
made a quick trip to Japan the end of August to study production 
and programming techniques. The NBC boss termed Japan “the 
fastest growing television country in the world”... 


Hugh B. Terry, president and general manager of Aladdin 
Broadcasting Corp. (KLZ), Denver, has been named chairman of 
Denver’s 1959 Christmas Seal Drive... 

Lynne Martin and Franklin Roberts, exec vp of Malis & Roberts, 
Philadelphia agency, are planning a November wedding... Arthur 
Keeley, budget director of CBS news and public affairs division, 
was married in Canandaigua, N. Y., the other afternoon to Diann 
Munson... 

Hedda Gulden and Robert Gruskay, tv account exec at WNBC- 
TV, Hartford, who was formerly with Ted Bates & Co., are plan- 
ning a winter wedding...Audrey June Pinkava, on the staff of 
Stuart Stude Advertising, Ashley Falls, Mass., was married re- 
cently to Darrell G. Davenport...Susan L. Kroll, assistant com- 
mercial casting director with BBDO, New York, was married Sept. 5 
to Richard A. Morris, an insurance executive .. . 
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PHOTOGRAPHY, MAURICE BAUMAN 


PHOTOGRAPHY 


speaks in many tongues 


Of the more than 100 tries at creating 

a universal language— 

Esperanto 

Ro 

Volapuk 

Latino sine flexione 

Ido 

\s Nov-Esperanto 

\ Occidental 

oe Arulo 

—none speaks so clearly as photography, 
because everybody just naturally understands it. 
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\ EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


ian ‘s % aie o * iN aa Sen og : =e re he aot Soke = ena on weer te: ae es pe ay ae sa ie a , < Ee f aie es Re ee: oie ; 3 : Bree ot te, os “ 
= a —. ‘ Rasa ears a gee hes a ee ao ms aie eg ie tts ‘See Sis et RU aioe he eae pees 
: Vi a < 2, # an I~ & "i sai 
as i \ : a " - ’ 4 Y Pn f a > es : 
ele crn fuer r , : 
| td Dis XQ .> 2 
2 Sse a fon Wee et Kodak 
y: eS. - —s Ps eee Bye ' . : ‘ roy aK ? 
a) 2\ cre ee SS fs - e | ; 
a FORA at ie nt -" 1S : ; 
Z hee = . ; ; +t ; : ca . mR 3 
nity : 4 _— Sd a - om =e - ork a ‘ me; i < 7a ay ee ‘ 
ae 7 a ~~. | ie ‘ r ee re ti 
ome ni sds im Be eye D> _— .: \ Ree eo eae A: oo ae | 
ee 4 ee ee eae te #: 4 ae P ia ie - cS —  ~ Se a a] 
ae 1 id y a) ; e he : 3 hd a. a Rt MX Bor <i ¢ ‘fs fos - Ja Z an : ‘ss : * i 
j ae Biv ‘se tet bs ‘ bs vied: r ie 7 ~ ee ae : - rg 2 al 
ete a oh > ee ere me ae. 'G e wipe. a F pee : 
‘ ia NS > 2. Seo ah ' ee & ee gue ‘ 
e - j aa ‘ ee, J 4 5 ih 4 4 si en i a A Ae SP di = tei) ba Hi 
ae sa ' \s aR, ‘ “7 ; tee <j: a ve ES ae ae 
ee a a :. a eae oF % * os 4 a ere ake 
g de ss See gee v ie ee , a S; » as 
‘ae ae eee + ; \\" ee on Be 
oe Pig —— i < o. 2 = a 
I . ‘hie Y, i e.g , Pag: a. as. es i 
‘ ) . ~_ ' ae ve, jie oe + get o8 re > 
' ' ; s a ie is ee, . +e ae aaa 2 : 
, 4° . ail “SER a esi Sa 
' A Dart >, . die . ee 8. oe ak ie Bet 3 ' meee rar 
} . " m ad , i ee enh. eS hee as ‘ etd 
Pt } ele peas =, or \s Sts hs » a “ - ieee " 
; } 6 —— et a P 
ee ees: ve 23 le “Ugh SSS es . oo owes 
mi j . ‘ : Se =e — oF eee “ - as ~ a nn Pin ae 
’ f ~ a name 0 ieee < ss bi 
‘f ~ — ‘ ‘as oie ~~ i , as es 
, Se 
’ y 
+¢ 
: ' 
aA 4 
 Feean 
\ 
: 2 ee 
a 
| +e . — . 
4 J <= 
een “Sema s 
7h y 
‘ 
Bs maw er ; 
‘ = = 
. oO = eee, > 14 aA 
~ ore 4 oe ee \ “3 
aa ; —s . ~ bd as ~ 
_ Coo : ys e 
Rc, * 
ion —s- “ae 
Y _ “ ‘ 
ae : i me 
ae i ‘io oe 
ma va ‘ a, 
? . »” “ . ° 
H e - be) Ff 
1 
{ } WAM very 7 eS . 
| Shay iy é tops 7 Rte (2% 4 
7 ee Si RRL ET IN PS - 
< 4 te4 sate rts OQ TTR Ne J » ee : z ™ a 7 
Way Coan Oh ths aes Oe ‘be 2 . ‘ : 
ae He RM PETRURE BLA Sk Bar $Y ine ie : 
a Y ue Pos Vy Ara ST, ; ; 
. \ 2, , ff Gere kee . ‘ AID J 
“ nh 3 \ 4,4" \ , ‘ty SYoNy ool ca : y . 
" ’ " yf 4284 Ww F 4 i - a Pig Fs SPire i pa . . 
f isk, . Nos hes ARS i 7 ; ? » & - en Sane e Me. a 
4 ee WBA SRO ‘ : 4 a * oo a ny oe 
i BAY CEN p¥-a Sa SS S FN  * ‘ me P + . a ‘ ¥ 
. * te a A - ey - “ mod ? 
' Pw Ahan BQN} ‘ Chek be ‘ Somes ae oe en ae, % a Jas. 
} Sy Srhts ETE TA) Te tee : al mo 2 ik & te (38 ep as, 
EW Seu) tee ARR : os ro ees see), 
| PR ASANO. WORSE ERPERS a : ow woe. See et 
’ ft a Ne aoe ‘ Tacky “ "yee 3 ‘ ¢. + é ds ref Sr “d P z 4S Fs 
\ -ha* ¥* « ‘Aw 5. . 4 ae i * rr eee & yf . A " 
| pe Nera 7 eee SS SC RES 
; WAI S PALA De Anat ann 4 > é Fs TS aig , a ; : ¢ 
Argh he ‘vi m », ,/ 4\ Hicks — f % q Fs ye. § > i if 
! MNyisnka Vase yack ee 9 ee / ae : eg ~ 
q Yelog PAU Se : Nae < ; aot 4 ? a a eA” hc yy Le i ie ‘ 
} ‘ uy SOE eee — af 4 - rie Med . ». ae eS 
» SVS wae Faas Pea ye - £ A Be —— aa y a 
} N Rey hee 72 abe * Va “| i is — \ @ Z a a ys Br: 
Pe wel = “ys ~ ee p a F E anh wae ge 5 7 x 
1 | (AS Shs alll = a 7 ’ ' ie “Ce ee we 
St + ee . _ a | Se 
; es Ee ' 5 x = LJ) 4 . i Bes] } % sae 3 he . c 
¥s ahh.) \ "7 ‘4 >. 4 3 { + i 4 bl : es ma eet Bee mn 
, i Ne r vit is > 2 Se 
i Ga ee ; ae ’ ; : } ae te em See 
oe bas oles " ' » ae ! a F aS S ns Nee ¥ 
q *. a ‘ a . ei : ‘ ses ees s 
. . of 2 7 ae . 
R * . a aa A ° — as es 
; Bu, cal a ie ze we @ \ “ z, ss 
i al “ y — zy a ij | : pic = E 
re , a “gh of OM So a. ee. - Pas 5 
: , ~ eg te op { cs S — ii ~ : ( ) g 4 4 ; 
a e * N - a A “ * bi iad £ Ge | a a 7 . rs pas 
— = gh! ee . ~ : , * : : 
: a “ Rb \ 4 ry * * a : we F 
aa e ‘ ta . +2 , 7s lie N HN 
t ai 4 ‘ te ‘ 3 ES) y . 7 ? F a 
: : ‘ 3 E ? rae ‘2 a = ‘eis : «= 5 i a = ay h An ‘ 
{ 6 car. fe z oe ee ’ a an an a 3 
a Pe. vf : a - 
. * 7 $ Rees Cai a ; é ’ Pac ois 5 
¥ a Ga 8 , . — : 
“5 | Fae —-  - Ss 
} 4 ay ; . ; we ‘ ‘ e 
: to eg 3 \e ail x A. 
P ; : a fi . ‘ ee 
t ‘ £ a : 2 " "4 
4 : ; ve a ee 4 , ind , 
ge - _ 
ed & ve 
ort 


aE 


Advertising Age, September 21, 1959 


CLOSED YESTERDAY! 
Relax. You’ll never 
miss a closing date 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates e BaW and Color Proofing 
Duplicate Photoengravings 


160 East Illinois Street, Chicago 11 « OEiaware 7-1541 


Snow Nett. 


“Essential to Caterpillar 
promotion in Canada... 


“The Canadian trade journals in which we advertise 
are essential to the promotion of Caterpillar products 
in Canada.” So says Mr. C. M. Adams, Advertising 
Manager for Caterpillar Americas Company, when 
asked about his company’s media policies for Canada. 


Caterpillar equipment is at work all over Canada 
and Canadian equipment buyers are made aware of 
Caterpillar values by consistent and well-directed 
advertising in a wide range of leading Canadian 
business papers. 


Caterpillar is just one of scores of top U.S. firms 
who market in Canada and use one or more 
Canadian business papers to tell their product and 
company stories, 
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Along the Media Path 


e Two Chicago newspapers went 
partially south-of-the-border, and 
a third carried a special Spanish- 
lesson feature during the third an- 
nual 10-day Pan American Games. 
Both the Chicago Daily News and 
the Chicago Sun-Times ran news 
bulletins printed in Spanish. The 
Sun-Times used special fonts of 
type which included tildes and ac- 
cent marks. Turning the situation 
around, the Chicago American car- 
ried a Spanish-lesson feature daily, 
which gave the Spanish words and 
pronunciation of frequently-used 
colloquial phrases. 


e WBBM-TV, Chicago, has dis- 
tributed a circus-like poster an- 
nouncing it has been rated the 
number one Chicago television 
station in audience leadership in 
50 consecutive Nielsen reports. 


Canadian business papers are modern, lively and 
authoritative; they cover almost every market in 
Canada with original, quality editorial that wins 
readership. 


The more than 130 business papers which are 
members of Business Newspapers Association of 
Canada offer important values to advertisers. For 
example every BNA-member publication has a 
circulation audit by a recognized auditing body. 
Many offer readership studies and other factual data 
for media analysis. 


It is impossible to cover Canada effectively with 
the circulation overflow of U.S. media. Canadian 
business papers take your message directly to the 
largest audience of business buyers. 

soe 


Essential to ANY promotion in Canada: 


The members of 


Cry 
am 


100 University Avenue, Toronto, Canada 
The organisation of more than 130 quality Canadian business publications 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


The American Legion has 
presented its new Mercury 
Awards for “outstanding serv- 
ice to community, state or na- 
tion” to U.S. News & World Re- 
port, the Chicago Tribune and 
the Advertising Council. 


e Field & Stream will carry the 
first of a series of full-color 
gatefolds picturing world fish, 
game and wildfowl in its Octo- 
ber issue. The October gatefold 
will feature a panoramic scene 
of small deer of the world, 
painted for the magazine by Bob 
Kuhn. 


e Otis Williams, a 
(salesman) in the New York 
office of Peters, Griffin & 
Woodward, has been awarded 
the first “Golden Pick Award” 
by KRON-TV, San Francisco, 
for his efforts in behalf of the 
station. 


colonel 


= The New York Amsterdam 
News, Harlem weekly newspa- 
per, will celebrate its 50th an- 
niversary with a special issue 
in December, a jazz concert at 
Carnegie Hall in November and 
a home service show to be held 
in October. As part of its home 


service show promotion the 
newspaper is running several 
contests with prizes ranging 


from an all-expense honeymoon 
trip to Bermuda to a $12,000 
modeling contract to the winner 
of a “Miss Amsterdam News” 
contest. 


|e The Chicago Tribune will! run 
|its first semi-annual ‘“Men’s 
Wear Previews” in the Sept. 27 
issue. The rotogravure supple- 
;}ment will detail male fashion 
developments for the forth- 
coming fall-winter session. A 
spring-summer edition of the 
| supplement is scheduled for 
| publication on April 24, 1960. 
|e Meredith Publishing Co., Des 
| Moines, began production at its 
new multi-million dollar print- 
jing plant with the printing of 
lits October issue on its new 
magazine letterpress, manufac- 
tured by Goss Printing Press 
Co. Geared to quality, high- 
speed production, it is the only 
press in the world that can print 
56 pages at once, up to six col- 
ors on both sides of the paper, 
| at extremely high speed. 


|e The Chicago Daily Tribune 
| will run a 16-page supplement 
featuring “Toys for Christmas” 
in its Nov. 29 issue. A full-color 
illustration of Santa Claus will 
open the section. 


e The Feb. 1 issue of Life In- 
ternational and the Jan. 25 issue 
of Life En Espanol will be de- 
voted to “The Good Life.” Both 

issues will carry about 50 full- 
| ouhae editorial pages. This will 
| be the fifth in a series of special 
| annual issues published by Life 
| International Editions. Previ- 
ous issues featured “Christian- 

ity,’ “The American Woman,” 
|“Americans Abroad,” and “En- 
| tertainment.” 


e WWL-TV, New Orleans, 
marked its second anniversary 
with a special hour-long show, 
“The River,” which depicted the 
commerce, and moods of the 
Mississippi River and its influ- 
ence on the economic and cul- 
tural development of New Or- 
leans. 


e Skipper Magazine will intro- 
| duce its new cover design with 
its October issue which features 
‘a full color reproduction of 
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Winslow Homer’s “Palm Tree, | 
Nassau.” New color scheme for | 
the cover is blue and white with 


‘i 
‘ge r 
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e Better Homes & Gardens, the in American education, the first 
National Education Assn. and the | of these appearing in the October 
National School Boards Assn. will | issue. 


the magazine’s name printed in|sponsor a nationwide educational | 


gold letters. | 


e Remington Arms Co., Bridge- | 
port, Conn., is running a 32- 
page insert in the November is- 
sue of Guns & Hunting. The ad, 
which Remington terms the 
largest single printed advertis- 
ing effort in the history of the 
sporting firearms and ammuni- 
tion industry, represents the en- 
tire Fall edition of the Reming- 
ton full line catalog. 


e Family Circle will devote its 
January issue to “Mealtime is 
Family Time” in support of the 
1959-60 nutrition education pro- | 
gram sponsored by the National | 
Food Conference. The issue will | 
include a 13-page_ editorial | 
presentation, a consumer con- | 
test with cash prizes and a su- | 
permarket promotion plan. 


e KMOX, St. Louis, recently 
broke all previous attendance 
records for St. Louis parks 
events with its water ski show 
and band concert held in Forest 
Park with 125,000 persons at- 
tending. 


e KIRO-TV, Seattle, inaugur- 
ated Sept. 9 its “Golden Rule 
School,” a half-hour program | 
broadcast Monday through Fri- | 
day. Designed to provide one | 
basic pre-school instruction to 
youngsters in the 3 to 6 age cat- | 
egory, the program was devel- | 
oped in cooperation with Seat- 
tle and King County educators 
when kindergarten classes were 
eliminated from the 1959-60 
school program after a school 
bond issue failed at the polls 
recently. 


e J. O. Matlick, editor-in-chief 
and general manager of the 
Indiana-Kentucky -Tennessee 
State Farm Paper Unit, will 
represent the American Agri- 
cultural Editors Assn. when he 
accompanies Agriculture Secre- 
tary Ezra T. Benson on a visit 
to the Soviet Union and other 
countries to scout new markets 
for United States farm products. 


e Good Housekeeping will cele- 
brate its 75th anniversary with 
a year-long, nationwide pro- 
motion to start immediately. 
Promotion plans include a 16- 
page “Good Housekeeping Sec- 
tion” in the Nov. 8 issue of the 
New York Times and in the 
New York Journal-American 
the following week, and a 
“Good Housekeeping’s Home- 
Maker” of the year contest. 
Plans for the May issue of Good 
Housekeeping, designated the 
Anniversary Number, will be 
announced later. 


e To announce an all-time cir- 
culation record of 3,000,000 for 
its August issue (publisher’s es- 
timate) and a 34% third-quar- 
ter display linage increase, Red- 
book erected a 6’8”x6’11” wal- 
nut and brass illuminated dis- 
play in the underground pas- 
sageway connecting Grand Cen- 
tral Station and the New York 
General building at 230 Park 
Ave. 


e The New York Times has 
published a 20-page promotion- 
al booklet outlining the likes, 
habits and characteristics of 


New York consumers. 


e WABC-TV, New York, will | 
launch in October two new | 
shows, “High School Football 
Games of the Week,” a weekly 
two-hour series of high school 
sports in th« metropolitan area, 
ind “The Magic Eye,” a weekly 
half-hour show geared toward 
jp ‘eresting youngsters in sci- | 
ence, from microscope to tele- 
scope. | 


incentive program, starting in late|e The Detroit Times will cooper- | 


| September. Awards for Action in|ate with Harper’s Bazaar in its 
Education will be presented an- | “Smoky Tones” promotion to be 
nually to give special recognition | featured in its September issue. 
to communities, groups or indi- | The Times will sponsor a tv spec- | 


prove local education. BH&G will latest fashions. The show will en- | 


support the program through a | courage viewers to see the special | |e Scientific American will devote 
in the | its 
tures on the needs and progress next day’s Detroit Times, the cov-| | single topic issue—to the subjeet of | 


continuing series of editorial fea-|fashion section featured 


| the fashion news of “Smoky Tones” 
| and other fall colors to the mer- 
|chandise actually on sale in De- 
viduals who have acted to im-j|tacular on Sept. 14 featuring the | troit stores. 
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|er of which will have a high fash- 
ion drawing in three colors dram- 
atizing the “Smoky Tones” 


theme. 


The special section, “Fall Fashion = 
Fanfare,” will contain pictorial That's What Advertisers 
news and advertising relating 


Ghe Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstond Sale of Any Sports Weekly 


Published Weekly Since 1886 —70 Continvous Yeors 


September issue—its annual 


pioneering a new concept in the use of newspaper advertising 


Why C-I-D? 


National advertisers have long asked the newspaper industry 
for an incentive for more frequent use of newspaper space. C-I-D 
offers such an incentive. C-Il-D makes available to advertisers a 
frequency-volume discount compatible with that of other media 
and unique in the newspaper industry. 


What Is C-1-D? : 


C-I-D is a plan developed by The Courier-Journal and The Louis- 
ville Times to make CONTINUITY in newspaper advertising more 
attractive and efficient. It offers discounts to advertisers who by 


frequent use of newspaper space gain increased advertising 
impact. 


CONTINUITY, it is agreed, is a key element in achieving maximum 
advertising effectiveness. C-l-D encourages advertisers to think 
in terms of newspaper advertising “campaigns” instead of news- 
paper advertising “insertions.” 


How G-I-D Works 


An advertiser determines in advance (and signs a contract agree- 
ment for) the minimum linage he will use during a given period 
and the frequency with which it will be used. The greater the 
linage and frequency commitment, the higher the discount. For 
use of space in addition to minimum linage and frequency com- 
mitments, the advertiser earns a higher rate of discount. 


For example, an advertiser running a total of 1,000 lines weekly 
would save over $5,600 a year. An advertiser running 300 total 
lines a week would save over $1,400 a year. 


Represented Nationally by 
ane BRANHAM COMPANY 


offering 
frequency-volume 
me discounts 


B up to 13% 


C-1-D Benefits 


NO HIDDEN COSTS 


These newspapers believe so firmly in the principle of CONTIN- 
UITY in advertising that they are assuming the entire cost of the 
C-I-D Plan. There is no increase in rates. C-I-D discounts apply 
to the existing rate card which was established January 1, 1959. 


FLEXIBILITY 


Your C-I-D Plan can be based on a 13, 26, 39, or 52 week cycle. 


Space units can vary in size from insertion to insertion. (300 lines 
minimum total per week). Advertiser has option to select The 
Courier-Journal, The Louisville Times or The Sunday Courier- 
Journal, or any combination thereof and can change from week 
to week. 


Allows hiatus, Requires advertising during only 12 weeks within 
13, 24 within 26, 36 within 39, or 48 within 52. 


ALLOWS MULTI-PRODUCT ADVERTISING 


Multiple products of the same advertiser may be combined for 
discount purposes if they are controlled by the advertiser through 
ownership. 


C-I-D advertising may be placed through multiple agencies, if 
desired. 


RATE GUARANTEE 


Rates are guaranteed for the term of the contract, plus one 13- 
week extension, not to exceed 52 weeks. 
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writing contest on “I am starting | postmarked by midnight, Aug. 27 
school when schodl starts because 

rere ” A $25 prize was|e The Province, Vancouver, B C,, 
awarded to a winner every day and appeared with a new headline dress 
a grand prize of $200 was| Aug. 25, shifting from sans serif 
awarded to the outstanding letter | type to Bodoni. 


ionizing radiation in a total of 226;|“Start School” campaign on Aug. 
advertisers, billing approximately | 16 with spot announcements from 
$500,000, will be included in the| station personalities and national 
190-page magazine. | top recording stars. In addition to 

|the spot announcement campaign, 
its|the station sponsored an essay- 


e WIND, Chicago, launched 


_ SAN FERNANDO 
VALLEY 


a 


GLENDALE 


NORTH HOLLYWOOD 


me 
« 


OCEAN PARK 


SAN GABRIEL 
TEMPLE CITY 


EL MONTE 
MONTEREY PARK 


LOS 
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ONE ORDER Buys 

THE COPLEY LOS ANGELES 
NEWSPAPER GROUP: 

8 DAILIES AND 15 WEEKLIES... 
ALL FOR *1.38 A LINE! 


Only the Copley Newspaper Group can give you complete 


, WESTCHESTER 
HAWTHORNE 


MANHATTAN BEACH 
HERMOSA BEACH 


ALHAMBRA POST-ADVOCATE 
El! Monte Post-Advocate 
Alhambra Post-Advocate Shopper 
BURBANK DAILY REVIEW 
Burbank Review Shopping News 


CULVER CITY STAR-NEWS 
& VENICE EVENING VANGUARD 
Culver-Palms Advertiser 
Mar Vista Advertiser 
Venice Advertiser 
Baldwin Hills Advertiser 
GLENDALE NEWS-PRESS 


Glendale News-Press Shopper 
INGLEWOOD DAILY NEWS * 


Hawthorne Citizen 
Lennox Citizen 
Westchester Citizen 


MONROVIA DAILY NEWS-POST 


Monrovia-Duarte News Advertiser 


SOUTH BAY DAILY BREEZE 


(Redondo Beach, Hermosa Beach, 
Manhattan Beach) 


South Bay Breeze Advertiser 

South Bay Breeze Peninsula Advertiser 
SAN PEDRO NEWS-PILOT 

San Pedro News-Pilot Advertiser 


coverage of these important segments of the sprawling 


Greater Los Angeles Market. 


One order — at one discounted rate — buys the entire Copley 
Los Angeles Group: 8 dailies and their 15 supplementary 


weeklies, with a total circulation of 432,005* 


These ‘‘hometown’’ newspapers reach Los Angeles families 
where they live, read, react, and buy. And the complete 
Copley Los Angeles Group is yours with one order, one bill- 
ing, one rate: $1.38 a line. You save 31% as compared with 
total individual rates, and you get saturation coverage of 


31 key communities. 


For the details of this group buy, ask any office of the 
WEST-HOLLIDAY CO., INC. 


*Circulation total includes 104,633 ABC Daily Paid; balance Guaran- 


* Included in the Group Buy, but not mem- ened Qaetraiied Ciceutetien 


bers of the Copley organization 


XK 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


THE GREATER LOS ANGELES GROUP 
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e The South Bend Tribune reports 
it has completed two months of ' 
testing successfully the Monarch am 
made by Intertype Co., division of . 
Harris-Intertype Corp. The new 
typesetting machine, which has 
no keyboard and is operated by 
tape at a speed of 14 lines pel 
minute, was shown publicly foul 
the first time at the Seventh Edam 
ucational Graphic Arts Exposizg 

tion held at the New York Colise4ij 
um Sept. 6-12. 


e In a campaign to acquaint par- 

ents of children between the age: » 
of 10 and. 15 with Young Ameri- 

cans, the magazine will run ads 
in the Saturday Review, The Re-# 
porter, Modern Medicine, Ameri- ¥ 
can Bar Association Journal, 
Chemical Week, Missile and Rock-@ 
ets, Control Engineering, Missile] 
Design & Development, Steel and 
Petroleum Week. 


e Jobber Product News, 431 S. 
Dearborn St., Chicago 5, will carry } 
advertising in its 1960 edition of® 
Jobber Product News Directory® 
and Buyer’s Guide. Rate for one 
b&w page is $695. The directory 
will include a list of more than ® 
10,000 automotive products, ad- 
dresses of more than 3,000 man- 
ufacturers of automotive products § 
and a directory of brand names 
and of manufacturers’ agents. The 
first edition of the directory was 
published in April 1959. 


e Hearst Magazines will conduct @ 
10 advertising seminars to be held 
in cooperation with leading adver- 
tising agencies across the country. 
The seminars, which opened Sept. 
14 and will continue through Feb 
8, are designed to inform and in- 
doctrinate the Hearst Magazine§ 
salesmen and will cover all phases ¥% 
of agency operation including mar- J \ 

keting, media research, art and¥ a 
media contacts. 
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Department of New Laurels 

Farm Journal reports national 
linage for the first nine months of 
1959 is up 5% over the comparable 
1958 period. 

House Beautiful shows a 4.2% 
increase in circulation for the first 
six months of 1959 over the same 
period in 1958. 

Ellery Queen’s Mystery Maga- 
zine reports a 14.9% increase over 
the comparable 1958 period. 

WABC, New York, shows a 30% 
increase in time sales for the third 
quarter of 1959 over the same pe- 
riod in 1958. 

The Reporter reports advertis- 
ing has increased more than 100% 
for the first nine months of 1959 
over the corresponding previous 
year. 

Popular Boating shows an in- 
crease of 41.9% in linage for the 
first six months of 1959 over the 
same period in 1958. 

HiFi Review reports a 19% in- 
crease in linage for the period of 
February to July 1959 over the 
same period the previous year. + 


memo: nl 


Hand-Picked Coverage 


EVERY hotel in the 
U. S. with over 100 rooms. 
EVERY motor hotel — 
The TOP 64.5% of hotels 
from 50 to 99 rooms — 
Covered at the buying and 
specifying level 
by 
THE 


HOTEL MONTHLY, 


105 W. Adams St. 
Chicago 3, Ill. 


a Clissold Businesspaper 
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Announcing 
a new 


5 CARIBBEAN EDITION of 7 @@lenabie 
LIFE EN ESPANOL... § 


= 


f covering this 4/2 billion dollar 
Latin American import market 
. Offering these firmly established LIFE EN 
ESPANOL advantages: 

i 1. Editorial excitement and prestige 


2. Circulation quality (plus an average of 
seven readers per copy) 


3. LIFE-size pages; finest printing. and 4- 
color reproduction 


‘ ' 4. Most complete range of merchandising ) is: Peru 
i 


services available in this important market 


PUBLICATION DATE: January 25, 1960. (Color 
closes November 23, Black & White closes December 
14.) 

CIRCULATION RATE BASE: 100,000 to 110,000 
Average Net Paid (A.B.C.) 

FOR FULL DETAILS write or call: Robert S. 
Smith, Advertising Director, LIFE EN ESPANOL, 
Time & Life Building, New York 20, New York. 
(JUdson 6-1212), 
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Above: Robert E. Johnson, Senior 
Vice President, United Air Lines. 
Far left: The RED CARPET* ROOM 
forward in the DC-8 Jet Mainliner 
first-class section, runs the full 
width of the plane. 

Left: A “predictor panel” shows 
passengers speed, altitude. 
Right: View forward in first class 
cabin; DC-8 design calls for feel- 
ing of well-appointed rooms, spa- 
cious and luxurious. 


*RED CARPET is a service mark owned and used by United Air Lines, Inc. 


A oid = % va _ _ ia - i 4 
= _ a ae y RY ¥ a ‘ 
fone ee . ; 
‘ pice ‘ah i fe : ee 
ee neES Pe ee ae. aa 
eee we Li ar eae ae one eo, ee a : 
age uU N / T E D A i R n Chicak? 38. pilinet® > pon - i ai. & ee kg See ake ie 4s 
oii eee united air Lines puillits- ‘ ae tees — a a = oe j al i 
; 3, 199 Saas cee Ais pees ae ~~ oe a 
es enn. = ae Pe ; a, - D ie 
Sige: ee 2 as ee ae ee hay a be 
| ie “ee or tae! a — 
| ae Bae | 
3 Weer aa cs. te Site oO a: i Boe to a . s 
“ae penike oh ee cn oe 
‘ . a Mr - Harold L- ae iS. aoe ae : ee geek iS 
- paverusing Director report « ee a a ae oe 
eS casi epor cae) i ae TS i OC x eae a 
é U.S- news & world nil al Ke 7 ny: ae a / 
, 4g Rockefell® we fo ae fs rs — 
. New york 20, New a > cee fia FS oe 
Mr- penlke: , uni " ee. pCa Rages aoe een 
: om ‘s pusines® coram 4 ee Baie. oe eat te t 
che nation 100 Ges ag te an Sees een Poe 5 ss 
oe. 4 Ait Lines continues to Look 1 cyrally WE are mre e8teo? , a — ete Bie, % tent 
ees es ior porio® of it8 rraffic = ¢ vacation ais cravel and : ea aia — emer ) 
: for we ms) ‘ jume of pleasure . qne incomes = ela Oe sie co eS j 
OF ne steadily growins os wg of people who nave ' a et ee GE 
» are, of courses OM kind © ae. ¥ prief, we" 8 eo ipa F . 
; pusinessimee dy for pow pusines® and plea® 4 ig meee: gare 
: f oO crave! freque™ “ world Rept Car Meas = 5 ¥ ne ee ; 
parton we adver 8© in U.S: News & il _ cman aos aa ar > oe 
‘ es 18 adding , . p's Ne iol) en . 
wynited ais LD ~ and : By ee maa i I 
1994 we aavised you tat panding capacity by Wh» - Perey wt aie? ‘ SEA A 
t > , pc-7 aircraft yts fleets OF erence the promotion ai eg ie ie Peas 5 a 
a i sense pupnication nad @ place of impor pre: | iced f 
| oes . ¥ - ies *, ie 
ee or janned for tat geveropmen’* ae A es Re 2 
appt tens £4 gram P . avance in air rravel is oe ee x % Ne , ret 5 
‘3 anower drama : ynited 8 eRe cues, ms H 
Be , five yoar® yater» pougi4® jet» eat ae 
; new ay rhe gavent of the jong-Fane= + jet The first of forty ee : 
as, raking piac® °° rid'8 newest and fines a rvice this : Hs 4 
BR ia? fea pc-8 mainline® » che WOM _guled to 8° nto acneauled 8° ervice u 
tt Eee ota ie ¢ wese great planes is >* and finest ecgnsporne yas . S 
abe er ms ° ¢0 provide tne newest ~ wn be effecdvely rold © we : commana ga ; 
; se hie september This jmpor ant story needs mong He media ee ee on | 
pos. Bee rhe worlds wy § News & world report ** ye ne ¢ and vitality Bis geen Y 
oy ets. public: That V°"* b is 2 rribute 6° the y . 
ee vor OMe serecte? to accomplis® this 1° 7 ; : : 
wy of your publication’ YY mm 6|\ 
. gincetely” = 4g 
| pobert B- jonnsom e (4 a 
‘ genior vice president 28 ' — ; 2 <4 
| - gales 200 public Rela Za, — | 7 4 
. a a - RBI:e* _ aig Exrness ; a . RS | ee, in 
’ ane es — : ain PARCEL rO> : $ . a — a | 
¥ _ — a ” ee fs ‘i ERS alk matt j oe =a ‘ - Fi a a } 
fe, - . a * a p ee ee i ah Po x ee : ao 
—— me a ee ae pore ie i 
"y " Ba: nie Mie oer ts ae age ae apie Beer ee ne Aa as a oo ee « 
ya ; es ee roe TS an sacwerpstiaicaesa Ae en a a tee Goat - a a. era i : 
ad ii yan ee — ae pi ti a eae = < : 
y - me Eb he ae phar. a. oe ae . - . ‘ a. ; Cea eer ae ares oe Loe de eay ot ee ay Sib aa y . : 
ee ) — » ae Bw, 
- é * bias ie (er » 4 ¢ Ny . z rere ~ oe 4 Y 
we. —. oo oes. hs > fi a 
- 4s us » oy; ’ ey , * R \ i: 3 7 
me # q ji a hy z ‘ i= 
Si + 8 tt in: ‘ : ty ar A Z = | y : 4s : ibs pe. mie s 7 4 
a 4 a oo : —— -e. aie | & ua 
ae ae ae ! ST i... — 2» esi y "4 ~~ 
. a as; i 17S | 
; : at ee i aS: pac Y, 
7 + = ae oe . ‘ my 4 . Ba bh " eos *: ; ) 
a < ‘s ai ot She tee ree ee A 
x a Ji + Bech te . f Hee 8 pAb 8 
= i : aN , & 
m Soy) ne 
i * ee | | 
- 
uA — abies cp, , ee 
ff - te : : 

a : aes P . q ° ce 
baie | i elds | 
ae SS . ce ies : \ 

&§ 
: im 8 


i 


: 


UL.S.News COMPLETE. 
AME NEWS MAGAZINE 


If it’s Important... 
It’s advertised in “U.S.News & World Report” 


HOW UNITED AIR LINES SELLS 


THE PEOPLE WHO TRAVEL FOR 
BOTH BUSINESS AND PLEASURE 


“United Air Lines continues to look to the 
nation’s business community for the major 
portion of its traffic,” says Mr. R. E. 
Johnson, Senior Vice President, United 
Air Lines, in his letter. “Naturally we 
are interested, too, in the steadily grow- 
ing volume of pleasure or vacation air 
travel, and businessmen are, of course, the 
kind of people who have the incomes to 
travel frequently for both business and 
pleasure. In brief, that’s why we advertise 
in ‘U.S.NEws & WorRLD REpoRT.’ ” 


Mr. Johnson’s concept of the travel market 
matches the research facts. It’s the families 
with incomes of $5,000 or more that buy 
96% of all domestic airline tickets. 


-U.S.NEWS & WORLD REPORT . 


“U.S.NEws & WorRLD REpPoR?”’ family 
incomes average $15,009—highest of 
the news magazines—highest of all 
magazines with more than 1,000,000 
circulation. Here is the highest concen- 
tration in the $7,500-or-more and the 
$10,000-or-more income levels of any 
news magazine—understandable since 
four out of five (78.5%) subscribers 
hold managerial positions in business, 
industry, finance, government and the 
professions. 


In big numbers and in high concentra- 
tion, here is the best market of custom- 
ers and prospects for any advertiser of 
a quality consumer product or service. 


America’s Class News Magazine 
NET PAID CIRCULATION | 1,136,847 


Ask your advertising agency, or write, for your copy of “In Terms of Sales . . the Sys the Ltt" 


It tells how today's active traveler can be identified and how he and his family can best be covered. 


: Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadel- = 
_ phia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. — 


*Publisher’s Statement to the Audit Bureau of Circulations, January-June, 1959 


1. . 1S THE WORD FOR “U.S.NEWS & WORLD REPORT” 


IMPORTANT READERS . . . IMPORTANT CONTENT... IMPORTANT ADVERTISERS 
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Special Libraries Assn. 

Revised Publication Bows 
The advertising division of the | warketin “* 

Special Libraries Assn., New York, | 8. 


“Say It With Pictures” 


vertising. 


e 48 West 48ih Steet 
Cl 64786 


eee 
Ci 64775 


SLA members may and periodicals. Subscriptions are) AdB 
|receive the next four issues for| available from Mrs. Elizabeth M.| i ureau 

—————~ | $1.25; non-members for $1.75. The | Hutchins (check payable to Mrs. Rad o 

|publication is issued 10 times a| Hutchins), Young & Rubicam, 285 | 

year, edited by Pauline E. Lybeck, Madison Ave., New York. 

of the Television Bureau of Ad- 


The revised version will con-| 
tain a listing of advertising, me-| supervisor at N. W. Ayer & Son, | mon' ov 
dia and marketing publications, | has joined J. M. Mathes Inc., New | Radio Advertising Bureau. 
|}consumer surveys and bibliogra- | 


lis offering a special introductory | phies, announcements of material) Njne Out of Ten 
‘rate for its revised publication,| before it is released; and analy- 
“What’s New in Advertising &|ses of important books, services| 


| 


Tried Radio Again: 


Lon Hill Joins Mathes 
Lon C. Hill III, formerly a copy 


York, as copy chief. 


Advertising Age, September 21, 1959 


New York, Sept. 15—More than 
|nine out of ten of the leading 100 
advertisers of 1958 who were free 
to use radio advertising turned to 
this medium during the first six 
ths of 1959, according to the 


| Four of the top 100 advertisers 


“Capper’s Farmer is the Saturday Evening Post* 
Of the Farm Field!” 


says an executive of one of the world’s, 


largest petroleum producers. 


“We use Capper’s Farmer in our national 
advertising program every year because ‘Cap- 
per’s Farmer is the Saturday Evening Post of 
the farm field’.” This is a statement by an exec- 
utive of one of the world’s largest petroleum pro- 
ducers who has advertised in Capper’s Farmer 
year after year. 


*To The Saturday Evening Post, an appreciative bow. 


And here is the statement of a big Midwest- 
ern business-farmer who has read Capper’s 
Farmer year after year. 


“For various reasons we take several farm 
papers. I will say one thing, ‘We have taken 
Capper’s Farmer for years, and it is the most 
helpful by far when it comes to farming for 
profit.’ I read every issue of Capper’s Farmer 
from cover to cover. So does my whole family. 
We wouldn’t be without it.” 


CAPPER'S 


FARMER 


As a buyer of advertising, perhaps you would 
like to be reminded of these points: 


1. Capper’s Farmer is the largest sectional farm 
magazine in the United States — 1,500,000 
circulation monthly. 


2. Capper’s Farmer’s editorial program is di- 
rected to the Top Commercial Farm families 
in the 17 rich Midwestern states. 


3. The average income per subscriber family is 
in the neighborhood of $12,000 annually. 


4. Capper’s Farmer is read immediately and 
completely in saturation depth by both men 
and women. Ask our representatives to show 
you professional proof. There is ample evi- 
dence that Capper’s Farmer is one of the best 
read magazines among all periodicals. 


5. You can buy Capper’s Farmer in 18 in- 
dividual combinations of sections to fit 
almost every copy need. We will gladly 
furnish you with maps and rates. 


Write, Phone or Wire the nearest sales office: 


TOPEKA CHICAGO NEW YORK 


CLEVELAND 


LOS ANGELES SAN FRANCISCO 


Capper’s Farmer is one of 6 farm papers and 19 other properties owned and operated by Stauffer-Capper Pub- 
lications in the farm magazine, daily and weekly newspaper, radio and television fields. 


of 1958 were liquor companies and 
therefore were considered ineligi- 
ble to use radio. 

The RAB report revealed that 
90.6% of the biggest spenders used 
either spot or network radio, or 
both, during the first half of this 
year, registering a 5.6% increase 
over the first nine months of 1958, 
the only other period for which 
such data has been collected. Dur- 
ing that period 85% of the top ad- 
vertisers bought radio. 


s Other data released by RAB also 
points out the upswing in the use 
of radio. For example, the number 
of brands using spot and network 
radio during the second quarter of 
1959 jumped 17.2% ahead of the 
first quarter and the number of 
companies buying radio increased 
12.9% during the same period. 

According to Kevin B. Sweeney, 
president of RAB, “Local business 
this year generally is up perhaps 
8 to 10% among RAB member sta- 
tions.” # 


Electric Storage Names Krauss 
Automotive Division A.M. 
George F. Krauss has been ap- 
pointed manager of the automotive 
division of 
Electric Storage 
Battery Co.,, 
Cleveland. Mr. 
Krauss, who 
joined the com- 
pany in 1918 , be 


in Philadelphia, ~ 


moved through 
George F. Krauss 


manufac- 
turing oper- 
ations to the 
advertising de- 
partment in 
1929 and after 
assignments in industrial and au- 
tomotive advertising, was named 
assistant advertising manager of 
the Exide automotive division in 
1954. 

He was named advertising pro- 
duction manager of the automotive 
division in 1957. 


George Taylor Adds Two 
| George Taylor Advertising 


| Agency, San Francisco, has been 


appointed to handle two new ac- 
| counts, Campbell-Bishop Chevro- 
| let Co., Mill Valley, and Towne & 
| Beach Tog Shop, San Francisco. 


EVERYONE WATCHES 


— 
S— 


METROPOLITAN ROCKFORD ARB — 

FEBRUARY 9- MARCH 8, 1959 
DEMONSTRATES AGAIN WREX-TV'S 

COMMANDING AUDIENCE LEADERSHIP 


23 OF TOP 25 PROGRAMS 
ALL ON 


WREX-TV 


STATION SHARE OF SETS IN USE 
IWREX-TV|STATION 8 


SIGN ON TO NOON 62.2 40.3 
NOON TO 6:00 P.M. 62.0 37.0 
6:00 P.M. TO MIDNIGHT) 54.7 445 


SIGN ON TO SIGN OFF 


WwREXxX-TV} 


CHanner f 3 ROCKFORD 


59.9 39.6 
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A Report to the TV Industry from Ampex Corporation 


AMPEX TO MARKET MARCONI CAMERA 
IN U. S.; OTHER NEWS 


nb “ 


NEW MARCONI CAMERA will be marketed in America by noise in this newest Marconi Camera, says Neal K. MOSS HART tapes comments for Bolshoi Ballet Spectacular after actual 


Ampex. Using a uniquely different 442” image-orthicon, | McNaughten, Professional Products Division Manager. performance of Russian ballet was taped in Hollywood by KTLA. Moss 
this British camera will give better picture quality than Ampex also will maintain national service organization Hart’s comments were produced by Videotape Productions of New York. 
ever seen before inthe U.S. Tape copies of even higher for this camera and other Marconi equipment. The two tapes, both made on Ampex Videotape* Television Recarders, will 


quality are an additional benefit due to lower picture be combined for TV tape spectacular now being readied for presentation. 


NI Ps a AT YE . 
a J * 7 “4 “ 


KELLOGG’S is now in second year on tape commercials. This commercial is 

being taped at Englewood Golf Club, New Jersey, using mobile mounted UNION OIL commercial taped on the hoof at Hollywood Seven action commercials were done in one day for 
Ampex VR-1000 covering scenes at pool, on golf course and other nearby Race Track as a television first. While mobile unit Erwin, Wasey, Ruthrauff and Ryan, Union's advertis- 
areas. Commercial is being produced by NTA-Telestudios of New York speeds down track sequence is shot and recorded on ing agency. Mobile Video Tapes, Inc. of Hollywood did 
under George Gould's personal supervision. Leo Burnett is Kellogg's agency, Ampex Videotape Television Recorder at the same time. | the production. 


TOURNAMENT OF ROSES taped by KTTV for Genera! Petroleum (Mobilgas), saved extra crew and STANDARD OIL of Indiana and Pfeiffers Brewery taped daytime golf finale for broadcast 
gained higher rating than four other TV stations who also televised this Pasadena New Year's Day during prime evening time period. Buick Open golf match at Flint, Michigan, broadcast 
Parade. In the past, parade was broadcast live, first at beginning and later at parade finishline live, ended in a tie. Monday daytime playoff was taped for evening time broadcast bring- 
for benefit of late risers. This year KTTV taped it from first viewpoint and then with Ampex Video- ing high listener mail response for advertisers and station WJRT. D’Arcy handles Stand- 
tape Television Recorder, replayed tape later for broadcasts, as well. Rating for taped 10:30-11:00 ard Oil and Maxon is the agency for Pfeiffers. 

a.m. portion was 27.8, with 41.6 of audience. Stromberger, Lavene, McKenzie is G.P.’s agency. 


*TM AMPEX CORP, 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You - (1) unduplicated, in-the-home circulation in beth city zones and 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that’s twice the size of the next two stations combined! Inquire ,t—eday about how this 
dual-media approach can help you. 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 
293,500 $454,208,000 $289,245,000 90,800 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


410 N. Michigan Ave., Chicago 11, II. 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 


Represented by E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicago 1, III. 


Advertising Age, September 21, 1959 


‘El Paso Times’ Sells KROD 

The El Paso Times Inc. has sold 
|KROD and KROD-TV, El Paso, 
| subject to FCC approval, to Jack C. 
| Vaughn, Dallas, Cecil L. Trigg, 
| Odessa, and associates. Mr. Vaughn 
|and Mr. Trigg are associated in 


|KOSA-TV, Odessa, and KVII-TV, | 


Amarillo. Mr. Trigg will become 
general manager of the KROD 
properties. Val Lawrence, current- 
|ly general manager, is being re- 
| tained by the new owners as con- 
| sultant and will continue as vp of 
ithe Times, a position he has held 
| since the organization of the pres- 
‘ent company in 1931. 

| 
‘Camden Courier-Post’ Drops 
Alcoholic Beverage Ads 

| The Camden Courier-Post, which 
|was taken over by the Gannett 
Group Sept. 1 (AA, Sept. 14), will 
no longer accept alcoholic beverage 
| advertising, the newspaper has an- 
| nounced. 

| In a Page 1 announcement, the 
| paper said it would honor existing 
| contracts. 


at 


How many times have you touched the 
electros that are going to reproduce your 
ads? There’s really no need to, not 
when your electros are made by Reilly 
Electrotype. 

Reilly hands are highly skilled in pro- 
ducing electros that are not only faithful 


terpieces of their kind. 


people who follow through. 


pursuit of perfection, 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET, NEW YORK 17, N.Y. 


MU. 6-6350 


eee 


Reilly 


duplicates of the originals, but are mas- 


all hands 
work for 
\ pertection 


Ours are the hands of many experts. 
Our staff includes engravers who check 
originals, a chemist who controls plating 
baths, pressmen who prove electros for 
accuracy of reproduction, and service 


Nowhere else will you find master 
electrotypers so ably assisted in their 


3M-Pre-madeready electrotypes + Reillytypes + Reilly Plastictypes + R.O.P. Color mats + Reilly mats « Dealer mats « Engraving service department. 


Auto-Lite, Renault 
Pace NBC Sales 


New York, Sept. 15—Auto-Lite 
Battery Corp. (Grant Advertising) 
has bought one-quarter sponsor- 
\ship of “News on the Hour” on 
NBC Radio, New York, for 39 
weeks. 

Other new business at NBC 
Radio includes: Renault (Kudner 
Agency), one-quarter sponsorship 
of “News on the Hour” for 13 
weeks; Marion-Kay Products Co. 
(Biddle Co.), announcements on 
“Alex Dreier—Man on the Go”; 
Florists Telegraph Delivery Assn. 
(Keyes, Madden & Jones), partici- 
pation in “News on the Hour,” 
“Alex Dreier—Man on the Go” 
and “Monitor”; Beltone Hearing 
Aid Co. (Olian & Bronner), four- 
week schedule on “News of the 
World”; Church & Dwight (J. Wal- 
ter Thompson), one-quarter spon- 
sorship of “News on the Hour” for 
six weeks, and Sunsweet Growers 
(Long Advertising), eight-week 
schedule of announcements. 


# Other new sponsors include: 
Union Carbide Corp. (J. M. Mathes 
Inc.), three-week schedule of 
participations; Tyrex (McCann- 
Erickson), tour-week schedule of 
participation ‘on “News on the 
Hour”; B. T. Babbitt Inc. (Brown 
& Butcher), four-week schedule 
of participations on “News on the 
Hour”; Tipon Corp. (Rothstein, 
Simmons, Pascoe & Davis), four- 
week schedule of five-minute seg- 
ments; Formica Corp. (Perry 
Brown Inc.), saturation schedule 
of participations for two weeks; 
Greyhound Corp. (Grey), schedule 
of one-minute participations; and 
General Motors Corp. truck and 
coach division (McCann-Erick- 
son), participations on “News of 
the World” for four weeks. + 


Bowman & Block Names Fatin 
Exec VP; Changes Name 

Bowman & Block, Buffalo agen- 

|ey, has appointed Neal V. Fatin 

exec vp and 
| has changed the 
agency name to 
Bowman, Block 
& Fatin, effec- 
tive Sept. 15. 
Mr. Fatin, who 
joined the 
agency in 1946, 
worked in the 
art and produc- 
tion depart- 
ment, then later 
moved to an ac- 
count executive 
post. 

For the past six years he has 
concentrated on developing and 
servicing the agency’s industrial 
accounts. 


Neal V. Fatin 


Freightways Names Horn 

Robert F. Horn, formerly in the 
advertising department of South- 
ern Pacific Co., San Francisco, has 
been named assistant advertising 
manager of Consolidated Freight- 
ways, San Francisco. 


ARE YOU OVER-LOOKING THE 
VAST POTENTIAL OF THE 


6-BILLION-DOLLAR CERAMIC 


Write today for your 
free copy of “Scope & 
Size of Ceramic Production 
in the United States.” You'll 

get an eye-opener on the vast- 
ness of this industry . . . You'll 
see at once how your clients can 
begin cashing in on this tre- 
mendous potential . . . re- 
gardless of what they 
sell. Request your 
copy now! 


AMERICAN CERAMIC SOCIETY BULLETIN 
4051 North High St., Columbus 14, Ohio 
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...and, night after night, the Herald-Express soars into 
more homes than any other evening newspaper in the West. 
Better make sure your advertising message goes along! 


Largest evening circulation in the 

West’s biggest and best market! 

Represented nationally by = 
Moloney, Regan & Schmitt, Inc. 
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NEWS-CALL BULLETIN 
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There is no chance to miss. No chance of miscalculation or 
aiming at the wrong audience. In San Francisco, ONE great 
evening newspaper, the NEWS-CALL BULLETIN gives 
you total evening coverage—Undivided Attention for your 
advertising. 


* Tony ae = == Say 
sg rr IP GO LT PLO SE ETI — = 


Wire, write or phone, Moloney, Regan and Schmitt for 
whatever necessary facts and details you may need 


; to get your advertising started. 
4 ti : | Key To The Golden Gate... 
‘ | hi 0° 
| = NEWS—CALL BULLETIN 
San Francisco’s ONE Great Evening Newspaper 
if Represented nationally by Moloney, Regan & Schmitt 
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John E. Wolf Co. 
Tops 18 MASA 


Award Winners 


Oklahoma Mail Producer 
Gets Webb Award; Wright 
Cup to St. Lovis Company 


MonTREAL, Sept. 18—John E. 
Wolf Co., Oklahoma City, was the 
recipient today of the D. Stuart 
Webb Memorial Award, as 18 di- 
rect mail advertising companies 
were named winners in the 38th 
annual awards competition of the 
Mail Advertising Service Assn. The 
Webb award is conferred on the 
company entering the best mail 
campaign prepared by an MASA 
member for a client. 

The John Howie Wright Cup, 


Crawford Letter Co., Akron, and 
|Frost Mimeographing Co., Port- 
|land, Me., took second and third 
| place awards, respectively, in mul- 
| tigraphing. 

More than 100 portfolios were 
judged in the international com- 
petition, which brought entries 
from MASA members in Europe 
as well as Canada and the U.S. The 
judges, all of Montreal, were Stan 
Engel, art director, Ronalds-Fed- 
erated Press Ltd.; Gordon Lambert, 
general sales manager, Arborite Co. 


Ltd., and C. John West, director 
| and account supervisor, Canadian 
Advertising Agency. + 


Two Buy ‘Men Into Space’ 
National Carbon Co. and Lon- 
gines-Wittnauer Watch Co., New 
York, have signed as alternate- 
week sponsors of CBS-TV’s “Men 
Into Space,” a new half-hour se- 
ries starring William Lundigan. 
| American Tobacco Co.’s alternate- 
| week buy was announced earlier. 
National Carbon’s alternate-week 
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|quarter-hour buy was made for 
Prestone anti-freeze and Ever- 
eady batteries through J. M. 
Mathes Inc.; Longines-Wittnauer’s 
alternate quarter-hour was bought 
by Victor A. Bennett Co. 


Barnes to Getz & Sandborg 

Robert Lee Barnes, formerly a 
|member of the copy staff of Hix- 
son & Jorgensen, has joined Getz 
& Sandborg as copy chief of the 
agency’s Beverly Hills, Cal., of- 
fice. 


Bernard Schnitzer Adds 5 

Bernard B. Schnitzer Inc., San 
Francisco, has added five new 
accounts. They are Grant Miller 
Mortuaries, Oakland; Benioff’s, 
San Francisco and Oakland; Anita 
Shops, California chain, for special 
tv test; Levin Auto Supply Co., San 
Francisco; Emerson West Coast ra- 
dio and tv dealers for sponsorship 
of “Red Hickey Show,” preceding 
49’er exhibition football games 
over KTVU. 


which for more than 30 years has | 
symbolized the best self-advertis- | 
ing program created by a direct | 
mail concern, was awarded to Ad- 
vertisers Addressing System, St. 
Louis. Runners-up in the members’ 
own promotion division were Ad- | 
vertising Letter Service, Detroit, 
and Commercial Printing & Let- 
ter Service Co., Dallas. 

The Letter Shop, San Francisco; 


Horn Ohio Co., Cleveland, and 
Fred Worrill Advertising, Atlanta, | 
finished close behind Wolf and| 
were awarded certificates of cre-| 
ative excellence. 


® Those placing in the most cate- 
gories in the MASA competition 
were the Letter Shop, Horn Ohio 
Co. and Cleveland Letter Service, 
also of Cleveland. 

In addition to its certificate of 
creative excellence, the Letter 
Shop won the Lettershop Adver- 
tising Exchange plaque, a second 
place blue ribbon in Vari-Typing 
and IBM composition, and a third 
place ribbon for its offset (over 
10x14”) entry. 

Cleveland Letter and Horn Ohio 
walked off with three awards 
apiece. Cleveland Letter took top 
honors for automatically typed let- 
ters and offset (10x14” direct im- 
age) and finished third in the 
Vari-Typing and IBM composition 
division. 

Besides its certificate of creative 
excellence, Horn Ohio added sec- 
ond place ribbons in offset (over 
10x14”) and administrative forms. 


s Five firms captured two awards 
apiece. Fifth Ave. Letter Shop, 
New York, swept a pair of first 
place ribbons—in multigraphing 
and in offset (over 10x14”). Cam- 
pus Mimeo Service, Berkeley, Cal., 
won a first place Mimeo Art Ex- 
change Cup (for mimeographing 
produced through mechanical elec- 
tronic means), and a second place 
ribbon in mimeographing. 

Another first place Mimeo Art 
Exchange Cup (for mimeographing 
produced through regular means) 
was won by Jo-Lee Mail Adver- 
tising, Pittsburgh. 

Campbell Letter Shop, Detroit, 
placed second in offset (10x14” di- 
rect image) and took a fourth 
place ribbon in multigraphing. 

The first place Vari-Typing and 
IBM composition award went to 
Michael Press, New York, which 
also won a second place ribbon in 
offset (10x14” metal plate). 

Fred Worrill Advertising, in ad- 
dition to its certificate for creative 
excellence, was awarded the third 
place ribbon in offset (10x14” met- 
al plate). 


= Other first place blue ribbon 
winners: Grace Crumpler Secre- 
tarial Service, Dallas, mimeograph- 
ing; the Letter Guild, New York, 
offset (10x14” metal plate) and 
Dependon Mail Advertising Co., 


Chicago, administrative forms. 


“Give the lady what she wants,” said the late 
Marshall Field, and thousands of businessmen 
heeded his advice, and succeeded. If you ever 
wonder whether the formula still works—and 
whether business still uses it—the typical experi- 
ence of the Aluminum Company of America may 
dispel any doubt. 


For aLcoa, in introducing the newest of many 
new products, took three courses that more and 
more companies pursue: consumer testing, prod- 
uct improvement, consistent advertising to the 
largest established audience available—through 
Reader's Digest. 


How to improve a product 


In consumer interviews about aluminum foil, 
ALCOA researchers kept hearing one word over 
and over again. The word? stroncer! House- 


across the land 


The voice 


of the housewife is heard 


The story of how ALCOA listened and acted 
...to improve a product and advertise it better 


wives wanted an aluminum foil strong enough to 
take tugging, squeezing, poking . . . that would 
resist piercing even by turkey wings and drum- 
sticks. aLcoa obliged with a foil that its metal- 
lurgists tested up to 104% stronger than anything 
before it—new SUPER-STRENGTH ALCOA WRAP. 
Using an improved alloy, atcoa felt it had a 
foil that would not only resist rips but also hug 
bowls tighter and keep leftovers fresh longer. 


When the company and its agency, Ketchum, 
MacLeod & Grove, considered advertising for 
this new foil, they had one problem pre-solved— 
again thanks to the ladies. 

“Four times since 1957,” aLcoa’s advertising man- 
ager, T. M. Hunt, says, “women had responded 
best, by far, to our advertising in Reader's 
Digest. There was no question that, in planning 
for new ALCOA wraP, we would start with the 
Digest.” 
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Oskar Morgenstern, of Game 
Theory Fame, Joins MRCA 

Dr. Oskar Morgenstern, noted 
economist who helped to develop Negley Joins ‘Inplant Food’ 
the modern theory of games, has| Lowell Negley Jr., formerly with 
joined Market Research Corp. of|the Cleveland office of Dun’s Re- 
America, New York, as a vp and|view & Modern Industry, has 
member of the financial review| joined the New York sales staff of 
board. Dr. Morgenstern is widely | Inplant Food Management, which 
known for the book, “Theory of| was recently acquired by Ameri- 
Games and Economic Behavior,” | can Trade Publishing Co. The 
which he co-authored with the! magazine’s headquarters have been 
late John von Neumann. His lat-| shifted from Chicago to New York. 
est book, “The Question of Na-|Smith & Hollyday, San Francisco 


tional Defense,” will be published 
this fall. 


and Los Angeles, has been n d | 

West Coast representative. ws FTC Accepts 

Berey Moves to Agency Consent Ending 
W. J. Berey, formerly advertis- Battery Ad Claim 


ing and promotion manager of 

Lassiter Corp., New York, has WASHINGTON, Sept. 15—The Fed- 
joined Smith, Hagel & Knudsen,|eral Trade Commission yesterday 
|New York, where he will be sen-| approved a consent order barring 
ior account executive on Lassiter,|Continental Mfg. Corp., Culver 
the paper and packaging division| City, Cal., from using claims that 
of Standard Packaging and the! Life-Time batteries are “guaran- 
Panta Pak division of Pantasote| teed” in any respect for six years. 


Co. ; In a complaint issued last De- 


mistic 


“This hidden offer,” the company says, “pulled 
more inquiries than any other single offer made 
previously by ALCOA wrap in any publication.” 


aLcoa’s third experience with the magazine pro- 
duced still another success: 


“Last October, we offered a premium that people 
had to buy—an extremely high-priced one as 
premiums go, $2.50. But the enormous response 
of Digest readers far exceeded our most opti- 


predictions, and the whole program more 


than paid for itself.” 


Finally, in a contest last February, the Digest 
pulled many more entries than any other single 
magazine used, and at a lower cost per return, 


Since appearing in the Digest, ALCOA wrap has 
become America’s fastest growing aluminum foil. 


What the Digest has done for aLcoa, it can do 
for other advertisers of quality products and 
services. In the Digest, you reach the best part 
of America—intelligent, prosperous families 
whose enthusiasm for a product can insure its 


success. 


And you can do it economically. 


at the 


aLcoa’s first experience with the Digest occurred 
early in 1957 when the Wear-Ever Division ad- 
vertised its cooking utensils. Executives of the 
division called it “the most successful ad in our 
history.” And within three months Wear-Ever’s 
advertising manager William Benghauser 
reported: 


meets 
“Results exceeded our expectations. Reader re- 
sponse was phenomenal. Dealers were so en- 
thusiastic that they requested a repeat perform- 
ance in the Digest.” 


Response to a hidden offer 


Shortly after that, the company used the Reader’s 
Digest for ALcoa wrap—a key product in the 
company’s drive for better consumer recognition. 
In one Digest advertisement, it offered a free 
Time and Temperature Chart for cooking in foil. 


QUICK FACTS FOR BUSY EXECUTIVES 


Reader’s Digest offers all these exclusive benefits to 
advertisers : 


1. The largest proven audience of readers. It is larger 
than any other magazine, weekly, fortnightly or 
monthly, larger than any newspaper or newspaper 
supplement. More people read the magazine than look 


2. The largest quality audience that can be found. More 
people with greater spending power read the Digest 
than any other magazine. And you will find that the 
higher the income group, the greater the Digest’s 
share of the audience. 


3. Discrimination in the advertising accepted. The 
Digest alone of major advertising media accepts no. 
alcoholic beverages, no tobacco, no patent medicines. 
And for any product, it accepts only advertising that 


4. Belief in what the magazine publishes. People have 
faith in Reader’s Digest, in its editorial and advertis- 
ing columns alike. 


JReaders Digest 


average nighttime network television program. 


the highest standards of reliability. 


People have faith in 


Largest magazine circulation in the U.S. 
Over 11,750,000 copies bought monthly 
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cember, FTC said the guarantee 
provides free replacement or re- 
pair, at Continental’s option, only 
within one year of purchase date, 
and thereafter only on a pro-rated 
basis. 

Consent agreements are for set- 
tlement purposes only, and do not 
constitute an admission of guilt. # 


Aves, Shaw & Ring Adds One 

Aves, Shaw & Ring Inc., Chi- 
cago, has been appointed to han- 
dle advertising for Hayden House 
Foods Co., Chicago, packer and 
processor of frozen turkey and 
turkey products for institutions 
and restaurants. The company’s 
former agency is Pleskach & Smith, 
Omaha 


Nizo Line to Marwel 

Marwel Advertising, New York, 
has been appointed to handle ad- 
vertising, sales promotion and 
publicity for the American intro- 
duction of the Nizo line of movie 
cameras and projectors made by 


Niezoldi and Kramer, Munich. 


The most 

influential 

ministers 
in America 
subscribe to 


23,500 Protestant clergymen are 
the buyers, the opinion makers, 
the affluent: 


¢ they pay a premium price to 
subscribe to this monthly pro- 
fessional journal: $6.00 a year. 
© they spend their own money to 
buy an astonishing total of 
208,350 books a year. 

© 63% are ministers of large 
churches, with more than 250 
parishioners. 

© 17,625 have the authority to 
make or to specify purchases. The 
others advise, 

And look at the equipment PULPIT 
DIGEST’S readers were shopping for 
when surveyed earlier this year: 
30.9% — Sunday School furniture 
15.7% — Film or slide projectors 
13.5% — Pianos or organs 


For more information call the 
national selling organization of 


JACK BAIN COMPANY 
545 Fifth Ave., New York 17, N.Y., MU 2-3345 


MIDWEST WwesT 
Harley L. Ward, Inc. Cramh LJ. enter 
360 No. Michigan Ave. Genven 4. 


Chicago |, itl. Los Angeles 
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Unsubsidized and undominated, 


we are a corporation consisting 


only of those actively engaged in 
the achievement of elegance in photoengraved reproduction. 


Hutchings & Melville, Inc. Custom Photoengravers, 4043 No. 


Ravenswood, Chicago 13, Ill. Specializing in modern pre-cor- 


rection correlative to powderless etching of copper originals. 
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New Truth in 
Ads’ Drive Is 
Urged by Proud 


AFA President Tells 
Cincinnati Adclub of 
Headquarters Move 


CINCINNATI, Sept. 


16—James| 


Proud, president and general man- | 


ager of the Advertising Federa- 
tion of America, called today for 


a new crusade for good taste and} 


integrity in advertising. 

“The time has come when we 
can no longer sit idly by and con- 
done bait advertising, the deliber- 
ate play on suggestive situations, 
or the general hodge-podge of 
weasel-worded or offensive adver- 
tising, which leaves the consumer 


r | 
J. Fifteen Counties | 


id 


» $2,584,890,000 


» ~®~ Ss 


Standard Definitions of 
the U. S$. Department 
of the Budget—SRDS 
Consumer Market 
Data. (3 Metro- 
politan counties— 


Haties, Seentags Retail Sales. 

art of the welal Sy 

acess mortal) Clothes. 

; Automotive. 
Sime , (and allied products) 
Research, 
“ey Drug Stores. 
latest Test 

Market Survey 


comparable cost. 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


@: 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 229,181 Sunday Herald-American 202,737. 


Total Buying Income 


WHEN YOU THINK OF THE SYRACUSE MARKET 
| «THINK OF ALL OF IT!.-is \&@ >. 


BIG 


ONE-THIRD THE TOTAL AREA 
OF NEW YORK STATE 


B Y G In Eating-Power 


A. ¢ $421,980,000 Food Stores Sales 
¢ $131,333,000 Restaurant and Tavern Sales 


‘© In Spending-Power 


SAK In Buying-Power 
$1,715,762,000 
$103,830,000 
$418,268,000 


$46,514,000 


There's ONE efficient way to sell ALL this BIG market. The SYRACUSE NEWS- 
PAPERS deliver 100% of Syracuse and Onondaga County and up to 76% 
in the 12 surrounding counties which comprise the TOTAL SYRACUSE 
MARKET. No other combination of media delivers a comparable job at 


SYRACUSE NEWSPAPERS 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 103,496 


Hold Better 


NAIL DISPLAY—Northwestern Steel & 

Wire Co. has developed this new 

nail display board, which shows 

actual nails properly identified, yet 

fastened so that they cannot be 
mixed up or lost. 


|either in a state of confusion or 


nausea,” Mr. Proud told the Adver- 

tisers’ Club of Cincinnati. 
“Remember,” he added, “the con- 

sumer complainant is not a moron. 


| She’s your wife—and tens of mil- 


'as a responsible citizen, 


lions like her—and she expects you, 
to help 
eliminate the tawdry, the cheap, 
and the offensive advertising.” 

Mr. Proud said the crusade for 
advertising should be similar to 
the “truth in advertising’ cam- 
paign instituted following the 1911 
convention of the AFA’s prede- 
cessor organization. 


a Mr. Proud’s call to arms fol- 
lowed the appointment of Donald 
J. Wilkins as head of AFA’s new 
Washington office (AA, Sept. 14). 
Mr. Wilkins, formerly head of the 
Washington office of Erwin Wasey, 
Ruthrauff & Ryan, will open this 
office Oct. 1. 

The AFA plans to move its 
headquarters from New York to 
Washington by September, 1960, 
“to help establish the missing in- 
formational and educational link 
between advertising and the na- 
tion’s capital.” 


® In another appointment, Bur- 
ton E. Hotvedt, vp of Klau-Van 
Pietersom-Dunlap, Milwaukee, has 
succeeded Philip E. Nutting as vp 
of the AFA and vice-chairman of 
the federation’s council on adver- 
tising clubs. Mr. Nutting is New 
England ad manager of Holiday. + 


Murphy to Guerin, Johnstone 
Betty Murphy, formerly media 
director of Dudley L. Logan Ad- 
vertising, Los Angeles, has joined 
Guerin, Johnstone, Jeffries, Los 
Angeles, in the same capacity. 


STORY 
BOARD 


An expensive Hereford bull 
had fallen into the doldrums 
and had become delinquent in 
his family duties. The owner was 


WTRF-TV 


sulted oa veterinarian. The vet 


provided a supply of large tablets and pre- 

scribed that one be given every 12 hours for 

four days in the bull's food. After three days 
the bull quickly resumed the fulfillment of his 
obligations, even to the extent of crashing 
through a fence to visit some of the neighbor's 
cows. The farmer told a friend about the treat- 
ment. 

‘What did the vet give him?'’ 
friend. 

“| don't know,'' replied the farmer, ‘‘but it 
tastes like charcoal.'’ 

@ |t seems there's a cure for everything in this 
modern age. A cure for sagging sales is a 
spot campaign on WTRF-TV, beamed to a 36- 
county area where 2 million people have a 
spendable income of $212 billion annually. 
Ask the George P. Hollingbery people to tell 
you how and for how little. 


asked the 


CHANNEL WHEELING, 


WEST VIRGINIA 


SEVEN 


en 
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(3 FARM F=peorempaes 

) q All sales are local. Your ads sell rhs icon 

} | best when they give your sales story SHOW pgp ted Nie don pho 
\ in local terms. Localized ads, and 
PENNSYLVANIA FARMER’S local edi- 

torial material, take you direct to the ; 

prospect. We have on-the-spot field - ~ 

reports you can use. We'll help you aay 

‘ with pictures and testimonials. Chang- 


es are made quickly, economically be- 
| cause PENNSYLVANIA FARMER 


5S WAYS TO is printed by geavure. 
“STRAIGHT-LINE”’ 
YOUR 
ADVERTISING 


1 


Local pictures 


z 


Local testimonials 


3 


Local prices and terms 


4 


Local dealer listings 


s) 


Local coupon returns 


No waiting for harvest time in Pennsylvania. 
Agriculture is diversified — farmers sell all 
year round. Income is steady .. . and big. 
Among the 49 states, Pennsylvania is “top 
third” in farm income . . . ranks second in poul- 
try income; third in peaches; fourth in apples; 
fifth in milk production; sixth in cherries; 
eighth in pears. 


Send for free booklet that explains and illus- 


trates in detail how you can tailor your ads for q 
better sales penetration. | 


@ New evidence proving how national advertisers are making 
budget dollars go further, dig deeper, yield more sales! 


ennsylvania Farmer 


Harrisburg, Pennsylvania 
AFFILIATED WITH STAUFFER-CAPPER PUBLICATIONS, INC. 


STRAIGHT-LINE Advertising service available also in THE OHIO FARMER and MICHIGAN FARMER. 
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KLZ of Denver... Salutes... 


A Radio-Active Business Executive 


Robert F. Woods, President of the Hugh M. Woods Lumber Company, 
who has been prominently associated with that firm since 1940, and 
has consistently maintained the tradition of high standards established 
by his father who founded the company in 1907. 


The Hugh M. Woods Company, sponsors of the 7 A.M. “CBS World 
News Roundup,” have been a KLZ Radio advertiser with unwavering 
consistency for more than 20 years... graphic testimony of Mr. Woods’ 
confidence in KLZ Radio's ability to sell the Rocky Mountain Market. 


Let KLZ Radio pre-sell for you in the Rocky Mountain area. 


KLZ 


Advertising Age, 


| Solar Chicago Names Allen 
Robert L. Allen, general sales 
|manager of the Solar Chicago di- 
| vision of U. S. Industries Inc., New 
York, has been named president of 
the Solar Chicago division. The di- 
vision engineers and manufactures 
tanks and pressure vessels for the 


dustries. 


Durey Ranck to Open Agency 
Durey Ranck, editor of Red Fez, 


ing Durey Ranck Advertising, 858 
Elati St., Denver. Mr. Ranck for- 
merly was a partner in Westart 
Studios, an advertising art compa- 
ny, and a vp of Ball & Davidson, 
advertising agency. 


| Olson, Gilbert Join Schram 

| Clarence Olson, formerly of Sor- 
enson Studios, and Edgar Gilbert, 
|formerly of Elwin Advertising 
Agency, both Chicago, have joined 
the art staff of Schram Advertising 
Co., Chicago. 


ROBERT F. WOODS 
Pres. Hugh M. Woods Co. 


oil, gas, chemical and brewing in- | 


Denver Shrine magazine, is open- | 


September 21, 1959 


Con ce 
aNo iNT ee ENNIAL ex 
THON aL on ee 
Teawe 


ADVENTURE: Ane Mae 


TIE-IN—Standard Insurance Co. ties 
in with the weather beacon atop its 
home office building in downtown 
Portland in planning its Oregon 
Centennial display. The outdoor 
board features a colorful map of 
the Frontier Village and fun area 
and a working replica of its weath- 
er beacon rising above the board. 
Grant Thuemmel Agency, Port- 
land, arranged for the sign and su- 
pervised production. 


Brides Line Up 
Loot in Advance, 
‘Modern Bride’ Says 


New York, Sept. 18—Modern 
| Bride has come up with a survey 
of pre-marriage buying patterns 
which shows that brides-to-be buy 
plenty besides wedding dresses. 

And most of the buying, says 
Modern Bride, comes within three 
| months of the wedding day. 

According to the study, based 
on data collected by Lloyd H. Hall 
Co., prospective brides already 
own most major products for the 
home at the time of marriage. 
What the bride-to-be doesn’t buy 
for herself, says the study, she 
gets relatives and friends to buy 
for her. The study tags this prac- 
tice “product dictation factor.” 

Of a total sampling of 927 
brides, it was found that 24% had 
new television sets two to three 
months before marriage; 41% had 
sets one month before; 65% had 
sets by the time the wedding day 
arrived. 


# Buying patterns for refrigerators 

went this way: 16% had refriger- 

ators two to three months before 

marriage, and 35% had the appli- 
| ance by the time of marriage. 

The study also gives buying 
patterns for radios, furniture, din- 
nerware, toasters and other house- 
hold items. Copies are available 
| free from Modern Bride. # 


You can’t afford this gap 


Can you afford to pass by 142 million 
prosperous prospects? Then don't pass by Salt 
Lake! When you buy Salt Lake’s two 
metropolitan newspapers you reach the nearly 
half-million in Salt Lake City, plus the 
million more in the “outer” Intermountain 
Market. Salt Lake is the only metropolitan 
city between Phoenix and the Canadian 
border and Denver and the Pacific Coast. 


in your marketing map! 


> 
WE 


It is the control point for this entire area 


and is recognized as such by the 
U.S Dept. of Commerce. 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


): DESERET NEWS uw 
Salt Lake Telegram (eveninc) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. 


AN 


. 


“4Gens 


For Your Office Desk” 


Mysterious 
Little Black Box 
S-l-o-w-l-y 
A PaleHand Emerges...! 


his little black 
box just sits 
there—quiet, a 
waiting for you or 
visitor to throw the switch on. Then, suddenly 
it comes to life, with a whir of power—twitch- 
ing and jumping as if a demented genie were 
locked inside. Slo-o-o-wly the lid rises. From 
beneath emerges a pale, clutching hand. 
hand grabs the switch, pushes it to “off”, 
uickly i 5 back in the box. The lid 
ams shut. 


4 


plus 25¢ for postage 
Guaranteed to unnerve or money back. 
Enclose remittance. Available by mail onty from 


ET-1 Spencer 9 eo 


00 SERRA GIF Atiantic city, n. 


Complete with batteries, only $4.98 
tage and handling 
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Does she 
' or doesnt she 
| advertise in LIFE? 


—~ 


Miss Clairol does ...and becomes the fastest F po 
growing item in the beauty business. ' 


I Clairol advertising has stimulated a tremendous 
. spurt in the acceptance of hair coloring. 


In 1956, it was decided to undertake a major 
national campaign for Miss Clairol. Up till then, the 
product was advertised almost exclusively in fashion 
magazines and newspaper supplements. 


In 1956, Miss Clairol began to use LIFE on a 
monthly basis. According to Richard Gelb, President 
of Clairol Incorporated, LIFE was chosen for these 
reasons: “excellent full-page, four-color reproduction 
for the finest impression possible; and tremendous 
national impact to encourage the use of hair coloring 
in every corner and county of America instead of 
just a few big cities.” 

Today, hair coloring is the fastest growing seg- 
ment of the beauty business. And in the last year, 
Miss Clairol sales rose 230% over the year it was 
first advertised in LIFE. 


Moral: whether you sell hair coloring or Easter egg 
coloring, LIFE can color the outcome to your fond- 
est expectations. Seems the people who read LIFE 


live life . . . and spend money in the process. 
Want to put your story before them? Do you or 

don’t you? 
Drugs & Toiletries Adv. Revenue 
SE ee ee ee $6,327,679 
Ladies’ Home cn Luvekecdeae 4,893,372 
Saturday Evening Post........... 3,872,361 
Pv :teieneutethsvahasced 3,020,246 

EL an ivak a hei hadee ee keaun nia , -2,747,639 

Source: PIB (Jan.-July 1959) 


Effectiveness 
is a fact of 
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Young Chicago loves to buy... 
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| .. the Chicago 
Sun-Times 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else can you 
ie reach them more effectively. In Chicago, 


more young families read the Sun-Times than any other newspaper.* 


*Source: Publication Research Service Study #5 
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Pz 
APARTMENT RESIDENCE 


jue THE AREA OF ACHIEVEMENT OFF THE UNITED NATIONS PLAZA 


Oo 


EAST 46th STREET / NOW RENTING 
20 Stories and Penthouse / 2 to 6 Rms. / Rental 
Office on the site / Open Daily and Sundays, 10:00 
A.M.to 7:00 P.M./MUrray Hill 2-0925/From $155 
Rental Agent: CHARLES H. GREENTHAL CO., INC 
20 East 46th Street/MUrray Hill 7-7070 


Advertising Age, September 21, 1959 


Stations Should Control Programming as_ | 
MANHATTAN’S DISTINGUISHED Print Media Do Editorial Content: Bernstein. 


GAYLorp, Micu., Sept. 17—Broad- 
casting won’t come of age until 
broadcasters, not advertisers, com- 
pletely control their own program | 


music-news-weather formula - 


radio and the syndication-and-old- 
movies formula on television. | 


content, just as newspapers and|# “Someone is bound to break out 


/magazines control their editorial 


content, S. R. Bernstein, editorial 


|director of ADVERTISING AGE, as- 


serted today. 


But that time won’t come, he | 


said, until broadcasters devise 
“some reasonable method of guar- 
anteeing the size of an audience, so 


that all advertisers in a week, let’s 


say, would get approximately the 


same amount of exposure for their | 
|will command “a special appeal 


commercial messages.” 

Addressing the Michigan Broad- 
casters Assn., Mr. Bernstein fore- 
saw eventual departures from the 


of these horribly artificial bonds 
and do some honest-to-goodness 
local programming,” he said. 

“I visualize a time when local 
stations will have their own teams 
in a variety of sports and their own 
dramatic stock companies.” The 
basketball players might not be as 
good as the professionals, and the 
actors may not match the best! 
Broadway casts, he said. But they | 


and a special pull on the heart- 
strings that no non-local material 
can duplicate,” he added. # 
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the richly prospering, 


The Packer’s pages. 


HOW IS THIS FOR BUYING POWER? 


7 Figures compiled from a current survey 
, of 15 key growers-shippers in the Red 
River Valley of the North, on equipment 


a 
~ th. 


i and supplies bought or purchases in- 
- "=, fluenced: 
“5 MECHANIZED UNITS AVERAGE PURCHASES 
: 4 MADE OR INFLUENCED 
TRACTORS 40 
TRUCKS 59 
SPRAYING/DUSTING 31 
FERTILIZING 52 
SUPPLIES—Value YEARLY AVERAGE 
ny TrOCtbeNes ......5...ssseceesenncsevans $ 5,679 
 Semagied ~ciidjocbapalgdent domcmialeddla $12,536 
A $22,500 
Seed Potatoes ........... ...$14,071 


For full details, write The Packer for folder, 
“Remember the Red River Valley.” 


“on rubber. 


"year 


acres—but 
total of 161,230 acres! 


Remember the Red River Valley—of the North— 
highly mechanized 21-county 

tato-growing area of North Dakota and Minnesota! 

ere, where choice Red River Reds, Whites and Rus- 
sets grow, folks farm big—and buy big! From years of 
selling through The Packer, they have learned to buy 
confidently the equipment and supplies advertised in 


Can you—if you manufacture farm vehicles, ma- 
chinery or equipment—ignore quotes like these from 
a recent survey of Packer subscribers? 

. owns $100,000 worth of farm machinery, all 
(25-year Packer reader) 
. has $150,000 in farm machinery on rubber, 

Go every 3 to 5 years. 

(25- -year Packer reader) 

“... firm spends $50-$60,000 a year on new equip- 
ment or replacements...” 

(15-year Packer reader) 

ae: vat least $30,000 in farm machinery a 


Or, the fact that the survey of 15 key Packer sub- 
scribers—among the 268 in the Valley, averaged gas 
and oil purchases of over $9,343 yearly! 


Yes, remember the Red River Valley’s huge buying 

wer—and that the best way to reach the Valley’s 
Pil fluential buyers is in the pages of The Packer. The 
key growers and shippers read it regularly: of the 15 
surveyed, one had been a subscriber 50 years, another 
40 years—the average readership for the group was 
28.3 years. In The Packer, your product is presented 
favorably, weekly, to not only the 268 subscribers but 
also to their friends throughout the Red River Valley 
through readers’ recommendations. For example, the 
15 key men surveyed actually farmed a total of 35,290 
influenced purchasing decisions on a 


Bag plus profits in this “big potato” market, by 
promoting your product in the pages of The Packer— 
your favorable introduction or reminder to the key 
men in growing, shipping and marketing in the Fresh 
Fruit and Vegetable Industry throughout America. 


(29-year Packer reader) 


| the 


| Edward Petry & Co., 


‘Vancouver Sun’ Boosts 
| Lecky, Toogood, Comrie 

The Vancouver Sun has named 
| John MacD. Lecky to the new post 
of marketing director, with respon- 
sibilities for ad- 
vertising, circu- 
lation, promo- 
tion and public 
relations. A di- 
rector of Sun 
Publishing Co., 
Mr. Lecky has 
been advertis- 
ing manager for 


the past nine 
years. J. W. 
Toogood, for- 


John MacD. Lecky merly manager 
of general ad- 
vertising, Pacific Press Ltd., and 
assistant advertising manager of 


Sun, was named advertising 


J. W. Toogood James F. Comrie 


manager in charge of all branches 
of the advertising department. 

Mr. Toogood is succeeded by 
James F. Comrie, formerly his as- 
sistant, as manager of general ad- 
vertising. 


Two to Management Magazines 

Thomas F. Mortell, formerly 
with Newsweek, has joined Man- 
agement Magazines Inc., New 
York, as director of sales develop- 
ment, a new post. Arthur W. Mur- 
ray, formerly with Geyer-McAlI- 
lister Publications, has joined the 
Chicago sales staff of Management 
Magazines. 


Petry Appoints Two 
William P. Bee, formerly with 


| Weed Television Corp., has been 


named a tv account executive of 
New York, 
radio-tv station representative. Pe- 
try also has named Richard G. 
Cruise, formerly with KHJ-TV, 
Los Angeles, a tv salesman in its 
Los Angeles office. 


Connecticut's 
BIGGEST 
Household 
Spending! 


Where? In all-by-itself New 
London, leading ali Conn. cities 
of 25,000-or-over population in 
all these buying categories: 


New London 
Sales Per Household 
Total Retail ........$8922 
a si 
Apparel ......22..-$ 738 
Furn-HH-App! .......$ 669 
Lumb-Bidg-Hdwre ....$ 510 

(SM ‘59 Survey) 
Give your sales a surge ir. this 


66,547 ABC City Zone... 98% 
covered by its only local daily. 


Che Bay 


NEW LONDON, CONNECTICUT 


National Representatives: 
GILMAN, NICOLL & RUTHMAN 
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does your advertising 


please everybody... 


except 
the dealer’ 


ET’s FACE 1T—the best ad campaign in the world 
can’t live up to its promise without the enthu- 
siastic support of the dealer. Fortunately, dealers are 
a reasonable bunch. All they ask in return for their 
support is a good product and good promotion. They 
say advertising should have some local flavor...that 
somewhere it should focus attention on the dealer by 
linking him directly with your product. If this link 
is missing, it’s just another ad campaign to a retailer. 
An effective local link: reflectorized highway dis- 
plays. 

Highway signs by National Advertising Company 
deliver a reminder message for your product or serv- 
ice—and can show the consumer where to buy locally. 
It is a proved way of maintaining local top-of-the- 
mind awareness and desire for your product or service. 

There are other reasons why reflectorized highway 
displays by National Advertising Company deserve 
consideration. Here are some of them. 

A NATION ON WHEELS 
The highway display delivers your message at a key 
time—when the customer is on his way to the store. 
It is a medium that offers you more than 90% cover- 
age of your market...with 10 exposures per prospect 
per month on the average. The growth of the suburbs 
with their above-average-income families has literally 


6850 South Harlem Avenue 


NATIONAL ADVERTISING COMPANY 


Subsidiary of Minnesota Mining & Manufacturing Company 
Sales and Service Offices in 27 Cities Coast to Coast 


put the nation’s shoppers on wheels! 

LOW COST PER THOUSAND 
Reflectorized displays rank with the lowest on cost 
per thousand exposures. But cost: per thousand im- 
pressions is even more significant, because independ- 
ent research establishes a readership of 42% . 

A SELLING DISPLAY NIGHT AND DAY 
One-third of all highway travel is at night. But the 
message is never blacked out, because National 
Advertising Company displays are reflectorized. Dur- 
ing daylight, the message is carried in full color. 
At night, car headlights bring the displays to life, 
still in full color, illustrations and all. 

ONE CONTACT FOR NATION-WIDE SERVICE 
National Advertising Company is the only organiza- 
tion that offers complete highway display service from 
coast to coast. One call does it all. We secure loca- 
tions...create and erect signs...inspect, maintain 
and repair on a regular basis. 

FULL AGENCY COMMISSION 
These highway displays are subject to agency com- 
mission. 

Get the facts today. Send for the full color, 8-page 
booklet that describes our reflectorized highway dis- 
plays and services for agencies. 


Bedford Park, Illinois 


DAY ano NIGHT 


Some of the famous names 
that are sold on 
reflectorized dieplays: 
Marlboro « Pennzoil 
Hartford Insurance 
New York Bell Telephone 
Ralston-Purina » Amoco 
Pittsburgh Paint 
Coca-Cola 
Howard Johnson 
Shell Oil - Alcoa 
State Farm Insurance 
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Ever Meet a Census Taker ? 


He’ll hit East Boston airport at about 8:30 A.M., hop a cab, and head for a certain 
industrial area in Hyde Park. He has it marked off on that street map he’s holding. 


What’s he up to? Good question. This is Hugh Britton, who directs McGraw-Hill 
Census of Manufactures. At the moment, he’s about to embark on a “‘block test.”’ He’s 
going to check every plant in that circled area. He’ll make sure each one is right where 
it’s supposed to be . . . not moved, sold or inactive. He’ll match up his own meticulous 
records for company size, worth, key personnel, every single product. And more often 
than not, in other key cities, you'll find a McGraw-Hill Research Department field 
investigator making similar ‘‘block tests,’ auditing these figures. 


This is unusual, a private census . . . in fact, the largest private study of American 
industry there is. It’s devastating in detail, utilizes the accepted SIC base, refined to 
a 5th digit. It runs down every manufacturing plant of 100 or more employees, 20 or 
more in some vertical industries. All in all, it covers the plants that do 91%, of capital 
spending. Unlike Uncle Sam’s census, which is static and for the record, the McGraw- 
Hill version is continually maintained, constantly updated. And, it goes a significant 
step further—if a plant manufactures two or more kinds of products, it is classified 


under each proper code. 


Timeliness is its richest collateral. It’s a day-to-day working tool around here. We need 
it to be absolutely sure McGraw-Hill publications are always marketed to the right 
people in the right places. We use it to plot circulation potentials and audience buying 
capacity. We depend upon it for profitable subscription operations. 


It works because many conscientious men and women work hard to make it work... 
checking every available, reliable data source, cross-checking, consulting local cham- 
bers of commerce, studying daily field reports, making more than 200,000 survey mail- 
ings a year. It works for you, too, whether you know it or not. And surprisingly well. 
For when you advertise in McGraw-Hill publications, the industrial best of Boston 
(and every other city) comes to you. 


. cGraw- Hill 


wv“ FUSBS LI CATION &G 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


More than a million key men in business and industry pay to read McGraw-Hill publications 
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TOPEKA has 1 TV Station... 


° oT is it 


WIBW-TV SATURATES TOPEKA 


and provides the ONLY good signal in a 100,000 TV HOME AREA! 


Serving All Day...Any Day...a total of 226,850 TV homes in 38 rich Kansas counties. 
Survey-Proved WIBW-TV TOPS ALL COMPETITION. 


WIBW-TV — CBS, NBC, ABC — Channel 13 — TOPEKA, KANSAS 


(Division, Stauffer-Capper Publications) 
REPRESENTED BY AVERY-KNODEL, INC. 


Advertising Age, September 21, 1959 


Judge's Ruling 
Lays Advertisers 
Open to Litigation 


(Continued from Page 3) 
some 9,000 licensed food stores, 
plus some 700 chain stores in this 
area under the court’s jurisdiction. 

In his ruling, Judge Campbell 
said that retail and wholesale gro- 
cers in the case were adequately 
identified, and that they adequately 
represented their two classes in the 
grocery field. 

The judge wrote that the joining 
of other grocers earlier in the suit 
would have “served no_ useful 
purpose,” and that he felt the “time 
is now ripe for the intervention of 
| all wronged parties.” 
| Harry H. Henry, one of the attor- 


DAILY CIRCULATION 
NOW 125,08 


MAY AVERAGE — 
NET PAID 


GRAND RAPIDS 
I 


} 


about the 


BILLION DOLLAR 


WEST MICHIGAN MARKET 


When your sales program calls for advertising 
pressure in Michigan, keep two key points in mind: 


The true Grand Rapids market is greater 


THE RETAIL SALES PICTURE 
IN WEST MICHIGAN 


than any city or county. It actually Metropolitan 23-county 
spreads over 23 West Michigan counties— Goond Repite Sees 
an area accounting for retail sales of over Retail Sales $423,021,000 $1,095,848,000 
one billion dollars, according to Sales Food Sales 102,786,000 285,904,000 
Management’s Survey of Buying Power. Eating and oe . ws ioe 
The Grand Rapids Press is the one adver- ywcomer me ae paysite 
tising medium met can give you oltective Sieieilteee weacets pores 
coverage in this entire area—reachin “? 
9 out of 10 homes in metropolitan Gran Housshold-Appl. 20,906,000 56,080,000 
Rapids and almost 4 out of 10 homes in Automotive 71,868,000 201,404,000 
all of West Michigan. Gen’! Merchandise 65,691,000 125,243,000 
: Gas Stations 35,566,000 101,353,000 
Whether you're interested in product testing . . . Lumber—Bldg.— 
utilizing the impact of spot color . . . or simply Hardware 31,218,000 101,868,000 
covering your market effectively and cooncantoalt , Drug 21,261,000 44,520,000 


The Press is your best advertising buy in Western 
Michigan. 


A Booth Michigan Newspaper 


SOURCE: SMSBP May, 1959 


The “TOTAL SELLING” medium is your Daily Newspaper 
THE GRAND RAPIDS PRESS 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 e@ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 


neys for the grocers, told ADVERTIS- 
inc AGE that other food manufac- 
turers who advertised in Woman’s 
Day may be sued at later dates. Mr. 
Henry also pointed out that drug 
stores, department stores and other 
retail outlets which sell food and 
drug products also could presum- 
ably enter the case and claim 
damages. 

The major issue still to be de- 
cided by Judge Campbell, Mr. Hen- 
ry said, is the amount of damages 
to each of the grocers. He guessed 
that the court might establish a 
formula based on sales volume, 
etc., for the awarding of monetary 
damages. 

In answer to a question frorn AA, 
Mr. Henry said that other grocers 
in other areas of the U.S. could file 
similar suits against the same food 
manufacturers. 


s The new suit filed against the 
seven other food manufacturers 
is nearly identical with the original 
suit except that A&P and Woman’s 
Day are not named as defendants. 
The suit charges the food makers 
with violations of anti-trust laws 
because of their advertising in 
Woman’s Day prior to last October, 
as it was then owned by A&P and 
distributed exclusively in the A&P 
stores. 

The suit charges that the defend- 
ants bought advertising in the 
magazine but did not make propor- 
tionately equal payments or con- 
siderations to stores competing 
with A&P. The giant food chain 
sold Woman’s Day to Faweett 
Publications last October (AA, 
Oct. 6, 58), and the magazine has 
since been distributed outside of 
A&P stores. 


= In a decision two years ago, 
Judge Campbell dismissed the suit, 
ruling in a 111-page decision that it 
was not discriminatory for Gener- 
al Foods, Hunt and Morton Salt to 
advertise in Woman’s Day (AA, 
July 29, 57). He also ruled that 
A&P and the magazine were not 
liable. 

The appellate court upset Judge 
Campbell’s decision by deciding 
that the companies had violated 
anti-trust laws, but the appeals 
court agreed that Woman’s Day 
and A&P should be dropped from 
the case. The appeals court re- 
manded the case to Judge Camp- 
bell, asking him to determine if it 
was a class suit, and to decide 
extent of damages. # 


S.F. Newspaper Strike 
Ends After 62 Hours 


A strike against the three daily 
newspapers in San Francisco— 
the Chronicle, the Examiner and 
the new News-Call Bulletin— 
ended Sunday, Sept. 13, six and 
one-half hours after it began at 
8 a.m. The striking San Francisco- 
Oakland Newspaper Guild accept- 
ed a new contract which included 
$5 to $16 weekly wage increases in 
three steps over a 30-month per- 
iod. 

The old contract expired March 
26. 


Shulton Promotes Hickling 


John H. Hickling, formerly ad- 
vertising coordinator of the inter- 
national division of Shulton Inc., 
has been promoted to manager- 
Latin American administration, a 
new position in the division. 


MENSION 


3 Dimension ideas 

with a 2 dimension 
budget? Call your 

Screen Processor! 

Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE © SPPA 
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There is no chestnut more overworked than the critical whinny: “Advertising sells people things they don't need” 
We, as one agency, plead guilty. Advertising does sell people things they don’t need. Things like television 
sets, automobiles, catsup, mattresses, cosmetics, ranges, refrigerators, and so on and on. 

People really don’t need these things. People don’t really need art, music, literature, newspapers, historians, 
wheels, calendars, philosophy, or, for that matter, critics of advertising, either. 

All people really need is a cave, a piece of meat and, possibly, a fire. 

The complex thing we call civilization is made up of luxuries. An eminent philosopher of our time has written 
that great art is superior to lesser art in the degree that it is “life-enhancing.” Perhaps something of the 
same thing can be claimed for the products that are sold through advertising. 

They enhance life, to Whatever degree they can. Indeed, that is the purpose of our unique and restless 
economy. It is fundamentally devoted to the production and distribution of things people don’t need. Among 
them are toothpaste, electricity, outboard motors, artificial satellites and education. 


Without advertising that economy cannot exist... Young & Rubicam, Advertising 


People don’t really need art, 


music, literature, newspapers 
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Advertising people help even in the development of 
a product. They invent product names, design pack- 
ages, suggest pricing and selling methods, advise in 
many other ways before the product is introduced. 


New York Life Presents the 38th in a Series of Advertisements to Help Guide Young People to a Better Future 


oe 


When the product is finally ready for market, the 
agency creates advertising which best presents the 
product’s benefits to the public. This joint effort 
involves writers, artists, TV producers, many others. 


Hels 


Meanwhile, specialists decide which media (TV, 
magazines, newspapers, etc.) should carry the adver- 
tiser’s message—present the advertising to as many 
potential buyers as possible, and at the lowest cost. 


SHOULD YOUR CHILD GO INTO ADVERTISING ? 


pee often ask me what the advertising business is 
really like. 
To begin with, it is seldom as “*glamorous” as it has 
often been portrayed in novels, movies and TV shows. 
Actually, advertising is a serious, sober business—the 
business of applying talent, time and money to the job 
of keeping sales moving and the economy alive. 


Let's suppose that a great new product has been de- 
veloped and it is your job to introduce it to the American 
people. 

You don’t just dream up a slogan. It takes skill, cre- 
ativity, teamwork and long, patient effort on the part of 
dozens, perhaps hundreds, of specialists to produce ef- 
fective advertising. 

First, the product is pre-tested among consumers to 
make sure it fills a real need arid is acceptable to them. 
Then various advertising campaigns are prepared and 
examined in an effort to find the single, most dramatic 
and convincing selling theme. Meanwhile, media spe- 
cialists deliberate on how best to deliver the message. 
Should it appear in national magazines or local news- 
papers ? Star-studded TV shows or radio “spots” ? Should 
you combine these media and others to boot—outdoor 
posters, car cards and the like? 


Month after month, you and your associates work to 
develop and test the campaign. Finally it is launched 
from coast to coast and you await the results anxiously. 
If the product moves according to expectations, fine. If 
not, it may mean going “back to the drawing board” 
and starting the grueling process all over again. 


Interesting and Exciting 


To my mind, advertising is one of the most interesting 
and exciting occupations in the world. Its chief product 
is ideas, and ideas are wonderful things to work with. 


Recently a veteran of the business—a man who works 
long and hard at his job just because he loves it—said 
this: “I believe that advertising, the business of selling in 
the face of competition, is one of the most stimulating 
ways ever invented to make a living.” 

| agree with him one hundred percent. I wouldn’t give 
back a minute of my forty-four years in the field. And I 
would willingly recommend it to young people with the 
right qualifications. It offers big horizons, big rewards, 
big dreams. 

Role in the Economy 


The vital role that advertising plays in our American 


economy has long been recognized. Just as the assembly 
line makes mass production possible, so advertising gives 
rise to mass consumption. By holding up an image of a 
better, fuller life, it stimulates the demand that keeps our 
factories rolling. 

New York City can testify to what would happen to 
our economy without advertising. For days and days, 
most of its newspapers were closed down by a strike a 
while ago. 


The impact on business in the city was dramatic. De- 
partment stores’ receipts fell twenty-five percent. The 
sale of used cars dwindled. So did applications for jobs. 
Theaters were almost empty. 


When people were asked afterwards, ““What did you 
miss most in not having your newspaper?” forty-two 
percent replied, ““The ads.” 


Aids Many Public Causes 


Advertising is more than a tool for selling goods and 
services. It is a weapon for defending our free, demo- 
cratic institutions. 


Take, for example, what happened during World War 
UJ. Under the aegis of the War Advertising Council, a 
group representing all elements in the field, over 150 
campaigns were run for the government—free—to get 
people to buy war bonds, save fats, plant victory gardens 
and do other patriotic things. Every one of these cam- 
paigns was a success. 


Since then, advertising has been equally effective in 
the public interest. The Advertising Council (as it is now 
known) has run successful campaigns on everything from 
traffic safety and mental health to the need for better 
schools and anti-polio inoculations. 


Offers broad opportunities 


You'd like to know What the prospects are for a young 
person in advertising today? To commence, let me tell 
you that advertising is a fine, healthy business. 


It is really amazing how it has grown. In 1945, the 
total outlay for advertising in the United States came to 
$2,874,000,000. Now it is nearly $11,000,000,000. By 
1965 we expect it to exceed $15,000,000,000 a year! 

One hundred and fifty thousand persons are now 
working in the field. In another ten years the number 
should be 250,000. 


This means that advertising will continue indefinitely 
to need many new people. It is estimated that a minimum 


of 15,000 jobs must be filled each year. 


These jobs are in four areas. There are, first, the adver- 
tising agencies, 5,063 of them at last count. It is they who 
create the majority of advertisements we see and hear. 
In this they act for advertisers who have engaged them. 
These agencies maintain creative, research, media and 
marketing staffs that are at the advertisers’ call. 


Next are the advertisers, big and small, manufacturers, 
retailers, utilities and others, all over the country. They 
pay for and have the ultimate control over the advertis- 
ing that the agencies produce. Sometimes, as in the case 
of most department stores, these companies prepare ad- 
vertising themselves. 


The third category comprises media: the magazines, 
newspapers, outdoor poster companies, TV and radio 
stations and networks who are anxious to sell space and 
time to the advertisers. The TV and radio people—and 
I’m including the special “‘package producers” among 
them—create most of the programs that go on the air. 


Last are the advertising suppliers. They include print- 
ers, typographers, lithographers, engravers, photogra- 
phers and others who help in the preparation of ad- 
vertising materials. 


Talents of all kinds welcome 
What kinds of jobs are available in these various areas? 


The greatest assortment conceivable. A young person 
who wants to write can have a field day in advertising. 
He can do magazine and newspaper ads, TV commer- 
cials, car cards, pamphlets, mailing pieces, sales letters. 
And lots more besides. An artist can run the gamut from 
oil painting to cartoons. Or he can become an art 
director who designs ads and has other artists illustrate 
them. A person with theatrical talent can develop TV 
and radio shows. Musicians can find places, too. 


There are positions for researchers, statisticians, mar- 
keting and merchandising experts, psychologists, public 
relations men. For media specialists and sales experts. 
For layout and printing production men. For business 
administrators, accountants, secretaries and clerks. For 
smart, personable young people who can work their way 
up to be liaison officers between advertising agencies and 
their clients. Account executives we call them. And, of 
high priority, for young people of vision and versatility 
to become advertising managers. 

Are the best jobs only for men? 


Certainly not! Women are more than welcome in all 
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Next step is for agency account executives to present 
the recommended campaign to the client for approval. 
Because advertising is such an important selling tool, 
this decision involves the client’s top executives. 


echelons of the advertising world. I know women who 
are ranking copy chiefs, art directors, TV producers, 
research directors. Many women have risen to be 
top agency executives or advertising managers of multi- 
million-dollar corporations. 


Actually, the opportunities for advancement are ex- 
cellent for anybody with ability. In no other business is 
talent recognized so quickly. A gifted young man ten 
years out of college can often make $20,000 a year. At 
age forty-five, a top-notch person may be earning 
$40,000. Or more. 


It is difficult in a field so extensive as this to set forth 
a comprehensive salary scale. I can cite a few sample 
figures, though. 


Not long ago, an authoritative trade magazine made 
a study of 212 advertising agencies to ascertain the sal- 
aries they were paying. It found that in agencies placing 
over $10 million of advertising a year, senior copywriters 
were paid from $10,990 to $14,200 a year. Account ex- 
ecutives were getting from $11,000 to $14,970, supervis- 
ing account executives from $19,500 to $26,500. Re- 
search directors averaged just over $18,800, directors of 
TV departments about $23,000. In the “command ranks,” 
executive vice presidents were drawing up to $62,000 a 
year, heads of agencies as high as $110,000. 


Another study showed that salaries of advertising 
managers in industry ranged from $7,000 to as much as 
$76,000 a year. 


Incidentally, many advertising managers have grad- 
uated to the presidencies of their companies. Some have 
gone beyond that. A man I know recently rose through 
advertising to become President of one of the nation’s 
leading corporations and then Secretary of Defense. 


Pressures can be great 


The satisfactions that may be derived from a life in 
advertising are many. You are likely to associate with 
prominent men in industry, broadcasting, and the press. 
You face new, challenging problems every day and you 
can be as creative as you wish in solving them. You 
constantly have a chance to do a real sales job—learning 
what millions of people want, why they want it, and then 
figuring out the most persuasive means of selling its 
benefits to them. You continually enjoy the zest that 
comes from meeting and beating tough competition. 


In short, advertising can be an enjoyable career—for 
those who are mentally and temperamentally suited for 


researchers then interview consumers to learn their 
reactions to both the product and the advertising. 


it. However, as in any other business, art or profession, 
there are some who, perhaps lured by false visions of 
making untold money at a “glamorous” career, just 
don’t belong. And most of them are pretty unhappy. 


ABOUT THIS AD... 


For over seven years, New York Life has 
been presenting articles like this to help par- 
ents and their children plan for the future. 
This particular message appears in The Sat- 
urday Evening Post, Sept. 26; Life, Oct. 19; 
Scholastic, Oct. 21; Look, Oct. 27. It is re- 
produced here because of the special interest 
it may hold for advertising people. As noted 
in the column at the right, this article is 
available in booklet form without charge. 
Quantity reprints can be requested by any 
advertising organization or department. 


A job in advertising is no sinecure. The hours are long, 
the demands many, and the pressures great. 


Anonymity is the painful rule. Few people on the out- 
side will ever know who wrote the slogan that all Amer- 
ica repeats. Rather than public applause, ad men are 
more likely to hear private criticism. Everyone thinks he 
knows better than the professionals how a campaign 
should be handled. 


It is no occupation for the man solely concerned with 


PHOTOS BY DAN BUDNICK 


The product is finally offered nationally, and the true 
test of advertising begins—at the point of sale. Both 
agency and client check sales frequently to determine 
how well the product is being accepted by the public. 


by Paul B. We st President, Association of National Advertisers, Inc., as told to Donald Robinson 


finding security. Men quite often move from one job to 
another. However, I have known some men who have 
remained happily with the same organizations for thirty 
years and more. 


Calls for Imagination 


Now, I'd like to mention some of the traits that a young 
person should have to make a career in advertising. I 
feel that a boy (or girl) should be imaginative, quick- 
thinking, and have a bent for solving problems. He 
should like ideas for their own sake, and all kinds of 
creative activity. He should have a wide range of inter- 
ests. He should enjoy working hard under pressure. 
Above all, he should like people and be curious as to 
what makes them tick. “Why” should be a favorite 
word with him. 


A college education will be a help. Most employers 
prefer to hire college graduates. Not that a degree is 
imperative. Many men have achieved success who never 
got closer to college than a football game. They learned 
by experience. 

Boys and girls who do go to college would be wise to 
take liberal arts courses, with emphasis on English, lit- 
erature, history and sociology. Plus some classes in ad- 
vertising, marketing and economics. 


If your child is interested in advertising, let him re- 
member this. It is a career he can be proud of and one 
that can give him the gratification of knowing that he is 
contributing to the growth of our economy. 


Booklets available on many careers 


This article is available in booklet form without charge. Also avail- 
able are: a list of similar articles on thirty-seven other careers which 
you may send for, and the helpful, informative booklet, ** Planning 
a College Education.” We'll be glad to send you any or all of these 
on request. Just drop a postcard to: 


New Yor k Life Insurance Company 


Career Information Service 


51 Madison Avenue, New York 10, N. Y. 


The New York Life Agent in Your Community is a Good Man to Know 


COPYRIGHT 1900, NEW YORE LIFE INSURANCE COMPANY 
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Mercedes-Benz Sales Boosts 3 

| Mercedes-Benz Sales, South 
| Bend, Ind., has promoted Heinz 
| Waizenegger, sales training direc- 
| tor, to sales manager for Auto Un- 
| ion-DKW products. R. A. Baldwin, 
|formerly administrative manager 
of the sales division, has been ap- 
pointed sales promotion manager 
| for both Mercedes-Benz and Auto 
Union-DKW products. 
/Swarm, formerly an assistant to 
| the corporation’s president, has 
| been named Mercedes-Benz truck 
| and bus sales manager. 


REAP 


MORE 
SALES Mmmm 


in FRENCH CANADA through CONCENTRATION in LA PRESSE 


Largest Circulation and Best Distribution. 
Most Influential French Newspaper in Quebec Province. 
Lowest Milline Rate. 


LA PRESSE 


HEAD OFFICE: MONTREAL, CANADA U.S. REPRESENTATIVES: SHANNON & ASSOCIATES INC. 


THE GREATEST SELLING FORCE IN FRENCH CANADA 


Lever Buys ‘Mr. Lucky’ 

Lever Bros. Co., New York, has 
| signed to sponsor, for Dove and 
| Handy Andy, a new half-hour ad- 
'venture series, “Mr. Lucky” on 
| CBS-TV, starting Oct. 24 at 9 p.m., 
|EDT. The series will star John 
Vivyan as “Mr. Lucky,” a profes- 
sional gambler. The Lever buy was 
made through Ogilvy, Benson & 
| Mather. 


Even the marshall bit the dust on the night of August 15th! The night 
that WGN-TV telecast the game between the Chicago White Sox 
and the Kansas City Athletics. / This illustrates again how WGN’s 
policy of programming for Chicagoans pays off in top audiences 


—a policy which continues to bring results to our advertisers. 


; TIME: 9:00—10:00 P.M. (ARB Rating) § TIME: 10:00—11:00 P.M. (ARB Rating) x 
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’ oo eee a 3.7 8 CHANNEL 9 


see ee eee eee eee eee at =f) NN. Michigan Avenue « Chicago 11, Illinois 


Walter J.) 


Advertising Age, September 21, 1959 


ALEXANDER STOLLEY, vp of Farson, 
Huff & Northlich, Cincinnati, has 
been named to the new post of exec 
vp of the agency. He has been with 
Farson, Huff nine years. 


Campbell Soup 
Precodes Cans to 


Ease Retail Pricing 


| CAMDEN, N. J., Sept. 15—Camp- 
| bell Soup Co. has developed a sys- 
| tem for price coding its own soup 
cans to ease the hand-stamping 
burden on retailers, thus to accel- 
erate shelf stocking and reduce op- 
erating costs. 

The company is stamping “TOM” 

at one end of all cans of its 1959 
tomato pack. The cans will go 
right on to the shelves without 
further marking. When they get 
to the check-out counters, the 
checkers will check the price of 
“TOM” on the list above the cash 
| register. 

Campbell’s plant in Sacramento, 
Cal., is employing the same tech- 
nique, using “#1” to identify a 
lower price vegetable soup and 
“22” as a higher price soup with 
meat. Campbell says it expects it 
will code all of its canned soups in 
this manner before the spring of 
1960. + 


Stenhouse, Cobb to NFO 

Wallace J. Stenhouse, formerly 
| advertising sales vp for Western 
| Family, and Harold M. Cobb, for- 
merly in sales and research capac- 
ities with Reach, McClinton & Co., 
Needham, Louis & Brorby, and 
WBB\MM, Chicago, have joined Na- 
tional Family Opinion Inc., Toledo, 
consumer market research organi- 
zation. Mr. Stenhouse is national 
representative handling special 
creative contacts, a new post; Mr. 
Cobb is in charge of the Chicago 
| area territory. 


Young Names Shauer, Adds I 
Don Shauer, previously on the 
sales staff of the San Francisco 
| Examiner, has been named an ac- 
count executive in the San Fran- 
cisco office of Adam Young Co., 
| radio station representative. Young 
| Television Corp., affiliated tv sta- 
tion representative, has been 
named to represent KNTV, San 
| Jose, Cal., formerly handled by 
Weed Television Corp. 


Who BUYS? 


In the hotel- 

motor hotel field, 
the manager makes 
over 88% of all 
buying decisions. 
8154 hotel and 
motor hotel managers 


HOTEL MONTY 


Chicago 3, Ill. 
a Clissold Businesspaper 
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Of the top ten markets 


in the United States. 
nine are cities... but 


i 


MARKET | 
POPULATION* P 
is number seven for one 


1. New York 14,521,000 | reason—the unique circulation of the Des Moines 


Register and Tribune. These are not just city papers 


7: Los Angeles 6,476,700 —but are statewide, read by 70% of the whole state of 


lowa (population 2,747,300). Not only are they the 


3 Chicag 0 6, 430,700 “hometown papers for the whole state of lowa,” the 


Register and Tribune reach a higher percentage of the 


4 Philadelphia 4 390 700 population than any other paper in any other of the 
; , ; 


nine leading markets. Markets, as you know, are not 


e a matter of geography, but rather of people — so in 

5. Detroit 3,909 800 preparing your next schedule, remember the Des 
Moines Register and Tribune cover America’s 

6. Boston 3,041 200 SEVENTH market. . . . For more information call 


Scolaro, Meeker & Scott or Doyle & Hawley. 


7. 1OWA 2,747,300 


8. San Francisco 2,742,700 Des Moines 
9. Pittsburgh 2,410,000 REGISTER anv TRIBUNE 


10. St. Louis 2,065,200 


*SALES MANAGEMENT’S SURVEY OF BUYING POWER 


350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 
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"SPORT BRINGS OUT THE BEST IN PEO 


BRUCE DAVIDSON 


KE the types in the Snipes above. They represent 
the fastest growing quality market in America—the 
families for whom sport is an essential of family well- . 
being, a way to recharge their spirits for the demands 
of successful living today ... In five years, the number 
of U.S. families with $10,000 incomes and over has . 
doubled. SPORTS ILLUSTRATED’s circulation has also 
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doubled, from 450,000 to 900,000. And the SI median 
‘family income figure remains virtually the same—still 
ithe highest of any U.S. weekly that is read by the 
whole family ...The big trend in U.S. life today is 
toward the active life—of pitching in and looking at 
and knowing about sports. You’ll find the leaders of 


this life are the readers of SPORTS ILLUSTRATED. 
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DERG Sealy Promotion Tells of 
$400,000 Mattress Contest 
Sealy Inc., Chicago, will break 
announcement of a Sealy Posture- 
pedic mattress $400,000 contest in 


lawns 1 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. j 
FORE it hoppens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


Tenth, Kansas City,Mo. 


ty 


color page ads also will run in 
| October issues of Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal and True Story. 

Prizes will be awarded on an in- 
dividual store basis and grand 
prizes, 52 complete vacation trips 
for two to Miami Beach’s Fontain- 
bleau Hotel, will be presented on a 
state basis, a winner in each state 


iri “tisw! 100 Bush 
St Jackson St 


Life Sept. 21. The campaign full- | 


ee es . ees 
jo ee, <<) ae Dae 


and two in Canada. The promotion 
has been designed around the se- 
lection of Sealy mattresses by the 
Fontainbleau for the hotel’s new 
addition. J. Walter Thompson Co. 
is the agency for Sealy. 


Relate Industrial 
Ads to Readers’ 
Work, Kanter Says 


Tatham-Laird Exec 
Warns That ‘Pep Talk’ 
Ads Are Unprofessional 


Reliable Closes Its Doors 
Reliable Advertising Co., Logans- 
port, Ind., has discontinued opera- | 
tions. The company was founded in 
| April, 1920. George Berger, head | 
|of the company, said he plans to! 
| move to Chicago to furnish attrac- | 
{tions and entertainment for radio) 
‘and tv advertisers and agencies. | CHICAGO, Sept. 15—Instead of 
| talking to business men in a pro- 


fessional way, “most industrial ad- 


TALENT SEARCH (2itios’ststonims Bontigh coer snc 


SAN FRANCISCO, LOS ANGELES, NEW YORK, CHICAGO, SEATTLE 


-- | vertising sounds like Knute Rockne 
|talking to the team at half time, 
| telling ’em to go out and win one 
| for the Gipper.” 

| This charge was made at the 
| Chicago chapter of the National In- 


SMART MOVE RIGHT.“ AND 


OF YOURS ,J-P... | WANT You Boys 
SPONSORING THAT TO FIND AN 
ADULT WESTERN HONEST- TO -GOODNESS 


WESTERNER TO DO 


ON T-V...’ 
THE COMMERCIALS 4 


| dustrial Advertisers Assn. last 
| night by Donald Kanter, executive 


director of creative research at 
WESTERNER | Tatham-Laird, Chicago. 
TH/S SIDE OF 


TOM MORRIS has been named media 
director and office manager of 
Lennen & Newell, Beverly Hills, 
Cal. He formerly worked in the 
agency’s Seattle office; before that 
he was with McCann-Erickson. 


ing to get programs organized, try- 
ing to sell ideas to superiors and 
co-workers, taking responsibilities, 
sometimes taking a lot of blame. 


® This kind of advertising reflects | ; ; 
an inattentiveness on the part of | % T° gain more of a feeling for the 


| industrial advertisers to the work |J0P situation, Mr. Kanter urged, 


advertisers should try to learn 


more about the ad reader’s or- 


|in, Mr. Kanter said. 

The work situation is as crucial 
|to industrial advertising as the 
people-product situation is to con- 
sumer advertising, he said. 

But Mr. Kanter emphasized that 
industrial advértisers are very shy 
on research about the industrial ad 
reader—his prospect—in his job 
situation. More research is needed, 
he said, to learn about these read- 


ers’ attitudes toward their careers, 
their perceptions of their occupa- 


tional roles and their feelings about 


their professions. 


START 
SCREENING, 


WELL..-AT LAST 
WE’RE DOWN TO 
ouR TWO FINALIS 


| These studies, Mr. Kanter said, 
would acquaint the advertiser with 
some real-life situations that their 
readers are daily involved in—try- 


15,)| GREAT! 


| 
| 
situations industrial ad readers are | 
| 
| 


| ganizational situation, his formal 
| professional training, his executive 
status, his values and his group as- 
sociations. 

Questioned about how an indus- 
trial advertiser can, in one ad, take 
into account all the different work 
situations involved for the many 
readers the ad is aimed at, Mr. 
Kanter said the best that could be 
done is to find common denomina- 
tors and use these in planning such 
ads. + 


William Roberts Moves 
William Roberts Advertising has 

moved to the fifth floor of the 

Banker’s Union Life Bldg., Denver. 


DEPARTMENT 


ur I 


IMAGINE /.. OUR NEPHEW 
WINNING OUT OVER _ , 
124397 ANNOUNCERS. 


POINT WITH PRIDE DEPT. 


HEY! ALPHA DELTA SIGMA, THE PROFESSIONAL ADVERTISING 
FRATERNITY, HAS JUST ELECTED WALTER GUILD (THAT GUY wrt 
THE “G" ON HIS HAT) AS NATIONAL PRESIDENT. 

THIS WILL IN NO WAY AFFECT HIS SERVICES FOR CLIENTS SUCH 
AS SKIPPY PEANUT BUTTER, RICE CHEX, WHEAT CHEX, and 
CORN CHEX, INSTANT RALSTON, FARMER JOHN’S HAMS and BACON, 
MOTHER'S COOKIES, HARRY 474d DAVID’S -FRUIT- OF-THE- MONTH, 
MARY ELLEN’S JAM 4nd JELLIES, TIDY HOUSE PRODUCTS, 


RIVAL DOG FOOD, HEIDELBERG an¢ CaRLING BLACK LABEL BEER. 


v - oy 


THE 


You Get More When You Buy Memphis 


STORE SALES 


oy 


IN MEMPHIS! 


There is no truer current index of general market 
prosperity than Department Store Sales. And 
in this all important measure of a market Mem- 
phis leads the 9 major Southern markets. * 


DEPARTMENT STORE SALES 
January through May, 1959-1958 


RANK CITY % GAIN 
1 MEMPHIS UP 15% 
2 DALLAS UP 11% 
3 HOUSTON UP 10% 
4 FORT WORTH UP 9%, 
5 LOUISVILLE UP 7% 
6 SAN ANTONIO UP 6% 
7 NEW ORLEANS UP 5% 
8 ATLANTA uP 5%, 
9 BIRMINGHAM UP 4% 


*Metro areas in the 500,000 
and over population group. 


Sources: SRDS, May, 1959; 
Federal Reserve Board 
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COMMERCIAL APPEAL 
ss MEMPHIS | 
: PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS : 
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Outdoor is out selling when 
people are out buying! 


Outdoor advertising tells your story to shoppers just mo- 
ments before they buy! And people really respond to your 
Outdoor message. Proof — just listen to R. E. Krings, 
Advertising Manager, Anheuser-Busch, Inc.: 


“There is nothing subtle about the Budweiser ‘Pick a Pair of 6 


Paks’ promotion. Its copy message is direct and powerful; and 


we feel that the media selected to carry this message must fit that 
description, to. 


** Outdoor advertising fits it perfectly. During June and July of 


this year, | suppose almost everyone in the country saw the familiar 
‘Pick a Pair’ girl on posters and bulletins from coast-to-coast. A 
great percentage af them saw her over and over again. 
“Results” Well, the only reason we didn't sell more Budweiser 
was that the supply could not keep up with the demand. And 
Outdoor can take credit far a full share of the laurels.”’ 


= OUTDOO 


It works for all kinds of advertisers ~because everyone gets 
the message when it runs Outdoor. It’s hard to miss 300 
square feet of hard-selling color advertising! Here you reach 
more customers per dollar—and reach them more often- 
than in any other medium. 


Ask your OAI Representative to show you how he can 
help you sharpen the impact of a marketing program with 
Outdoor posters, painted bulletins and spectaculars. At his 
disposal — and at yours ~ are all the research, planning, 
creative and merchandising services of Outdoor Advertising 
Incorporated — the National Sales Representative of the 
Outdoor Advertising Medium. 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, 
New York, Philadelphia, St. Louts, San Franetsca, Seattle 


ADVERTISING 
INCORPORATED 
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The Chemical Engineer wraps 1,000,000,000 packages a year 


Transparent bags for tempting foods, “wraps” big 
enough to cover your car... contributions for con- 
venience and better living made possible by the 
Chemical Engineer and his technology ... 


The Chemical Process Industries are big — spending 
over $50 billion for equipment and supplies, turning 
out over $85 billion in products that range from packag- 
ing materials to pickling acids to paints. In this broad 
spectrum, one essential element—the chemical engineer 
in all his functions. He designs, builds and operates the 
plants . . . develops the processes and the products, 
keeps costs in line. He’s your most critical buying influ- 
ence for raw materials, equipment and services. 


To reach this man and win his brand regard. oly 
one sure way—the new, every-other-Monday Car wn 9 
ENGINEERING — still his 3-to-1 choice in all his fe 
tions. Now he gets it more 
often, reads it more thorough- 
ly ... Starch “Noted” scores 
up 11.3%, “Read Most” 
scores 28.7 % higher, inquiries 
15.5% above 1957's monthly 
issues. Editorial readership 
level up 10%. Circulation at 
record high. CHEMICAL 
ENGINEERING, McGraw-Hill 
Building, New York 36, N. Y. 


Published every-other-monday for Chemical Engineers in all junctions @ @ 
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|which is owned 51% by Nelson;manager of Sponsor, has been;headquarters but now will also|cago. Mr. Wiggers is a past pres- 


Rockefeller. named to the sales staff of Robert | act in an administrative capacity ident of the Chicago chapter of 
Wherever possible, the plant|E. Eastman & Co., New York, ra-|for the company in all other pub- | the National Industrial Advertis- 

uses equipment and _ ingredients dio station representative. lishing activities in the East. ers Assn. 

made in Italy. The Italian water | 

has been treated chemically and’ Howard Promotes Coy Wiggers Opens Own Agency 


| Seven-Up tastes the same here as 
it does in the U. S. Samples are 
|constantly being sent to the U. S. 
for testing. + 


LETTERS with that FOLKSY Touch 


Homey, human, down-to-earth letters 


Howard Publishing Co., Park} Raymond P. Wiggers, formerly | 
| Ridge, Ill., has promoted C. Lynn | director of the industrial division | cin ce a, eee cee 
|Coy from eastern district man-|of E. H. Brown Advertising, Chi- One series 31 years old. Write for cireular. 
ager, a post he has held for four | cago, has opened his own indus- “ ” 

, years, to manager, eastern divi-|trial agency, Raymond Wiggers, | ~~ © 7 = Bott n 
ie Joins Robert Eastman sion. He will continue his sales| Advertising Marketing, with of- | 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 
James H. Fuller, formerly sales| activities from his New York|fices at 221 N. LaSalle St., Chi- | “Reuumenemeeeeeienmete 


(a ee esr sats mae 
SST DELAVALIS CHAMPION 
“tete-ss OF FASTwe CLEAN MILKING 


Oe secrets Oe Levels pateator nad narrow tere iors 


_ ’ a = 7 7 
if ¢ DE LAVAL Bie : 


PREMIUM OFFER—De Laval Separator 
Co., Poughkeepsie, N. Y., is break- 
ing color pages in farm publications 
offering an Eveready searchlight 
with the purchase of a De Laval 
suspender milker. Marsteller, Rick- 
ard, Gebhardt & Reed is the agen- 
i cy. 


Campbell, Seven-Up, 
P&G Brands Move 
% into Italian Market | 


i MILAN, Sept. 15—More American | 
products are moving into the Ital- | 
ian market. 
i” Procter & Gamble introduced | 
} Spice ’n Span here earlier this year | 
(AA, April 27). Seven-Up fol- 
lowed in March. And C2mpbell 
Soup’s new factory at Pa:* a is 
| expected to go into full-scale pro- | 
duction soon with V-8 juice and | 
Campbell soups. | 

Italian agencies are handling the | 
advertising for these products. | 
Item has Spic ’n Span, Radar has | 
Seven-Up and SIRPI is handling | 
Campbell. | 

Even the distribution outlets | 
here are slowly being “American- | 
ized.” Milan now has a total of four | 
supermarkets—all doing a thriving | 
t business. 


Some markets are 
just naturally loaded 


Take Cleveland, for instance. A combi- 
nation of a compact, easy to reach area 
plus a high family income ($7,381) and 
you get a market with 


Retail Sales LARGER than 
any one of 35 entire States. 


| 
s Seven-Up got a big -push here | 
this summer via panels on delivery | 
trucks, display cards in streetcars, 
; outdoor sites lined with posters and 
; store windows decorated with six- 
i packs. The supermarket shelves | 
; were well stocked with the six- 
packs. 
Seven-Up now has achieved dis- 
tribution in 3,000 selling outlets in 
Milan, the first Italian city in 


‘ which it is being bottled. Rome, 
Naples and Genoa are next on the | 
i schedule. The advertising theme is 


: “Piace fa bene” (“It pleases you’’). 
The new Seven-Up plant here | 
has 30 employes, 13 trucks and | 
four small cars. Seven-Up S.P.A., 
the Italian company organized to 
market the drink, has a 49% Ital- 
ian and a 51% American interest. 
One of the major U. S. partners is CLEVELAND 26 ADJACENT 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


American Overseas Investment Co., COMMODITY ae COUNTY couemies omy 
| ) ) 
Total Retail Sales $2,183,389 $1,816,558 $3,999947  ### Whatever 
Retail Food Sales 580,592 479,486 1,060,078 
a rv on ou sell in Greater 
memo: oo Retail Drug Sales 85,464 51,380 136,844 © y G 
Automotive 353,778 337,921 691,699  Gleveland you'll 
100% Coverage Gas Stations 145,825 165,980. 311,805, geumore of it 
Furniture, Household Appliances 113,896 91,658 205,554 Sa ee 
Motor hotels are (Source. Sales Management Survey of Buying Power. May 10, 1959) in The Piain Dealer 
the fastest growing Al thin 4id'* ae Fen ee 7 I 
! part of the aT 
; hotel market — . P 
You cover EVERY And you really sell this market in 
t motor hotel in the U.S. 
ae. The Cleveland PLAIN DEALER 
i THE > 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


HOTEL MONTHLY 


105 W. Adams St. 
Chicago 3, Ill. 


Y a Clissold Businesspaper 


j le ok. emule See aan 5 ee : ; ; 
ais <~ 3 eines eee a a ee - r : 3 a2 - is ; s ae eas : ea eee ae Bs 4 : . 
on: — - = . ay 
é 
; Advertising Age, September 21, 1959 - 
op $12.40 oe | 
EVEREADY i 
— \ 
HAND SEARCHUGHT é 'g : 
Hy im ef ee 
A al i " 4 
ee 
5s gS > = Ee ee oa 
gh ka oe od an ecemaae cae teSicien eS di pi ch 
{ Geamcsstse = yt stee —_, <i 
: __ pea 
: zs ieee 
— E Se 
. | * Poa 
t | 
rss aj : 
ni, - = 
ts > Nes » 
| mh > @ ae 
' me ; 
a eae latlineen att } e 
: « e HN 
: Reus Sh 
Sy: 7 , ae 
f ) : “yy Tih 
a ; D “i es 
4 a 4 . ¢ oe 
Bi . , e 
Fs a. - 
% , -? 
. ’ rT 
s os 
: ee A: = a 
‘es Nie al pes Me  OFe eo 
i . . =" ( y a Sere 
as 3 a ®t, F. % 1 ——— ‘gle Taye 
ra ‘ * i ci Vw, Oe) a 
: ere A aq 
X = Pas 
. 4 ge! he. ‘ ¥ “ 
\g i a . : 
: (VES Sez e 
: Da ; j Re ha 
ir — - i Wes, I@eQ ns ett t 
r ea fii Bets ae 
it ie ee € Ste + ae 
4 ‘ #4! ; ~ ‘ ‘=> sues, eae 
i. - cae. fg 2 es Peg eA, 
eo SOs Se ie Bese 
a 73) sc cis cel ii Ph 
a . ¢ ne ae SS Dihata 5a 
Ni 8 , 
@ Z — (6. | 
. Cuofm: : @ | 
6S, ; g d 
4 ’ 
: OVE => 
| 3 c, 9 > OS | 
: | On QL ey) sy) i 
: ORs, 3 Won — 
‘ @ co, B, es 
Pe ptenaaaee 
@ @ =~ eee 
a 73 (ASR f. ane 
fe 7 PS iis 
ne oy ROY 
"t ey em ut 
L con eS 
bso taaes 
ei ahs 
4 pleted 
“4 
wa ao 
¥ ae 
¥ Ey 
P| ; 
a 
= es 
<a ah . pase ates 
ia Rs alll al aie eG Meee OS Oe SA i al ee eos ek Rea i i ale “a ae RI ped pie as Chie: Ceram at aa de al oe ee ee PB eG Ais ararie Sin eel 7 . F : # = shal ect ae 
pal i ll ve ese os i elie Re tia Bre lie tn ke i ak ee Br re Ball ae ei al eae DEE PE SE ent OG NEE See dean, eae een 2 mere aN go cemen A eae ee : is i Wears Se 
Pee oe are oN Setanta eee by eaeetd Poteet acpi os a Re ae yee tote ie aya eae ae oa oe a ob veo Aaa ONE RS ae ek tea eh TOR Se ae “- 
‘are ot) 
Me ees 
Seria 
ith i ete Bee ae Sey ee eye icky te ae ey ee SPE ea Re Pe er ee eee oS Sn aid apna iste Ree ee a Ceased, fy Put SP eacg Rida Toes wy Sua fad Scie te ae ee ery fe) NOS Ve 
ae es “Sy ee NR FY pan we aetna ek NS ge es aT ok pe EE Ope eT acne it eb eae RN ytd ADs tos oN Cake ee anhs ona De eh eee Ree PRR dens fo 
aie eS. Pe rage Cie Meee eee ee ee MER cee Ngee aay Mg Wee Eni ES Com late Semeur eee Ee OO NE Gee 


56 


EARLE C. ALBRIGHT has been promoted 
to director of advertising and mer- 
chandising of G. Heileman Brewing 
Co., La Crosse, Wis. Mr. Albright, 
formerly the brewery’s merchan- 
dising manager, succeeds Robert P. 
Terry, who resigned to move to the 
West Coast. 


—_—__. | 


Mogul Sees Air 
Media as Small 
Agencies’ Future 


New York, Sept. 17—Advice to} 
the small agency: If you want to| 
expand, get into broadcast media. 

Source: Emil Mogul, who em- 
phasized radio and tv in building 
his agency. 

Place: the League of Advertising 
Agencies. 


s Mr. Mogul, president of Mogul 
Williams & Saylor, said succinctly, 
“The big advertising dollar today 
and in the foreseeable future is in 
television, and to a lesser extent, 
spot radio.” Agency management 
that wants to expand had better 
develop an air media operation 
now. Otherwise, ‘“‘they’ll not only 
miss the boat—they’ll never reach | 
the pier in the first place,” he said. 

Agency managements have to 
realize they cannot grow unless 
they’re “prepared to recognize the 
realities of the current advertising 
picture,” he said. 

“Tv, for all its shortcomings, is a | 
fabulous medium for the advertis- 
er with a product or service that | 
tv can sell best. Today, perhaps, 
the medium is unaffordable to 
many of your accounts. But it’s to- 
morrow, almost literally tomorrow, 
when this obstacle will be cleared.” 

Also, unless agencies have 
knowledgeable broadcast media 
people, “you stand in danger of 
losing business that you’ve been 
nurturing so diligently all these) 
years.” 


® Mr. Mogul thinks that tv tape) 
offers great opportunities for ad- 
vertisers who have not yet used 
tv. 

He also warned that agency 
management has to be ahead of 
the client in every aspect of adver- 
tising. As the client grows, the 
agency must grow with him, “or 
fall by the wayside when a larger 
agency swoops down with preda- 
tory instinctiveness and flies off 
with an account you've nurtured. 

“It’s the old law of survival, and | 
nobody has ever succeeded in re- 
pealing it for the advertising busi- 
ness,” he said. # | 


Katz Promotes Murphy 

Gregory Murphy Jr. has been 
promoted from radio salesman to 
manager of the Atlanta office of 
Katz Agency, national advertising 
representative, succeeding the late 
Keith Byerly. 


Apgar Joins Ideal | 

Robert L. Apgar, formerly with 
Hearst Advertising Service and 
Quigley Publications, has joined 
Ideal Publishing Corp.’s eastern 
sales staff. He will work on Ideal | 
Women's Group. 


GM Broadens the Jurisdiction 
of L. C. Goad, Exec VP 
Detroit, | 


General Motors Corp., - | Mr. De Lorenzo retains his re-| 
has expanded the parteetatian ot | sponsibilities as chief of GM pub-| 
exec vp Louis C. Goad to embrace |lic relations, but now will report 
all of the general staff activities of | 
the corporation. Mr. Goad has been 


|GM in charge of public relations. | 


to Mr. Goad instead of directly to) 
ithe top ranking GM executive, | 


tors automotive, body and assem- 
bly and parts divisions since 1951. 
The expansion of Mr. Goad’s po- 
sition places him between the chief 
executive officer, Frederic G. Don- 


the retirement of Harlow H. Cur- 
tice. Mr. Curtice was president and 


now president of GM, but Mr. Don- 
ner is the chief executive. 


ner, chairman of the board of GM,,; American Mounting Assists 
and Anthony G. De Lorenzo, vp of American Library in Paris 


American Mounting & Finishing 
Co., Cleveland advertising display 
producer, expects to 
|American Library 


several thousand dollars’ worth of d 


exec vp in charge of General Mo-| . nich was the situation prior to|"°” books every year as a result They are Allied Purchasing Corp., 
of a licensing agreement it has| New York; the University of Flor- 
worked out with Scera, a French | jda’s 
executive chief. John F. Gordon is| company. American Mounting has| Richard Meltzer Advertising, San 
licensed Scera to sell its Display- | Francisco, 
Pak in Europe and has agreed to|Co., Newark agency. 


Advertising Age, September 21, 1959 


use all of its royalties to replenish 
the library. Display-Pak is an il- 
luminated display changeable with 
photographic transparencies. 


to stock the| ARF Adds Four Members 
in Paris with The Advertising Research Foun- 
ation has added four members. 


department of marketing; 


and Paul Klemtner & 


Woman’s Day has really been putting on weight! 
The October ’59 issue boasts over 51 advertis- 
ing pages for a walloping advertising revenue 
of *1,050,000. The first ten months’ advertising 


Woman’s Day’s advertising 


revenue now exceeds last year’s by over 50%! 
Something else that’s growing — Woman’s Day’s 
circulation. Since we made the magazine avail- 
able to all stores, it’s really shot up! Average 
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monthly circulation for the 1st half of 59: 538% 
greater than the Ist half of 58. And it’s still 
all single-copy sales! Advertisers are getting a 
healthy circulation bonus. Are you one of them? 


Advertising Age, September 21, 1959 


International Swimming Pool Pulls Plug 
on PR Execs as Sales Reportedly Don’t Rise 


WHITE PLAINS, Sept. 15—Inter-;dle advertising, public relations, 
national Swimming Pool Corp., a| sales promotion and merchandis- 
restless client (it has had tases | ing (AA, Sept. 14). 
agencies in two years), has had a| Management has now decided to 
shakeup in its vaunted communi-| prune costs, and the communica- 
cations division. | tions division seems to be No. 1 on 


ther Williams home swimming | lic relations director, has left the 
pools, set up a large-scale commu- | company. His exit follows shortly 
nications division last year to han-| after the departure of his assistant, 


International, distributor of Es- | the purge list. Dave Lawson, pub- | 


Pete Crowell. 

| Mr. Crowell, formerly with Rud- 
|er & Finn and Printers’ Ink, has 
| Joined John Moynahan & Associ- 


| ates, New York pr company. 


s Others who have left the com- 
pany this summer include Jack 
Long and Fred Edwards, copy and 
art director, respectively, in the 
communications division. They 
have formed their own agency in 
White Plains. 


Richard Wall continues as exec 


vp in charge of the communications 
division. His chief lieutenants now 


are Pete Gorman, ad manager, and | 


Mike Berry, sales promotion man- 
ager. 

According to some reports, 
swimming pool installations have 
fallen short of expectations. # 


Becker to ‘Redbook’ 

Adrian Becker, formerly with 
E. J. Ade Co., has joined the shop- 
ping center merchandising staff 
of Redbook, New York. 


) pages up 21% for October ’59 


©1959, WOMAN’S DAY, INC, 


Woman's Day’s Circulation 
First Six Months Average 1958: 2,705,796 
Last Six Months Average 1958: 3,242,545 
First Six Months Average 1959: 4,147,163° 


*(Publisher’s Statement to ABC) 


WOMAN'S DAY, A FAWCETT PUBLICATION 


Vine ae re 
la 
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| Burgoyne Grocery Index Names 
DuBois VP, Eastern Manager 

H. H. DuBois has been elected vp 
and eastern manager of the Bur- 
goyne Grocery 
& Drug Index 
Inc., Cincinnati. 
Mr. DuBois has 
opened an east- 
ern division of- 
fice at 1405 Lo- 
cust St., Phila- 
delphia. 

Mr. DuBois 
has operated 
his own Phila- 
delphia agency, 
H. H. DuBois 
Inc., for a num- 
ber of years. Earlier he was with 
Hearst Corp. and Curtis Publishing 
Co. 


KTVH Promotes Larsen 

M. Dale Larsen has been pro- 
moted from assistant manager to 
general manager of KTVH, Wich- 
ita, Kan. Mr. Larsen has served as 
acting manager since Howard O. 
Peterson resigned last May. 


H. H. DuBois 


‘*NATURALLY, | 


LISTEN TO KFWB" 


| “When I'm surfing, | enjoy 


the thrill of coordination, 


| speed and personal accom- 


plishment. 


When I'm listening to radio, 

| want the same zestful 

feeling, the same personal 

pleasure that surfing gives. 
me...so, naturally, | listen 

to KFWB." 


M He he Be 


| The KFWB audience gives 


you more men, more wom- 
en, more children... more 
everybodies .. . than any 
other Los Angeles station. 


Buy KFWB. ... first and fast 
in Los Angeles. 


6419 Hollywood Bivd., Hollywood 28 / HO 3-5151 


ROBERT M. PURCELL, President and Gen. Manager 
JAMES F. SIMONS, Gen. Sales Manager 
Represented nationally by JOHN BLAIR & CO. 
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Give aman a mortal coll that’s 65 years icsiae and how much time haa he . 


_of man this comes easy: the one with the curiosity and confidence to 


HE'S GOT 35 MILLION MIN 
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for living? Tin Time ne to ) enjoy one childhood... half a hundred vacations... 
3000 week cends ; and 23,725 evenings—a thousand.of them under a full 
moon, one under Halley’s Comet. Time, ih short, to experience all the 
wonderful pleasures that a lifetime has to offer. The trick, however, is | 
not to count minutes, but to make the minutes count. And to one kind | 


try out new ideas. This is the man who reads Esquire— and it figures. ) 
No other magazine gives the off-duty man such an opportunity to find | 
out what’s really in him... to reveal new interests and talents... to use ee 
his hours of leisure to discover his own individuality. 
And individual he is: he’s not only changed his 
own way of living, but a nation’s way of doing 
business. Tell him about a liquor called vodka, and 
he’ll make it more popular than gimlets. Give 
him a yen for a sports car, and he’Il park 600,000 
down at the station. Describe a dish called 
Escargots Bourguignonnes, and even the 
tiniest corner groceries will take to stocking 
snails. Any wonder that people with something 
to sell are increasingly conscious that 
Esquire’s the place to begin? The audience 
is positive as a plus sign. And ~ : 
whatever they buy tends to multiply. | 
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60 Advertising Age, September 21, 1959 


September Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


— Pages _- Lines Pages Lines 


Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. dan. -Aug. dan. -Aug. } Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan.-Sept. 
ice - *™ oe ee Rt te eee en 
e, | True Confessions .......... 7 i . ‘ i . . 
Weeklies, Bi-Weeklies, Semi-Monthlies (August) By ny a 32 241 37.7 82.2 1,408 10,354 16,349 35,440 
{Commonweal ...........-.- 5.5 12.2 133.5 107.8 2,310 5,124 56,070 45,276 | ttHillman Women's Group ... . 21.0 — 159.7 — 9,030 68,704 << 
oS, Renta 61.5 66.8 519.8 552.2 26,382 28,671 223,001 236,873 | Ideal Women’s Group: 
OO) Pree 59.1 21.8 362.2 301.9 24,808 9,156 152,038 124,816 Intimate Story ............ 24.5 22.3 199.6 140.1 10,492 9,561 85,666 60,093 
Grit ...... 19.9 21.0 213.9 209.6 19,934 21,023 213,932 209,600 | BS oc discceintss 27.2 223 2026 163.3 11,670 9,546 86,966 70,081 
MN -isct-c¢0s ecsdoershens 2525 161.9 2,251.9 2,108.8 171,667 123,710 1,531,292 1,433,984 | Movie Star TV Close-Ups ... 27.2 22.3 202.6 163.2 11,670 9,546 86,954 70,011 
Look ..... 97.0 83.3 846.7 8746 65,987 56,624 575,763 594,714 personal Romances ........ 24.9 222 2012 141.5 10,688 9,507 86,406 60,706 
ttNewsweek oe eee eee ees 208.7 154.9 1,904.5 1,748.3 87,654 65,058 799,890 734,286 | ty Star Parade .......... 28.3 21.2 1818 1322 12,141 9,089 78,003 56,781 
OMow Verttr .....sccceseres 257.9 215.3 2,777.2 2,431.7 110,618 92,344 1,191,421 1,043,189 | gscreeniand ..........-..+-> 13.8 12.4 113.9 102.7 5,932 5,299 48,912 ’ 

PD ccsccdgevesencs 251.0 207.4 2,706.7 2,352.1 107,693 88,983 1,161,188 1,009,072 Secrets Romance Group: 

Se .ccedwosess . 244 28.0 247.0 284.1 10,449 12,004 105,950 121,851 Revealing Romances ....... 22.3 21.5 181.4 159.2 9,569 9,233 77,826 68,306 
Presbyterian Life .......... 8.5 5.0 109.1 84.3 3,560 2,073 45,863 35,398 | *Confidential Confessions ... 22.0 21.4 168.5 98.5 9,466 9,177 72,283 42,268 
The Reporter ......-.-.. 00s 11.1 62 147.4 78.2 4,669 2,600 61,921 32,855 *Daring Romances ......... 22.0 214 162.6 81.7 9,466 9,177 69,744 35,041 
Saturday Evening Post ....... 180.7 161.0 1,736.7 1,842.3 122,908 109,467 1,180,949 1,252,736 “ener ei, 22.3 21.6 181.4 162.1 9,569 9,262 77,812 69,550 
Saturday Review ............ 54.8 43.2 677.3 593.4 23,029 18,142 284,438 249,264 True Story Women’s Group: 

Sporting News . ereses 17.1 20.0 "194.9 **220.3 18,521 21,745 *211,434 **239,046 | EE ccd set wentes eee 23.7 21.4 256.7 235.2 10,169 9,196 110,112 100,927 
tt?Sports Illustrated ........ 110.8 66.1 982.9 833.2 47,517 28,320 425,990 357,410 True Experience .......... 16.9 15.0 142.1 119.4 7,247 6,456 60,972 51,243 
A - 1924 141.4 1,844.7 1,786.1 80,804 59,392 774,763 750,169 | True Love Stories ......... 16.9 158 1433 120.0 7,240 6,772 61,471 51,499 
TV Guide soneseroes 26.5 24.1 357.3 304.4 4,819 4,393 65,004 55,424 | Be ED gnc ccccsions 17.0 15.1 144.2 120.2 7,27 6,460 61,882 51,579 
U. S. News & World Report ... 192.2 157 1,713.0 1,601.6 80,728 66,184 719,464 672,672 SE ica coacexees 44.8 44.1 464.2 454.9 19,239 18,932 199,123 195,134 

Total Group ceceeeeee 17562 T3808 16,773.00 15,6787 895,915 714,026 8,513,233 8,067,712 TV-Radio Mirror .......... 14.1 10.2 121.9 98.4 6,034 4,383 52,302 42,211 
tTwo issues August 1959; five issues August 1958. ttFive issues August 1959; four issues August 1958. *Thirty-four ee ae “985.4 4463 “41il68 3,374.3 208.363 191,405 1.766.680 1,447,926 
issues, **Thirty-five issues. §Total represents national advertising plus sectional at reduced decimal equivalent. #Not included | NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
in totals. {These figures adjusted for regional space. as a whole PLUS additional advertising carried by each individual publication. {No January issue in 1959 or 1958. ttNo July 

Pages vo or September 1958 issues. §Published bi-monthly; alternates with Silver Screen; cumulative figures shown combined with 
oon eanenn = gry identi : - : 
Sept. Sept. den.-Sept. dan.-Sest. Sept. Sept. Jan.-Sept. _ Jan.-Sept. | de my Beginning in February 1959 Confidential Confessions and Daring Romances published monthly 
1959 1958 1959 1958 1959 1958 1959 1958 
Women’s . is 
{Bride & Home — S$ ———s-233s— 184.7 146,452 98,048 Magazine Linage Trend. Fisres in thousands 
tBride’s Magazine i —o — 577.9 557.1 352,561 333,128 | 
Everywoman's Family Circle . 37.2 35.5 371.2 324.2 15,959 15,230 159,245 139,082 | 
Good Housekeeping F 110.4 104.6 877.4 893.6 47,355 44,853 376,406 383,361 
Ladies’ Home Journal... 95.6 81.3 783.2 731.2 65,036 55,283 532,580 497,233 WEEKLIES GENERAL 
McCall's eaaeea 63.7 59.9 549.2 564.4 43,330 © 40,738 = 373,476 = 383,839 | 1959 1959 
ttModern Bride ..... 82.3 139.8 507.8 433.6 52,013 88,353 320,929 274,035 
§Parents’ Magazine... 776 775 5062 4987 33.486 33392 218142 214613 | | AUG.| 896 | SEPT.| 927 _| 
Seventeen Sea os 156.2 144.7 1,041.7 994.5 106,201 98,384 708,331 676,241 | 
*Woman's Day ....... 318 8633.4 «= 319.5 262.7 = «13,663 © 14,346 = 137,070 ~—_ 112,716 | | JULY | 775 | auc.[582_ ‘| 
The Workbasket x“ ; 42.4 50.4 336.0 315.9 8,312 9,896 65,871 61,931 | 8 9 

Total Group . ST “F271 Coes F706 385,355 400.475 5F391,063 3.174.227 195 1958 
{Published quarterly in January, April, July and October. Cumulative figures shown for July issue. §Includes Shopping auc. 2 SEPT. 765 
Scout Section linage. *Sectional linage included prorated to circulation of regional editions. ttBeginning in 1959 Modern | 


Bride changed from a quarterly to a bi-monthly. Figures shown for combined September-October issue { 


Generel | WOMEN'S BUSINESS FASHION 
American Artist 27.1 30.1 208.7 2124 11,385 12,640 87,672 89,204 1959 _ 1959 1959 
American Forests ..... 1441 137 1264 142.0 5,922 5,754 53,038 59,654 [385] [213] [416] 
American Legion ...... ' 14.3 13.1 142.1 113.1 6,002 5,510 59,702 47,522 SEPT. [385_| SEPT. [416 
a 31.6 23.4 208.5 195.2 13,552 10,054 89,436 83,759 | 
Atlantic .......... 35.6 30.9 305.7 2616 14,958 12,991 128,416 109,897 | auG.[319 | suty [201] Aus.[300 _] 
{Christian Herald . : 49.0 54.1 305.3 309.6 21,050 23,242 131,023 133,027 | 1958 1958 1958 
EE Teed svevbdeses 15.6 13.3 101.5 76.9 6,533 5,565 42,643 32,265 | 
Geront ................... 370 335 3995 3385 6660 6030 71,940 60930 | | Sepr, aus. [ED sePT. Ve 
Cosmopolitan Peak hake 23.3 13.7 212.6 170.0 10,019 5,861 91,222 72,892 
Ebony ...... : ; F 72.5 62.2 683.2 591.9 49,338 42,362 464,591 402,549 
Elks Magazine “a ai 12.9 12.5 97.8 82.9 5,530 5,346 meng 45,386 
GEsquire ...... ee re 73.1 66.4 567.7 544.0 49,123 44,621 381,511 365,501 | § 5 
P< eieweseeahand 70.1 64.4 536.2 518.5 47,107 43,277 360,343 348,365 | Business (September) 
ee, 148 8.3 114.0 78.4 9,946 5,578 76,642 52,702 Dun’s Review & Modern Industry 103.1 86.8 717.3 666.2 43,306 36,456 301,275 279,806 
Extension ........... : 15.4 16.3 126.3 149.4 10,634 11,240 86.954 102,845 | Fortune ................05. 196.0 155.0 1,389.8 1,358.8 123,872 97,960 878,322 858,730 
| a DEIR : 47.5 39.4 433.2 386.9 19,950 16.548 181,944 162,498 Nation's Business ........... 57.7 49.5 445.0 377.6 24,248 20,809 186,941 161,542 
SS rere 21.0 16.1 213.1 187.6 4,286 3,280 43,468 38,268 OR occas pean 356.8 291.3 2,552.1 2,402.6 191,426 155,225 1,366,538 1,300,078 
de sae bas : 27.7 24.5 244.5 243.4 11,863 10,533 104,776 104,456 §Because current month linage figures for several publications are not yet available this group is broken into a September 
CO rere 51.8 53.6 242.6 248.1 22,843 23,646 106,994 109,417 and an August section. 
Harper's Magazine ..... ree 33.5 32.2 279.6 247.1 14,060 13,533 117,460 103,798 
. \ arr : 53.3 49.0 626.2 294.6 22,386 20,580 263.004 123,732 | P Li 
High Fidelity ............. 82.0 79.1 625.3 5941 34,440 33,222 262,626 249,522 “ a i ann ‘a a er peer 
De nikveenaesty' 61.4 57.6 773.1 752.9 41,733 39,153 525,740 512,000 1959 1988 “iso” “lose” 1959 1958 “ise” "sone 
SE HEE pep éveessce a's 40.6 29.4 323.5 233.0 17,066 12,348 135,926 97,888 
ire, BE BS aS BA, RA BAR teas age | Business (Augua 
nstructor TUCEEEL eee . ° ° 5 9 . ’ . ’ 
Kiwanis Magazine 151 9.0 76.0 55.0 6.378 3'756 31.729 23.072 nei m OPE TEE eee ee 69.4 52.6 633.8 527.1 45,545 34,458 415,785 344,820 
eter Bestinn ... ; 103.4 96.1 1,297.6 1,222.7 60.809 56.473 762.908 719,090 seme i pieaeteeareas 339.8 285.2 2,991.3 2,861.4 142,729 119,792 1,256,342 1,201,792 
Motor Life ncaa 173 122 178.3 154.5 7266 5.110 74.876 64890 | inancial Worid Pe Pere 29.9 29.5 390.9 337.8 12,575 12,398 164,215 141,885 
Meter Trend .............. 231 167 241.4 1898 9,702 7,042 100,172 WTI | PHOS vrreeerecseerevees, 231 _333 _ 43.5 26 12,215 15,976 186,257 169,119 
National Geographic Magazine 34.1 28.5 362.9 346.1 8,122 6.783 85.922 81,960 |) a 468.2 400.6 4,459.5 4,128.9 213,064 180,624 2,022,599 1,857,616 
MP 37.5 14.7 200.2 105.0 15,736 6,190 83,990 43,603  tFive issues August 1959; four issues August 1958. 
Popular Boating .... ; 42.9 53.3 716.2 542.6 24,990 31,340 421,125 319,048 
Popular Photography ...... 53.1 66.7 619.8 677.7 22,302 28,014 260,316 284,634 - Pages ‘ - Lines 
Promenade .... ee a es 20.8 19.8 155.7 149.6. 8,896 8,494 66,758 64,187 Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
tee Be BS ae Bt Ee Ss | = 
e ee re $ ; Y : 
Sports Cars Illustrated... 301 244 2408 219.0 12.642 10,248 101,136 91980 Farm Magazines 
The Rotarion oa : 7.1 5.5 75.4 67.8 2,977 2,322 31,644 28.504 | Capper’s Farmer (mon) ...... 32.9 48.8 351.0 452.1 14,105 20,940 150,591 193,957 
. 2 ae 29.6 28.2 239.3 205.0 12,681 12,077 102,758 89,211 | Farm & Ranch—Southern Agriculturist: (mon) 
Together ........ f 11.2 15.0 92.2 85.0 4,840 6,449 39,814 36,655 Southeastern Edition ..... 30.1 35.7 313.6 326.9 12,922 15,315 134,555 140,223 s 
Town & Country .. ee 109.5 95.5 588.6 544.3 69,238 60,483 372,048 344,029 Southwestern Edition .... 31.7 33.4 317.5 324.6 13,580 14,332 136,191 139,265 f 
True i 33,3 23.5 270.5 244.1 14,304 10,069 116,065 104,710 Average 2 Editions ........ 30.7 34.8 315.1 326.0 13,178 14,932 135,192 139,849 
V.F.W. Magazine ; 9.4 11.9 . 99.9 3,945 5,004 41,565 41,957 | Farm Journal: (mon) 
Yachting . 98.8 112.9 1,155.1 1,077.0 58,094 66,385 679,198 633,276 Central Edition ......... 89.9 75.8 753.8 711.3 38,569 32,499 323,365 305,163 
Total Group 1,704.4 15515 15,2783 135244 926,738 765,420 7,353,915 6,612,782 HEastern Edition ......... 749 65.1 681.1 634.0 32,134 27,925 292,191 271,984 
tThis year's linage does not include any linage carried in Protestant Church Buildings. This publication formerly was pone aa | ona avers & = oy 94 poe bang and ory pong ny 
- ; mt Western Edition ........ % : ; y J , . 
i BB po aly Me potted [sha uae publication. §Total represents national advertising Average ima... 774 66.4 629.2 646.2 33.207 28 496 269.932 277 230 
Progressive Farmer: (mon) 
Home #Carolina-Va. Edition ..... 74.3 62.3 667.2 684.9 50,513 42,397 453,716 465,716 
2#Ga.-Ala.-Fla. Edition .... 74.5 66.0 664.9 695.0 50,656 44,861 452,108 472,597 
American Home 47.5 48.2 412.1 431.7 30,039 30,471 260,448 272,891 #Ky.-Tenn.-W. Va. Edition . 71.6 61.6 622.7 639.7 48,656 41,892 423,449 435,017 
Antiques ere Tor : 61.1 60.9 527.8 537.9 17,963 17,897 154,612 158,061 #Miss.-La.-Ark. Edition ..... 74.1 61.1 640.0 651.4 50,395 41,535 435,178 442,979 
Better Homes & Gardens 86.2 87.6 760.3 809.2 54,462 55,340 480,529 511,416 Texas Edition ........... 79.2 63.8 662.8 665.9 53,826 43,381 450,729 452,843 
Flower & Garden .... 28.8 33.3 290.8 236.6 12,089 14,006 122,198 99,898 | Average 5 Editions ........ 74.7 63.0 651.5 667.4 50,809 42,813 443,037 453,831 
oo } ae oan 38.2 461.7 444.5 17,017 16,077 193,983 186,687 Successful Farming (mon) .... 91.3 70.1 676.2 616.3 41,078 31,563 304,272 277,315 
ouce Beautifu 10.7 90.8 775.2 778.5 69,963 57,377 489,915 491,962 “3070 2831 26230 27080 157377 4x14 744 
— Se a a = Total Group Sigg 307.0 283.1 2,623.0 2,708.0 152,377 138,744 1,303,024 1,342,182 
Living for Young Homemakers 89.0 108.6 558.8 507.6 56,265 68,655 353,163 320,823 | : 
Popular Gardening .......... 41.7 37.6 429.0 396.2 17,521 15,810 180,159 166,392 | 
Sunset Magazine .... beets 110.6 102.3. 1,021.2 980.5 46,449 42,998 429,044 412,011 | Youth 
Total Group ..... . 153 “6721 SPLL Festa BAA 359475 3014283 2.942281 | American Girl 0.0.0.0... 00. 32.1 36.6 227.5 238.9 13,770 15,696 102,487 
| GAA 31.3 31.9 249.6 238.8 21,275 21,719 169,752 162,304 
Fashion .. . ea 11 1.3 5.2 15.6 483 538 2,258 6,676 
ion ........... 126.7 135.7 663.6 670.5 54,359 58.226 284,666 287,650 | Scholastic Magazines ........ 50.2 43.3 295.3 262.7 21,091 18,190 124,082 110,282 
°Glamow ........... 142.2 1339 695.9 700.1 «60,994 57,444 298,525 300,364, {pcmolantic Roto ............ — 2p = MZ ia: lhCULL| lhe 
Harper's Bazaar ........ , 142.6 175.0 737.6 803.0 90,190 110,647 466,216 - 507,533 | _ linia ah “he «an <uahe ~aer «ee «ee <a <anee 
Mademoiselle ....... 72.8 92.3 798.4 811.1 31,222 39,586 342,506 347,956 | Total Group oth ohnewele sae 128.0 116.0 884.3 835.2 62,205 57,347 458,654 430,898 
ee ‘a 283.4 287.0 1,142.1 1,199.7 179,106 181,405 721,779 758,238 FNot published June through September. 
Total Group ........... _ 167.7 = 823.9 4037.6 41844 8 AIS.B71 «447,308 = 2,113,692 2,201,741 | 
*Sectional linage included for 1959. **Sectional linage included. Mechanics & Science 
. | Mechanix Illustrated ......... 65.7 58.5 610.3 585.0 14,715 13,106 136,701 131,046 
Movie-Romance-Radio-TV | Popular Mechanics .......... 1108 96.3 995.0 995.4 = 24,821 21,562 222,873 214,006 
{Dell Modern Group: | Popular Selence ............ 121.4 113.9 902.2 900.0 27,185 25,517 202,069 201,601 
— — prea ee . os =e _* os = — a4 oan | tSeience & Mechanics ........ 87.0 87.7 450.8 432.9 19,490 19,647 100,989 97,006 
odern Screen .......... ‘ . . ' ' ; ; , | Total Group ..............  @414 ~430.4 “3,471.2 3,407.1 98867 96,408 777,521 763,230 
ee 14.1 13.0 128.3 123.1 6,052 5,570 54,992 52,801 {Published bi-monthly; figures shown for combined September-October issue. 


Fawcett Women's Group: 


Motion Picture ....... 161 149 1312 125.1 6,905 6,408 56,294 53,687 (Continued on Page 62) 
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~Around the world,7 out 
of 10 Newsweek family 
heads are executives 
i in Business, Industry 


. and Government. Ask 
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your agency. 


American Edition 


: European Edition 
a 
: Pacific Edition 
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i The different newsweekly for communicative people 
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Outdoor & Sport 


American Rifleman 
Field & Stream . 
Fur-Fish-Game 
Guns , 
Outdoor Life 
Sports Afield .. 


Total Group .. 


Detective & Fiction 


Cavalier 
Dell Men's Group 


tThrilling Group ... ‘2 ii xy 
Total Group .... 


tFormerly known as the Thrilling Fiction Group. 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers) 


The American Weekly 
Family Weekly ......... 
ED eevicorcenees 

This Week Magazine 


Total Group 


1959 
Newspaper Sections (II) (August) 
(All other newspaper sections and comics) 
Chicago Tribune Magazine 144 
New York Times Magazine .... 
Philadelphia Inquirer 


Total Group 


Comics Magazines 
American Comics Group .... 
tArchie Comic Group ..... 
ttHarvey Comics Group ... 
National Comics Group: 


Blue Unit . 


DE ciscenses 
IR 5 65 3 69.0212 


Advertising Age, September 21, 1959 


Pp r Lines | — Pages , + Lines 
1959 1958 1959 
| Revue Populaire ............ 21.2 14.2 153.2 130.7 14,870 10,107 107,036 91,818 
- ° peso etee 14.9 11.6 154.1 121.4 10,444 8,138 107,935 85,109 
64.8 63.9 460.6 484.5 27,794 27,403 197,583 207,844 | sSaturday Night .......... 37.8 30.1 305.3 278.1 15,899 9,681 127,405 113,913 
70.7 72.2 674.6 638.5 30,351 30,994 289, 386 273,920 | ++zTime-Canadian .......... 125.8 104.1 1,083.5 1,056.7 52,780 44,030 455,035 443,765 
— = 2 2 (Uae (lee 0 ae | Weel Gem ............... W860 “4661 37905 35024 226,151 219,959 i7aelea i582,046 
70.2 6.9 628.9 592.7 30.099 28.702 269.821 254 257 tTwo issues September 1959; four issues September 1958. ttFive issues August 1969; four issues August 1958. ztNot in- 
652 56.2 583.6 527.0 27.979 24.092 250,499 226.086 cluded in totals; as figures for the September issues were unavailable as this issue went to press August figures are shown. 
“FHI “M76 “ZSFT 2e2F 41597 131,940 1,181,193 1,124,079 ‘Foreign (September) 
OE CCRT 16.9 15.7 141.6 114.5 14,154 13,188 118,944 96,124 
lar Mechanics: 
108 3 (08S e8 uae Sona re} 5817 oo “Mekanik (Danish) 210 130 170.0 73.5 4,704 2,912 38,080 16,464 
8.4 85 79.8 92.9 1871 1.905 17.897 20.815 Mecanique Populaire (French) 29.5 21.8 242.2 239.8 6,608 4,883 54,252 53,715 
— — — - . - = - Populare Mechanik (German) 6.8 5.5 44.6 41.4 1,523 1,232 9,996 9,274 
71 327 38 3027 T4N6S” 12,510 128,687 110,833 Mecanica Popular (Spanish). 23.1 211 215.8 244.2 5 4,732 48,346 54,712 
Popular Mekanik (Swedish) . 9.0 6.5 76.5 72.5 2,016 1,456 17,136 16,240 
Reader's Digest: 
ee aa cena ee os 29.0 40.0 283.5 304.0 4,756 6,560 46,494 49,856 
RS ix asaseaaciens 62.0 73.0 443.0 475.0 11.30 4 aa 4 
| a 78.8 73.5 603.8 548.8 14,333 i Y Y 
ie 18) sly 103.3 tase iis ph pend = es occeses ses 64.0 940 522.0 5220 11,648 17,108 95,004 95,004 
541 67.6 5535 6323 45,951 57,549 470,489 537,447 RRS See 45.0 32.5: 355.5 304.0 7,875 5,688 62,213 51,450 
728 80.9 657.7 737.1 61906 68,791 559,057 626,559 | British ......-.... se. eee a 94 = aoe i A yy rd 
1831 “2285 “T9222 ZIMOL 185,707 194312 1633,957 Zozsive | Swnem nn Saas 4063885670 ««S7.8BS «69,062 
: Peon ahem — sere $5.0 40.0 SLO 294.0 = 18,010 7.280 9.382 83,508 
’ hn — Py |e ale eee Beet 21.0 21.0 187.0 165.0 3,906 3,906 782 6 
~ ll le I SR lla ll 815 995 849.5 867.0 14,263 17,413 + '148,663 151,726 
French-Swiss ...........+. 29.5 32.0 203.0 224.0 5,163 5,600 35,525 39,200 
b) MES aco ysvevnancoses 109.0 185.0 9895.0 909.0 19,838 33,670 162,890 165,438 
German-Swiss ............ 35.3 43.0 240.3 248.0 6,416 _ 7,826 43,726 45,136 
9 1315 11988 1,202.5 123,195 111,757 1,018,969 1,022,160 DD sac sscsssevsssees 61.5 54.0 638.0 609.0 11,193 9,828 116,116 110,838 
291.5 237.2 1,855.1 1,821.5 247,764 201,642 1,576,823 1,548,313 Indian... 6... eee eeeeeees 61.0 43.0 479.0 454.0 11,102 7,826 87,178 82,628 
94.4 1166 1,020.0 1,108.6 80,270 99,122 867,035 942,445 | Italian .....--.----0 00s: pies 82.0 oy sp = re —— ron 
WES “MES “TOS TES BIS GE SMLET SSS | See... Oe ee ts geass «CORSIG«=—«CTSOTRSBBO 
Pages on BO ee 27.0 27.5 205.5 278.0 4,914 5,005 37,401 50,596 
‘ orga , a | UE vos caacesescaes 47.5 44.0 362.5 332.8 8,075 7,480 61,625 56,568 
> Tl ls gl ll lg 41.0 44.0 335.0 3830 7.462 8,008 60,970 69,706 
rors 98.5 97.5 757.0 709.5 17,238 17,063 132,475 124,163 
ze eee 59.0 93.0 608.0 714.0 10,561 16,647 108,832 127,806 
7.0 7.0 63.0 63.0 2,646 2,646 23,814 23,814 | Southern Hemisphere ...... 22.0 30.0 168.0 254.5 4,004 5,460 30,576 46,319 
7.0 8.5 35.5 37.3 2,646 3,213 13,399 14,092 | , aisardkekaeeeaas a 49.5 39.5 388.0 _ 347 0 9,207 7,347 72,168 64,542 
8.0 9.0 71.0 77.6 3,024 3,402 27,972 29,358 | Total Group .............. 1,522.9 1,710.1 12,5768 12,8063 288,005 315,606 2,377,549 2,366,961 
§Because current month linage figures for several publications are not yet available this group is broken into a September 
7.5 8.0 56.0 45.7 2,835 3,024 21,168 17,112 | section and an August section. 
7.0 8.5 57.5 48.7 2,646 3,213 21,735 18,423 | 
5 365 41.0 ~ 283.0 272.3 11,151 15,498 $108,088 102,799 | 


= Pages 


r —~— Lines 


{Published bi-monthly ; figures shown for combined September-October issue. ttSome books in group published monthly; | Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug Jan. -Aug. Jan.-Aug. 
others published bi-monthly. 1959 1958 1959 1 1959 1958 1959 1958 
n (August 
Canadian National Weekend Newspapers (Rotogravure Linage) | Foreign ( gust) 
Life International: 

Dt os ab mt lute Oe Se | C ttneation) Citi ..... 83.3 721 S721 549.7 56,695 49,085 389,045 373,915 
“Perspectives 43.6 2 43.6 s 42.476 ” 42.476 , +Mexican ae 14.2 —_— 60.6 — 9,690 41,310 — 
Star Weekly 98.5 110.6 794.6 814.4 86.217 96,809 695.244 712 630 Spanish ie... sgeawes 40.0 49.1 411.2 442.7 27,200 33,405 279,650 301,155 
Weekend Gagenine 113.3 1314 906.8 895.9 110,502 128,127 884,144 873,553 | NTEEEL ction 78.9 «63.5 «630.6 «= «486.0 ©: 33,138 += 26,670 «264,852 204,120 

Total Group .......-.... 388.2 387.2 2,844.3 2.7626 358,748 ~—«385,628 «2,611,272 2/533,305 **European Edition ....... 69.3 57.4 += 600.0 -Ss«5S14.9 =: 29,106 = 24,108 += 251,986 216,258 
“Three issues September 1959; commenced publication September 12, 1959. Time-International: 

**Time-Atlantic .......... 118.1 86.0 902.8 815.8 49,945 36,120 379,120 342,580 

Canadian **Time-Latin American .... 109.1 95.1 797.0 797.1 45,815 40,250 334,740 335,125 
Canadian Homes & Gardens . . 42.2 54.0 325.5 356.5 28,694 © 36,729 221,310 242,397 | y,,time-Pacific ....------- 92.4 733 727.4 617.4 38,780 30,765 = 305,480 258,280 
eee et"? 287 22 233.9 2413 12312 10,382 100:263 106-831 {Mexican Edition ......... 15.5 243 1482 120.0 6,510 10,220 62,230 50,400 
a s86 895 60 667.1 66L0s«6O'247s«dGOBBT 40s 48S.604 «449.482 ttVisao (Portuguese) ..... 137.3 186.2 1,149.5 1,120.3 57.680 78,190 482,790 470,540 
coe ens El : ' ' , : Spanish Edition ........... 73.5 92.6 620.2 570.2 30,870 38,885 260,505 239,505 

English Edition 95.5 89.3 754.0 734.3 17,381 16,244 137,228 133,634 Wc vccyckdsdaxes 831.6 799.6 6,619.6 6,016.1 385,429 367,658 3,051,708 2,792,878 

French Edition 101.0 94.8 805.3 767.5 18,382 17,245 146,556 139,686 tFirst published May 18, 1959. *Three issues August 1959; two issues August 1958. **Five issues August 1959; four issues 
Revue Moderne ....... 21.5 20.8 168.4 166.2 14,615 14,165 114,479 113,068 August 1958. ttFour issues August 1959; five issues August 1958. {Two issues August 1959; three issues August 1958. 

formerly with KNX, Los Angeles, 


Spot Radio Appoints Two 


office of CBS Radio Spot Sales, 


ern sales manager. 


CBS Spot TV Names Four; be previously with the New York | has joined H-R Television as east- 
} 


John Logan, formerly with the|has joined the Atlanta office of 


CBS Radio Spot Sales has ap- 


Detroit office of CBS Radio Spot | CBS-TV Spot Sales. CBS-TV Spot| pointed David J. Herzbrun, for- 


Sales, has been named Detroit 


Sales also has 


promoted Ted|merly a copy chief at Sudler & 


sales manager of CBS-TV Spot|O’Connell from an account execu-| Hennessey, director of station pro- 
Sales, replacing Howard Marsh, | tive in New York to midwestern|motion in New York, replacing} 
who was transferred to the New| sales manager in the Chicago of-|Robert Rafelson, who has joined| Oscar Lazrus Identified as 
Brother, S. Ralph Lazrus 


York office. George R. Swearing-| fice, replacing John H. White, who! Talent Associates. Carleton Sieck, 


IF YOUR CLIENTS SELL TO THE 


YOU OWE IT TO THEM 
TO CONSIDER THESE FACTS 
BEFORE FINALIZING YOUR 
1960 SCHEDULE 


Regular issues 
for consistent 
coverage of 
the top men 
of petroleum 


Tht 


TH 


NATIONAL 


Red Letter Day 
issues for bull’s- 
eye coverage 

of selected 
groups 


— 
Orit D 


NEWSPAPER OF 


Overlooking something in your 1960 advertising plans? 


Passing up a medium so “hot” it is used by more than 500 
advertisers every year? 


You are if you don’t include the Red Letter Day issues of 
The OIL DAILY in your schedule. 


Red Letter Day issues are room-delivered, before breakfast, 
at all important industry meetings. They give you: 


* Pin-pointed coverage of the groups your clients 
are most anxious to meet. 


* Sure, eager, interested readership. 


* Life, impact, visibility and a big BONUS of 
value (delivered to The OIL DAILY paid sub- 
scribers as well as to meeting attendants; 
yet regular rates apply). 


Ask your own clients about the place of the Red Letter 
Day issues at industry meetings. They'll tell you they 
have become a tradition—looked for, appreciated, read and 
discussed wherever oil men gather. Send today for the 
1960 GIL DAILY Calendar of Red Letter Days. Be sure to 
provide for them in your 1960 budget. 


59 E. Van Buren St., Chicago 5 *¢ 70 E. 
45th St.. New York 17 ¢ 329 National 
Press Bidg., Washington 4 * 2102 Jack- 
son St., Dallas 1 * 318 Oil & Gas Bidg., 
Houston 2 « 125 W. Third St., Tulsa 3 © 
416 W. Eighth Street, Los Angeles 15 


AILY 


PETROLEUM 


has joined CBS Radio Spot Sales 
in New York, replacing Ralph 
Goshen, who has been named gen- 
eral sales manager of WCBS, New 
York. 


In an obituary of S. Ralph Laz- 
rus, president of Benrus Watch 
Co., who died Sept. 4 (AA, Sept. 


Oscar Lazrus S. Ralph Lazrus 


14), ADVERTISING AGE mistakenly 
ran a picture of Oscar Lazrus, 
Ralph’s brother, who is_ board 
chairman of Benrus. Shown above 
|are the late S. Ralph Lazrus and 
his brother, Oscar Lazrus, cor- 
rectly identified. 


Good Music Adds Three 


Good Music Broadcasters, New 
York, has been named national 
representative for WAFM, Mi- 
ami; WYNG, Providence, R. L, 
|both new stations, and KHFI, 
| Austin, Tex., which had no pre- 
| vious representative. 


Cascade Names Ried] & Freede 

Cascade Pools, Trenton, “N. J., 
| maker and distributor of prefab- 
|ricated swimming pools, has ap- 
pointed Riedl & Freede, Clifton, 
| to handle advertising. 


| WaGney Appoints Lee 

Terry H. Lee, previously man- 
aging director of WITI-TV, Mil- 
| waukee, has been appointed man- 
| aging director of WAGA-TV, At- 
|lanta, succeeding J. Robert Kerns, 
| who resigned as vp and managing 
|director. Joseph W. Evans has 
{been promoted from commercial 
manager to managing director of 
| WITI-TV replacing Mr. Lee. Mr. 
| Kerns will announce his future 
| plans after an extended vacation. 


l 


studios in Chicago, inc. 


© ART PLUS, INC. 
 BERLET-ANDERSON-MARLIN, INC. 
 CARNAHAN-HANSON CO. 
© COMMERCIAL ILLUSTRATORS, INC. 
© COVENTRY, MILLER & OLZAK, INC. 
 GRANT-JACOBY STUDIOS, INC. 
¢ KLING-BIELEFELD STUDIOS, INC. 
* KOOPMAN-NEUMER 
¢ HOOVER & KERN STUDIOS, INC. 
 NUGENT-WILLIAMS STUDIOS, INC. 
« PACE STUDIOS 
PROMOTIONAL ARTS, INC. 
¢ BERT RAY STUDIOS 
 VOGUE-WRIGHT STUDIOS 
WHITAKER. GUERNSEY 
STUDIO, INC. 


the Association of Art Studios in Chicago, inc. 
20 North Wacker Drive, Chicago 6, Illinois 
R. A. Good, Executive Secretary 


the association of 


1000 advertising artists 


SERVICE - DEPENDABILITY: INTEGRITY 
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The name’s Elsmer Kuskie . . . he raises 
irrigated corn. He’s alert, management- 
minded, a great believer in “the more 
you know... the more you grow.” 


Elsmer Kuskie is a FARM JOURNAL 
farmer. Impatient with the time-consum- 
ing methods of the past. Interested in 
everything that’s new, resultful and fast. 


To reach the Elsmer Kuskies every- 
where, advertisers invest more dollars in 
FARM JOURNAL than in any other farm 
magazine. They know that nothing in- 
fluences farm families like a farm maga- 
zine—and no farm magazine means so 


Elsmer Kuskie of Merrick County, Nebraska, as featured in Farm Journal 


much to so many as FARM JOURNAL, the 
higgest in the country. 


INTERESTED IN THE TOP FARMERS? 


CORN PICKERS 

73%, of all Farm Operators having one or more 

... Subscribe to FARM JOURNAL. 

BALERS 

71% of all Farm Operators having one or more 
.. Subscribe to FARM JOURNAL. 

GRAIN COMBINES 

70% of all Farm Operators having one or more 
.. Subscribe to FARM JOURNAL. 

MILKING MACHINES 

74% of all Farm Operators having one or more 

... Subscribe to FARM JOURNAL. 


Most of the best 
farm families depend on 


FARM 


JOURNAL 


Philadelphia 5, Pa. 


the same is true 
among advertisers 


Graham Patterson, Publisher 
Richard J. Babcock, President 
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COMMON 
. MISTAKES 


in getting hotel reservations? —- Take minutes when just 4 seconds will do? Neglect to use Sheraton’s 
Reservatron, the world’s fastest reservation service? In short, do you phone any hotel other than the 54 
clearly marked “Sheraton? We offer a fat free booklet to the first 8,742 people who write, helping us 
test this ad. It's a stout 96 pages and gives the lowdown on Sheraton facilities in 39 cities. Address: Sheraton 


Corp., Ad Age Ad #4, 470 Atlantic Ave., Boston, Massachusetts. 


Advertising Age, September 21, 


Canada Officials 
Study Proposed 
Liquor Ad Code 


MONTREAL, Sept. 15—A national 
code of ethics for liquor advertis- 
ing in Canada will likely be sub- 
mitted to provincial governments 
later this year. 

The code was discussed during 
a four-day meeting, at Murray 
Bay, Que., of the Canadian Assn. 
of Provincial Liquor Commission- 
ers. 

“Good progress was made on a 
recommendation to be presented 
to the governments on a national 
code of ethics for advertising by 
the alcoholic beverage trade,” said 
Col. Charles E. Woodrow, secre- 
tary of the association. He is also 
legal adviser to the Ontario Liquor 
Control Board. 


1959 


What's an Ad? Bus Poster 


Ban Brings Chalk Squawk 

WASHINGTON, Sept. 15—If 
a bus card mentions the 
name of a store, is it an ad? 
The District of Columbia’s 
corporation council says 
“yes”; but transit operator 
O. Roy Chalk says “no.” 

Mr. Chalk’s transit opera- 
tion is in trouble because 
streetcars and buses carry 
placards which say “Ride 
D. C. Transit to .. .”, naming 
stores where transit tokens 
are sold. 

The city contends this vi- 
olates a law against display 
ads on the exterior of vehi- 
cles. Mr. Chalk says he is 
within his rights in using 
signs to promote transit. He 
added, “I’m nauseated.” # 


THE DIFFERENCE 
BETWEEN 


TWIN CITY 
TELEVISION I 


Unlike the oyster . . . good only in 
months containing an “R,” they say .. . 
and great when it contains a pearl, WCCO 
Television is great month after month, 
year after year . . . and the pearl is 
always there. 


week, than its nearest competitor 


market is Channel 4’s consistent 
This Twin City oyster is credited with an — great bulk of audience. 


JULY '59 Nielsen Total Audience Represented by Peters, Griffin and Woodward 


average of 25°; more sets in use, 
sign on to sign off, every day of the 


GOOD AND GREAT IN 


a 


The difference between good and great in the highly 
competitive, four channel Minneapolis - St. Paul 


deliverance of the 


The association is made up of 
commissioners of liquor boards 
from all 10 provinces and from the 
two northern Canadian territories. 
Some of the sessions were attend- 
ed by representatives of the Cana- 
dian Assn. of Distillers, the Cana- 


dian Wine Institute, the Import- 
ers’ Assn., the Scotch Whisky 
Assn. and the Australian Wine 
Board. 


Col. Woodrow said the proposed 
code of ethics is to be put into fi- 


nal shape and then sent to the 
provincial liquor commissioners 
for submission to their govern- 
ments. 


“We hope to have the code fin- 


| alized by the first of April next 


year,” he said. # 


Donnelley Shifts Two 
Richard M. Copeland, midwest- 


ern advertising manager of Na- 
tional Cleaner & Dyer, Starch- 
room Laundry Journal and Na- 


tional Rug Cleaner, has been ap- 
pointed manager of the midwest- 
ern office of Reuben H. Donnelley 
Corp.’s business papers division. 
He has served as administrator of 
the division’s Chicago office since 
last December. In addition, Ken- 
neth R. Harris, formerly a mid- 


| western advertising representative 


of the three publications named 
above, has been transferred to 
New York as eastern advertising 
representative. 


Barrington to TelePrompTer 
John R. Barrington, formerly a 

partner in the public relations 

company, Irwin N. Rosee & Co., 


{has been named to the new posi- 


tion of director of public relations 
of TelePrompter Corp., New York. 
Alfred N. Greenberg will continue 
as director of advertising and pub- 
lic relations. 


nation’s | Indiana’s 


poet rr ... GML it... OnLY aroun 
THE GARY POST-TRIBUNE 
THE HAMMOND TIMES 


REPRESENTED BY: BURKE, KUIPERS & MAHONEY, INC. 
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Total unduplicated metropolitan household coverage of both evening papers: 70 
Any other combination comes to no more than 58.1 % 


Our case rests on statistics . . . that newspapers are a nighttime habit with Detroiters. And the DETROIT TIMES in combination with Detroit’s other evening newspaper 
gives you 70.5% unduplicated metropolitan coverage—a figure unbeatable in any other combination. If you want to talk to this rich market, better talk through the TIMES. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 
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29 willion times each Issue, someone 


turns to your ad page in the Post. That’s 
HI-FREQUENCY Ad Page Exposure (APX)! 
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Sell the POST-INFLUENTIALS 
-they tell the others! 


The Hi-Frequency medium! 
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s 6 would actually buy.” area—heavy tv and newspaper, y 

Research, vertising Help hone ig qundoer and aieet wan te ; 
| s Then there was the name prob- some areas and the reverse, or 4 


Company Ring Bell with Consumers 


(Continued from Page 3) potential in nightlight phones! 
company has a tough time surviv-|throughout the house, where, it 
ing, not to mention improving its|turns out, people want them al- 
profit picture, he pointed out. |most as much as in the bedroom. 

Higher rates are one possible | Another boner that research 


lem. Before Princess was finally 
selected, at least half a dozen run- 
ners-up had to be discarded: Pe-, 
tite, because it didn’t seem to be 
in the general vocabulary; Fashion 
Phone, because it might become 
outmoded; Companion, because it 
wasn’t specific, and Slim phone, 


variations, to see which formula 
sells best. 


® Actual sales in these areas also 
will guide Bell’s production wing 
in figuring out exactly how many 
Princess units it should make. 


This market testing will run 


because Bell has other plans for! through December in each of the 
that name (no comment just now). | states involved. By then—roughly 

So the Princess, which is going| three years after the Princess 
on the market this month in parts|came out of Bell’s laboratories— 
of Illinois, Georgia, Colorado and|the big selling effort will be un- 


solution to this dilemma, said Mr.| prevented Bell from making in 
Tuthill, and so is curbing expendi-| connection with the Princess was 
tures on services. But both these|in colors—the exact shades that 
roads seemed to lead only to status| people would buy. At the outset 


quo, he said, while Bell was ¢on- 


| Bell dutifully took the question to 


FUTURE FILE-—Simple as the use of 
pushbuttons may seem, they work 
among others, dark blue and ajon a principle so different from 


cerned ultimately with improve- | some color consultants, who came 
ment—particularly on the profit|}up with suggestions including, 
sheet. 


/mahogany brown. | dials that Bell would have to con- 

“That mahogany was a complete | vert all existing dial signal receiv- 
—— = oo ao pe /ers to accommodate them. But they 

» other colors selected were not! 4 » 
much better. “We couldn’t rely on| get calls through much faster. 
that kind of ‘experting’,” he said.| 4 question of what colors they like 
nile wi siti eat tan oe ht “We had to take this color busi-|in the abstract. It’s what colors 

is proposition that has brought | ness to the users directly and find they want on phones, and more 
forth the fancy phones, which are 


; : 1 at > anted. isn’t just i é é s 2 
actually only one phase—obvious out what they wanted. It isn’t just' importantly, what colors’ they 


s “Improving the service and sell- 
ing it effectively,” Mr. Tuthill | 
emphasized, “is the only course 
open to us, not only to survive but 
to grow and compete.” 

It’s the improvement part of, 


Pennsylvania, already has been} 
through several researching mills 
and some modifications. The grad- 
ual nature of the marketing—in 
selected areas only at first—will 
give the various segments of Bell 
a chance to test promotion schemes. 

Illinois Bell, for example, which 
will offer the optional Princess in 
a group of downstate towns and in 
the string of communities north of 
Chicago, will use different ‘“mar- 
keting mix” arrangements in each 


der way. 

Selling for Illinois Bell is mainly 
personal selling by its thousands 
of service representatives, who 
regularly contact users about serv- 
ice, charges and changes of service. 

“Our selling effort is based on 
the premise that people like to be 
told about new services and op- 
tional features,” said Mr. Tuthill. 
“In these new features like color 
phones, the Princess and other op- 
tionals, we have news features 


. to consumers—among the many 
technical improvements Bell is 
building into its products, he said. 

Improving telephone service and 
selling it effectively are pretty 
much the same parcel, as Mr. Tut- 
hill explains it. 

Explaining the company’s slant 
on expanding, Mr. Tuthill focuses 
steady eyes on his mental picture 
and talks with all the deliberation 
and conviction of an engineer— 
which, in fact, he is. He was IIli- 
nois Bell’s chief engineer before he 
moved into the chief merchandis- 
ing spot. 

Sales success follows from im- | 
proved performance, and the latter 
is something the service user is in 
the best position to judge, he ex- 
plained. But with telephones, he 
pointed out, you can’t just ask peo- 
ple what improvements they’d like, | 
then produce what they ask for. 


¥ 


s Most people like phone service, 
he said, and accept it as it is and 
can’t give much direct help on 
improvements. Mostly, Mr. Tuthill 
said, it’s the company’s research 
that indicates what will consti- 
tute improvements. 
For example, Mr. Tuthill pointed 
out, consumers want convenience, 
individuality, color, personality, 
“something new” and a number of 
other abstract qualities. 
For regular phone service this 
“something new” has meant road- 
side phones, phones for pedestri- 
+ ans, direct dialing of long distance | 
numbers and similar conveniences. | 
at These provide improved service— | 
; but don’t do anything directly for 

the over-all profit picture, he said. 


® The profit picture commences 
to brighten up with Bell’s op- 
tional services—color phones or, 
to take a research case in point, 


‘ Bell’s new Princess telephones. 
The Princess grew out of con- 
2 sumer desires for “something 


smaller,” more compact, easier to 
handle. These are the objectives 
Bell’s laboratory was given by way 
of specifications for a new phone 
instrument. 

What the lab in turn produced | 
that was technically good. Is this | 
what the consumer had in mind? 
It took a long series of tests to 
find out. These, conducted in Nor- 


Be ee 


ristown, Pa., and Peoria, IIL, 
started in 1957. 
: “We've got to be terribly careful 


about our research,” said Mr. Tut- 
hill. “One small mistake, one little 
misinterpretation of what the us- 
ers want and will buy is ultimately | 
compounded millions of times, and | 
the result could be ruinous.” 


es Research on the Princess, tor | 
example, turned up the interest-| 
ing fact that the night light on! 
the dial didn’t mean what Bell had | 
suspected—that its use would be 
confined to the bedroom. Sales ef- 
forts based on that assumption | 
would have missed a great sales. 


“ 

= 

bs 
poouns 


a ee) Bee a ath ald a tas 


which carries over to 
your advertising. 


he initialed 


Local editing creates an editorial frame of 
believability in State and Local Farm Papers 


add sales punch to 
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that are the keystones of our sales;500,000 ad budget merchandises | 
messages. We've tried it; we’ve|these optional services. Of this, 
checked people’s reactions to this| about $374,000 goes into newspa- | 
kind of message, and we’re con- pers and $232,000 goes to broadcast 
vinced they like it,” he added. | (much of this to sponsor coverage 
‘of high school basketball games). 
® Evidence of this is Illinois Bell’s| The remaining $144,000 goes into| 
sales of the color units at a rate of | direct mail, exhibits and “Tele-| 
300,000 a year. Bell has some 3,- | briefs,” the company’s 2,000,000) 
700,000 regular phones installed in| circulation house organ for service | 
its market, which includes all of | users, 
Illinois and northwest Indiana.| The other half of the budget goes 
The whole Bell system has some) \for educational ads, employment 
55,000,000 phones’ installed| advertising and service aids ads. | 
throughout the country. Independ-| N. W. Ayer & Son, Chicago, is | 
ent phone companies have about | Illinois Bell’s agency. | 
15,000,000 throughout the country,| While the Princess represents | 
including about 450,000 in Illinois | the kind of optional feature Bell 
Bell’s market. | is merchandising to home users, 
The price tag Illinois Bell is | another range of optionals is being| 
putting on the Princess, in addi-| | developed for business users. 
tion to the regular cost of phone; While esthetics is the key word | 
service, will be $5 installation plus|in the home optionals, efficiency | 
65¢ a month recurring charge. This|/and profit value are the keys in| 
compares with the $7.50 Bell} business optionals, according to| 
charges on color phones, for which | Mr. Tuthill. 
there is no monthly charge. | As an example, he cited the wna 
Capri, a “no hands” 


unit with six | calls, 
# About half of Illinois Bell’s $1,-| buttons for setting up conference’ several trunks and direct lines. 


PRINCESS—Bell Telephone 
Princess unit, an optional feature for subscribers, will soon produce 
the profits for which it says it was specifically designed. 


has high hopes this heavily researched 


holding calls and providing; In Illinois Bell’s market, the 


|Capri is presently being tested in 


Frame your ads in believability 


media bet. 


to produce pictures and articles from the 


offers. 


g 


American Agriculturist 
Arizona Farmer-Ranchman 
Arkansas Farmer 
California Farmer Florida Grower & Rancher 
Colorado Rancher & Farmer Georgia Farmer 


The Dakota Farmer Idaho Farmer 
The Farmer Indiana Farmer 
The Farmer Stockman Kansas Farmer 


When you put your ads in a frame of believability, 
you can reap fast sales action in return, Because 
your ad must be believed before a prospect will 
act, State and Local Farm Papers are your best 


Local editing has created this editorial frame of 
believability for you. Four hundred editors make 


100,000 calls and travel two million miles a year 


point of view. Without doubt, this attention to 


STATE ona LOCAL 
FARM PAPERS 


with 


STATE and LOCAL FARM PAPERS 


Spark powerful sales action with 
reader confidence, acceptance 


local detail can be made to pay off for you. Reader- 
ship on ads, for instance, has hit 89%. Editorial 
matter readership often goes even higher. 

Surveys supply further proof. Time after time, 
they reveal that State and Local Farm Papers rank 
first in farmer loyalty,confidence, readership, accept- 
ance, and trust. This is a measure of believability. 

Give your ads every opportunity to spark fast, 
powerful sales action. Put them in a frame of 
believability ... in State and Local Farm Papers. 


local 


Find out more about the rich Farm Market... Explore the great sales potential it 
Write for Booklet —‘'Farmland USA, America’s Biggest Class Market.’’ 
State and Local Farm Papers, Rm. 1600, 28 E. Jackson Blyd., Chicago, Illinois. 


Se 
é 


Pennsylvania Farmer 

Prairie Farmer 

Southern Planter 

Montana Farmer-Stockman Tennessee Farmer 

Kentucky Farmer Nebraska Farmer Utah Farmer 
Michigan Farmer New England Homestead = Wallaces Farmer 
Mississippi Farmer Ohio Farmer Washington Farmer 
Missouri Ruralist Oregon Farmer Wisconsin Agriculturist 


|60 business locations in Chicago's 
| Loop and also in 65 residence lo- 
| cations in the city. 

| 


. Meanwhile, the company is at 
| work on still other innovations in 
| service. Here are some of them: 


|e Pushbuttons in place of the 
| dialing setup, using multi-fre- 
quency electronic pulses to get 
calls through faster. This has been 
tested in Elgin and Waukegan, II1., 
| very successfully, according to Mr. 
Tuthill. But this idea is a long way 
off because it would involve major 
changes in Bell’s equipment. 


e Dials or pushbuttons in the 


hand parts of phones. 


e The repertory dialer, an appa- 
ratus that “remembers” up to 50 
frequently called numbers, so that 
the user need only touch a bar 
on which the name of the person 
being called is written to transmit 
the whole number. 


e The pocket signal receiver, a 
slim envelope-size pocket radio 
which, when the wearer is wanted 
on the phone, emits a tone that 
lets the wearer know he should go 
to the nearest phone and call in. 


e Farm and home communications 
systems, basically elaborations on 
the “no hands” idea that enables 
quick communication to the front 
door, the barnyard or barn via 
combination speaker-sound pickup 
units. 


e The order turret, a small push- 
button unit for businesses. It can 
be operated with only the opera- 
tor’s headset and the buttons to 
take calls. # 


K&E Names Two in L.A. 

Alvin Sarasohn has been named 
creative director of the Los Angeles 
office of Kenyon & Eckhardt, With 
the agency 10 years, he was elected 
a vp in 1956 and associate copy di- 
rector of the New York office in 
January. John DuBois, formerly 
assistant advertising manager of 
Southern California Gas Co., has 
joined K&E in Los Angeles as an 
account executive. 

Cohen to ‘Western Medicine’ 

Frank M. Cohen, advertising 
manager of the “Bulletin of the 
Los Angeles County Medical Assn.” 
for the past four years, has been 
named advertising director of 
Western Medicine, Los Angeles, a 
new medical publication for doc- 
tors in California, Oregon, and 
Washington. 


ANSWER 
AMERICA 


ANSWERS YOUR 
TELEPHONE 


24 HOURS 
| EVERY DAY 


Do Your Accounts Have a 
Communication 
Problem? 


Set up phone 
service any- 
where in 


ness with Answer America 
service. Your accounts can 
‘| maintain mailing addresses 
| and telephones in most cities 
‘| in North America for an ex- 
‘| tremely low cost. Special 
| telephone surveys and ad re- 
_| sponse can also be handled by 
|| Answer America affiliates. 
|| For complete information, 
‘| write Answer America. 


ANSWER AMERICA, INC. 


55 East Washington Street, 
Chicago 2, Ill. RA 6-2339 


| 
ents will increase their busi- 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Individual Thinking Better 
Than Brainstorming. He Feels 


for some there have been in- stagnation. 


stances where the method accom- 


To the Editor: Ideas are the Las 
backbone of advertising. Creating Plished the objective, but a com- read and study trade and consum- 
ideas is the one major service our ™ittee is merely a substitute fora er publications reaching our cli- 
clients need most from us. truly creative-minded individual. ents’ market. We suggest they 


Prominently displayed on the saturate their minds with all avail- 
wall facing our art department we able facts and to study other ad- 
have a reminder sign “THINK vertisers’ solutions to our clients’ 
CREATIVELY.” We encourage sales problems. We recommend 
our people to think and keep their | they practice concentration and at 
minds receptive to ideas. Not only | 41) times be curious and observing. 
during working hours, but around To continuously strive to increase 
the clock. Ideas do not respect th af their ienacination 
time clocks. They keep knocking nd Fangs S reed HMAGMAIO. 
at the door of our subconscious, The writer belives that, rather 
24 hours a day and we must let) than rely on brainstorming, it is 
them enter. The mind is like a/ better to train the individual mind 
‘pool of water ... it must be con- to think creatively. 
stantly replenished with fresh wa- D. E. Andorfer, 
ter or it becomes stagnant. Our Art Director, Record Advertis- 
minds need an inlet of fresh ideas ing Agency, Fairbury, IIl. 


Of the two methods for creating | 
ideas ... brainstorming and indi- 
vidual thinking ... the latter often 
produces more dynamic and more 
saleable ideas. The writer has 
known instances where  brain- 
storm sessions were a waste of 
valuable time. Often not a single 
idea resulting from the session 
was ever used. The brainstorm 
session may have stimulated all 
present, but the idea the client 
bought was the brainchild of one 
individual who had not been for- 
tunate enough to attend the brain- 
storm meeting. This is not a crit- 


RUA 


ie aivertising mediugy 


A 


BIGGEST SELLING VOICE” IN VIRGINIA 


Whether you sell autos or weenies, ask your PGW Colonel for details on the terrific sales job being done for advertisers 
. Virginia's largest single advertising medium. 


by the powerful *50,000 Watt Selling Voice of WRVA-RADIO . . 


WRYA-RADIO richmono, virciniA » NBC AFFILIATE 
eae 


REPRESENTED BY PETERS, GRIFFIN, WOODWARD, INC. 


abe ae 


We encourage our people to, 


Advertising Age, September 21, 1959 


| Anyone for ‘Sails’ Managing? 
To the Editor: ...If you know 
|any good “Sails Managers” send in 
|their names to the classified ad 
|which appeared in the San Fran- 
|cisco Chronicle Aug. 17. I am en- 
| closing the ad so you will have this 


icism of brainstorming. Perhaps|or we reach a state of mental | phox number. 


John Burgoyne Jr., 
President, Burgoyne Grocery 
& Drug Index, Cincinnati. 


, as u 
ion to hronicle Box MF 39 


Sails 
Managers 


National sales organization has 5 

@ Offices available for men of high 

caliber between the ages of 22 

and 55. Apply Room 407, week 

days hetween 9:30 and 12 noon, 
SEE MR. SHERMAN 


1m Sages ating Mearper. 


‘Requests for Reprints of Charles Mortimer’s 
Report on Advertising Pour Into AA’‘s Offices 


|to the over-all marketing scheme 


To the Editor: I believe that the 
article entitled “Underspending on | 
Ads” that appeared in your July 27 | 
issue is one of the most interesting | 
and valuable articles printed in re- 
cent months. 

Advertising and its importance | 


gains in stature when reported so 
comprehensively by a person of 
Charles G. Mortimer’s caliber. 

We would like to have some ad- 
ditional copies of Mr. Mortimer’s 
report and we'd like to know if 
ADVERTISING AGE plans to make 
them available or if the report is 
contained in the General Foods 


statement to stockholders? 


'Mortimer’s article: “How and Why 
|General Foods Put $96,000,000 Into 


| 


| (or aS many more as your rates 


E. P. Harwood, 
Harwood Advertising, Tucson, | 
Ariz. 
. 
To the Editor: Enclosed you will 
find 25¢ for ten reprints of Mr. 


Advertising In 1959.” 

Thank you for printing such ex- 
cellent articles and offering them 
as part of your service to the ad- 
vertising business. 

Joe Doherty, 

Account Executive, McCann- 

Erickson, Chicago. 

. 

To the Editor: Enclosed is our 
check for $1.00 for 50 copies of the | 
reprint of the box which appeared 
on Page 60 of your Aug. 10 issue | 
quoting from the speech made by | 
Charles G. Mortimer, president of 
General Foods Corp., to the annual 
stockholders meeting. 

You are doing an excellent serv- 
ice to the advertising industry in 
providing reprints of this vital and 
clear explanation of the value of 
advertising by one of the country’s 
largest and most successful adver- 
tisers. 

Thanks a lot. 

William Steiner, 

President, William Steiner As- 

sociates, New York. 


° 
To the Editor: ...Kindly enter 
an additional order for us for 
400... 
Cecile Eisen, 
Venet Advertising Agency, 
Irvington, N. J. 
* 
To the Editor: ... Enclosed please 
find check for $1 to cover cost of 50 | 
copies... | 
Herbert W. Moloney Jr. 
General Manager, Moloney, 
Regan & Schmitt, New York. 


e 
To the Editor: ...Please send 
several copies... | 

John S. Wright, 
Professor, Montana State Uni- 
versity, Missoula, Mont. 
* 

To the Editor: ... We would like 
to obtain 50 reprints of the article 
on General Foods advertising... 

C. O. Bratten, 

Advertising Manager, Cook 

Paint & Varnish Co., Kansas 

City. 

e 


To the Editor: Enclosed find a 
check for $10 for which send us 500 


permit) copies of the Charles G. 
Mortimer talk reprinted from your 
Aug. 10 issue. 

The Advertising Club of Bir- 


| mingham is planning a mailing of 


this to all ministers, school princi- 
pals, city and county officials and 


| selected business leaders in sur- 


rounding areas. This fits in per- 
fectly with a direct mail program 
to this selected mailing list our 
club has under way. 

Elden Tuttle, 

Advertising Club of Birming- 

ham, Birmingham, Ala. 

e + * 
‘Phone Jimmy Stewart’ Idea 
Backfires on Movie Mogul 

To the Editor: While doing re- 
search for my book on “Brain- 
storming” I ran across this [E. B. 
Weiss] story about the “Phone 
Jimmy Stewart” campaign. 

A movie company ran such ads 
in the New York newspapers. 
Thousands called in. A fixed per- 
centage will dial a wrong number. 
One man was going frantic, get- 
ting so many of these calls at all 
hours of the day and night. He 
asked the phone company to stop 
it. They reported they could do 
nothing, people just naturally 
made errors. 

His solution: After one week of 
fuming frustration, he got the 
home telephone number of the 
movie company biggie, told all his 
callers to ring that number to get 


Telephone 


= NELSON ROCKEFELLER 


Now! 
Hear him speak out on the issues! 


erght teem io the New York tate 
election. You don't heve fo “guess” whet Neleom 


Rent control and housing .... JU 2- 


‘You have the right » bnew whave your snndidate 
MecQ admin soe ard hee: bie wpenk om the tewaeet 
Vote for ROCKEFELLER for Governor! 


Keep Tammany away...vote row “A"l = 
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the angry president blasted the 
phone company for letting the 
other man do this to him. They 
said they could not stop anyone 
from giving out his number. Re- 
sult: Twenty-four hours later, the 
ads were yanked from the pa- 
pers and New York Bell set up 
special conditions for running sim- 
ilar campaigns in Manhattan. 

I sent this idea into Rockefel- 
ler’s campaign headquarters last 
fall and the attached ad shows 
their use of it. Citizens-for-Eisen- 
hower had turned me down on it 
in 1956. 

Charles H. Clark, 
Boeing Airplane Co., Seattle. 


To the Editor: Outstanding in 
telephone advertising (E. B. Weiss, 
AA, Aug. 10) is a toll-free, long- 
65-mile-distance answering serv- 
ice I originated and used for 
George A. Hamid on the Atlantic 
City Steel Pier in 1955. This was 
for weather REPORTING, not 
forecasting. 

We were aware that adverse 
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weather forecasts in evening pa- 
pers and repeatedly on tv, and 
confirmed in morning papers, too 
often were incorrect. Many thou- 
sands of potential seashore visi- 
tors and guests were adversely 
influenced by erroneous forecasts, 
when beautiful weather prevailed 
at resorts less than two hours dis- 
tant by car or bus. 

I used telephone answering ma- 
chines on the Steel Pier, con- 
nected by private wires to Phila- 
delphia. The 3,000,000 folks in 
the Delaware Valley area were af- 
forded up-to-the-minute weather 
REPORTS, not forecasts, between 
8 a.m. and 8 p.m., toll-free, direct 
from Steel Pier. They simply | 
dialed a Philadelphia exchange 
number and heard my voice as 
though I were next door. 

In a 30-second message they 
learned the sky condition; the air 
and the ocean temperatures; the 
wind direction and velocity; and 
the barometric pressure. The “com- 
mercial” consisted of the name of | 


the dance orchestra; the act or star | 
featured in one of the pier theaters 
at the time, and always ending with | 
| 
a plug for a plug, the “fabulous | 
diving horse.” } 
Up to 10,000 calls. a week indi- | 
cated the value of this weather | 
reporting service to those in the 
Philadelphia area, undoubtedly a) 
unique long-distance answering 
service for the three years of its | 
operation. 
Erwin L. Schwatt, 
Atlantic City, N. J. 
e 
It's Premium, Not Minimum 
To the Editor: In an article ap- | 
pearing in your Aug. 10 issue of. 
ADVERTISING AGE under the cap-| 
tion “New Old Forester 86 proof | 
will get $1,000,000 sendoff,” we 
note you include the following 
statement: “...Old Fitzgerald, a| 


‘ 


71 


Sylvania were fulsome in praise; covering a wide range of dishes,|tribute a limited Spanish edition | a credit line to the benefit of “Ad- 


for their present agencies...” 

Saith Webster: “FULSOME. Of- 
fensive; disgusting . .. offensive be- 
cause of insincerity or baseness of 
motive; as fulsome praise.” 

What’s become of “sincerity” on 
Madison Ave.? But thanks anyway 
for fearlessly lifting the veil and 
exposing the true tone of Ad Row. 

Louis R. Silverman, 
Vice-President, Martin E. Jan- 
is & Co., Chicago. 
* e 

Clarifies National Tea Story 

To the Editor: May I ask you to 
clarify two statements which ap- 
peared in your Aug. 3 issue under 
the headline: “National Tea Marks 
60th Anniversary via Brand 
Drive”? These errors may have 
been due to possible misinterpreta- 
tion or lack of clarity in our own 
release. 

First of all, the food recipes and 
menus which will be in the No- 
vember issue of Good Housekeep- 


jing are of the “cook-ahead” type | 


not just traditional holiday dishes | 
as reported in your article. 

Second, ingredient products used 
in these recipes will be featured by 
all National food stores. In addi- 
tion, products advertised in Good 
Housekeeping’s November issue 
and stocked by National food stores 
will have shelf talkers with their 
brand imprint. The wording in 
your article tended to give the im- 
pression that Good Housekeeping’s 
November food editorial would be 
built around the advertised prod- 
ucts. Naturally, this is not the case. 

Grahame Enthoven, 

Food Merchandising Manager, 

Good Housekeeping, New York. 


| 


| 
ry e e | 
Wants Jim Young in Spanish | 

To the Editor: We understand | 
that ADVERTISING AGE holds the} 
copyright to Jim Young’s bock, | 
“The Technique of Producing 
Ideas.” The J. Walter Thompson 
Co. would like very much to dis- | 


in Latin America. | vertising Age?” 

Would ADVERTISING AGE be will- | 
ing to give us permission for this | 
limited Spanish edition, on the 
condition that the booklet carried 


Gene d’Olive, 
J. Walter Thompson Co., New 
York. 
Permission granted. 
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minimum sour mash bourbon.” 
We do not understand just what | 
you mean by a minimum sour | 
mash bourbon and wish you! 
would please explain to us. Pos- | 
sibly you intended to say a “pre- 
mium sour mash bourbon.” We| 
certainly hope so, because t| 


1:45 P. M. on September 22, Mr. Khrushchev is coming to our town— 
to see what he can see. 


A 


From halfway around the world he is coming to visit this bountiful 
land for a few hours. Out here in the heart of America, he will see 
Agriculture and Industry wed — blossoming into a tremendous 
capitalistic force for good and good things. 


He will see the great rolling fields of hybrid corn stretching from here to your 
pretty well know that Old Fitz- breakfast table. He will see the John Deere Works whose massive daily 
gerald is a major brand of bour-| production of labor-saving farm machinery is an obvious testimonial for a 

bon. In fact, in many, many mar- | successful capitalistic ventute. He will see the sprawling Firestone Tire & Rubber 


kets, including Illinois and Ken- plant which makes tires as big as a house or as small as a doughnut. 
tucky, the home of fine bourbon, | 


it is the leading premium bond | 
in sales and popularity. We really | 
think we made news down here a | 
week or so ago by refusing to be 
harried into such a change as our 
major competitors have indulged 
in. Frankly, we just don’t seem to! 
know how we could add to the 
quality or value of Old Fitzgerald 
by adding distilled water. Inter- | 
estingly enough, the junior proof 
brands add 14% of water but only 
reduce the price 10%. 

Julian P. Van Winkle Jr., | 
Vice-President, Stitzel-Weller 
Distillery, Louisville. 
Reader Van Winkle guessed cor- 

rectly; original copy read “premi- 
um” but in the printed version it 
changed mysteriously to “mini- 
mum,” 


He will see one of our country’s great insurance centers. He is going to visit a 
great university dedicated to developing growing things, including people. 


He is coming to see what he can see, and it’s time he did. There's a lot 
to see here. This is an important place. 


Mr. Khrushchev’s every reaction will be reported instantly by radio and television 
stations everywhere. Before the world goes to sleep that first night of his 

visit, the world will know more about Mr. Khrushchev and Mr. Khrushchev’s 
world will know more about us . . . because of electronic journalism. 


In truth, “Big Brother” will have his eye on us and we'll have our eye on 

“Big Brother.” One of the first things Mr. Khrushchev will see as he flies into 
Des Moines is the KRNT-TV tower right smack in the middle of town. 

About the second thing, KRNT microphones and cameras. 


There’s so much to see here and so little time for him to see it! There's much to 
know about our nation’s radio and television setup, for example, and 
it takes so long to appreciate its massive force. 


Des Moines would be a good place for him to study free American radio and 
television. We've got some of the best stations in the country here, and they 
operate in the public interest, convenience and necessity, and not because 

of any party line or edict. We're important to people. 


« * e 
Thinks ‘Fulsome’ Fits Nicely | 
To the Editor: I note in the) 
world’s greatest weekly newspa- | 
per of marketing that “both RCA | 
and Sylvania were fulsome in 
praise of their present agencies. . . al 
Since Webster’s defines oe | 
some” as “repulsive,” ‘“disgust- | 
ing,” and “base and insincere as_ 
to motive,” it does seem that the | 
normal client-agency relationship | 
is at work. 


Mr. Khrushchev should see our good KRNT newsmen in action, writing stories, 
reporting facts regardless of who is involved—facts about public officials, for 
example, not caring whether the public officials will be pleased or displeased . . . 
newsmen broadcasting stories, caring only that the public gets the truth. 


Mr. Khrushchev might learn to like American radio and television, all the music, 
the drama, the comedy, the public service — FREE — just so someone can tell 
about a product or a food or a service that people can buy to make their 

living easier . . . selling things in this country that uncounted millions in 
other parts of the world cannot buy. Let him see free American broadcasting, 
born from free American competition. 


Yes, Mr. Khrushchev is coming to our town, and the world’s spotlight focuses on 
this heart of America. Everyone should come see us. What we are doing out 
here is important to people throughout the world. Come make your own 
inspection trip. You'll like what you see. 
Cowles Broadcasting Co. 


Hawkeye Hank, 
Charles City, Ia. 
e | 
To the Editor: Just want the, 

facts. Maybe you meant exactly 


what you said in your lead story | KRNT, KRNT-TV 
on RCA-Sylvania shifts (AA, Aug. | 
24). If so (and your report is ac- | 
curate), the story is an example | 
of perceptive and, indeed, coura- 
geous reporting. 

“... Both RCA and 


Des Moines, lowa 


Represented by THE KATZ AGENCY 


Saith AA: 
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83% 


The people 
who buy, 

or specify product, brand, 
amount, and source 
for more than 83% 
of everything bought by 
hotels and motor hotel¥ 


read 
THE 


HOTEL MONTHLY 


NAAN Adds McCutcheon 
McCutcheon and Patton, Adver- 
tising, Phoenix, has become a 
member of the National Advertis- 
ing Agency Network, an affiliated | 
network of independently owned | 
agencies covering 37 cities in the 
U.S., Canada and Puerto Rico. 
Through the affiliation, the agency 
also became a member of Market) 
Development Associates, a cooper- | 


ative market and product research | 


team of advertising specialists. 


Barnes to Wunderman, Ricotta 
Jack Barnes, formerly president 


of White, Berk & Barnes Advertis- | are having trouble finding enough} Linda Stanford, 


Posey Complains 
‘Clogged’ Media 
Stymie Advertiser 


McCann Exec Sees 
Market Segmentation 
as Partial Answer 


Cuicaco, Sept. 15—Advertisers 
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Endicott Promotes Four 

Endicott Johnson Corp., Endicott, 
N. Y., maker of leather shoes and 
| rubber footwear, has made four vp 
|appointments in a realignment of 
| responsibility under its continuing 
market expansion and cost reduc- 
tion program. Raymond A. Mills, 
|who joined the company in 1929, 
| was named vp, sales and market- 
| ing, succeeding Lawrence A. Merle, 
|who retired earlier this year as 
|sales vp. Harvey T. Litterer, for- 
merly general manager of the Par- 
|acord division, has been appointed 
|vp, manufacturing, a new post. 
controller, 


was 


ing Agency, has joined Wunder-|clear channels of communication |named vp, finance, and Jewett F. 
man, Ricotta & Kline, New York,|for their ad messages, Chester L.| Neilly Sr. was named vp, purchas- 


| pects of the Dr. Pepper soft drink 

business, from the manufacturing 
of syrup to the placement of prod- 
| uct. Mid-October is set as the com- 
pletion date. Dr. Pepper bottlers 
| will preview the film during a se- 
| ries of regional fall meetings to be 
held in Birmingham, Dallas, Los 
| Angeles, St. Louis, and Washing- 
ton. 


Kaolin to Carpenter-Procter 
Georgia Kaolin Co., Elizabeth, 
N. J., producer of kaolin used as 
a paper coating and filler, paint 
pigment extender, and as an addi- 
| tive for plastic materials, has 
moved its advertising account from 
Thoma & Gill, East Orange, N. J., 


She ree a tg Sarees. oe oe anes 


105 W. Adams St. 
Chicago 3, Il. 


a Clissold Businesspaper 


ROUNSAVILLE RADIO STATIONS 


| show packager, he said. 


Don’t make the same mistake twice 


BUY NEGRO RADIO 
THIS TIME! 


Mistakes can be costly! This time remember this PROVEN fact! 
You best sell to Negroes with Negro Radio. It’s true some read 
papers and magazines and some watch TV, but 95% of all Negroes 
listen to radio! Rounsaville Radio programs 100% to Negroes with 
Negro performers. All six Rounsaville stations are Number-One 
Rated by BOTH Pulse and Hooper! Get the facts on the tremendous 
rise in income, increase in population, standard of living and best 
of all—the BUYING POWER of the Negro Market . . . $824,219,000 
AFTER taxes in the Rounsaville coverage area! Call Rounsaville 
Radio in Atlanta, John E, Pearson, or Dora-Clayton in the South- 
east today! 


Personal Letter 


Don't be misled that Negroes will buy anything. Negro incomes have 
increased 192% since World War Il... today’s Negro is a selective 
buyer of quality items. Negroes are intensely loyal to products in which 
they believe. One outstanding, vital fact is that they do believe what they 
hear on their own radio. When one of their favorite personalities voices 
the selling message for a product it is believable. And with the believ- 
ability comes sales. No matter what your budget 
for these six important markets . . . no matter how 
many media you use . . . a proper part of your 
advertising dollar MUST go to Negro Radio or 
you're missing this market! Experience IS the best’ 
teacher. Experience Rounsaville Radio—one of 
the oldest and the largest broadcasters in Negro 
Radio! 


ROBERT W. ROUNSAVILLE 
Owner-President 


FIRST U.S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 
WCIN 1,000 Watts (5,000 Watts 


soon)—Cincinnati's Only all Negro 
Station! 


WVOL 5,000 Watts— Nashville's 
only all Negro Station! 


WYLD 1,000 Watts — New 
WLOU 5,000 Watts —Lovisville's Orleans’ only full time Negro 
only all Negro Station! Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro 
Station! 


WTMP 5,000 Watts — Tampa- 
St. Petersburg's only all Negro 
Station! 


BUY ONE OR ALL WITH GROUP DISCOUNTS! 


Peachtree at Mathieson, Atlanta 5, Georgia 


Ropert W. ROUNSAVILLE «2g 


Owner-President Ee 
ur 
~ ba 4 


Raoio 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


Dora-CLAYTON 
Southeastern Rep. 


JOHN E. PEARSON Co. 
Nat'l Rep. 


as vp in charge of new business. | (Chet) Posey, vp and general man- ing. 

Mr. Barnes said his old company | ager of the Chicago office of Mc- | 

is no longer active as an agency.|Cann-Erickson, asserted yesterday. | Dr. Pepper Producing Film 
Instead, it has become a radio-tv | 


_| work television as an example of 


| to Carpenter-Procter, Newark. 


, te Stockbroker Names Agency 
a Ag age cae tae! Dr. Pepper Co., Dallas, Tex., has; Richter, Lederman & Co., New 
; : : ; é | engaged Jamieson Film Co., Dallas, | York, stockbroker and member of 
| to produce a 17-minute, 16mm film | the New York Stock Exchange, has 
| to be used for marketing, advertis- | appointed I. J. Segall Advertising, 
|ing and public relations purposes.| New York, as its advertising agen- 
|The film will portray various as-| cy. 


| “clogged communications.” “There 
are just so many hours of prime 
| tv time,” Mr. Posey complained. 
|““Some major advertisers are hav- 
ing difficulty spending their ad_| 
dollars where they want to spend | 
| them,” he said. 

Mr. Posey charged that some 
magazines are being forced to in- 
crease their circulations “as though 
{ there was some prize for being the 
| largest.” The number of new mag- 
azines and newspapers appearing 
on the scene has not kept pace with 
| the increased number of ad mes- 
| sages, he said. 
A partial answer to the mater 


|lem, he said, is market segmenta- 
| tion. He explained that companies 
and their advertisers must deter- 
mine their specific markets and 
| consumers and use the proper me- 
dia to reach their customers. Not | 
|/many products have universal mar- | 
| kets, he added. 


# The McCann executive - 
lated that the profit potential for 
specialized magazines may be bet- 
ter than that for mass appeal mag- 
azines. More companies in the fu- 
ture may set up their distribution | 
patterns to coincide with the cir- 
culation areas of various newspa- 
pers and magazines, he added. 

Mr. Posey expressed great con- 
cern over the shortage of qualified 
people in the advertising agency 
field. He said the ad field is los- 
ing out to other segments of busi- 
ness in the competition for out- 
standing people. 

While suggesting that agencies 
keep their profit sharing plans and 
other benefits for all personnel, Mr. 
Posey said agencies must find extra 
and more competitive iret 


plans to keep their key people. | It’s the ripe red apple 


s Mr. Posey also complained that 
agencies are not training new re- 
cruits in the field. “I have seen few 
results of training programs,” he 
said. “Proper training is lacking in | 
our field.” 

He also suggested that advertis- 
ers should allot 5% of their adver- 
tising budgets for research on the | 
effectiveness of advertising. “We | 
must find out how to do a better | 
advertising and marketing job,” | 
Mr. Posey said. “We must learn | 
more about our markets and the | 
effectiveness of such media as spot | 
television.” # | 


they go for every time— 


which is the reason knowing advertising men employ 


high powered creative talent to dress their convincing 


reason-why copy in the most desire-provoking physical 
“raiment” they can devise. . . . It's also a reason so many 
of them continuously insist on ROGERS’ photoengraving 
craftsmanship and understanding of advertising objec- 


Sonny Smith Opens Agency | tives. They've proved to be dependable insurance that 


Sonny Smith, for 20 years a} 
member of Arthur Smith and his 
Crackerjacks, WBT and WBTYV, | 
Charlotte, N. C., entertainers, has | 
opened Sonny Smith Agency, 1608 | 
Morningside Drive, Charlotte. The | 
agency will sell advertising to the | 
sponsors of the Crackerjacks, Mr. | R a: ds E R % 
Smith said. The company plans to | 
organize a chain of 25 to 30 meat) 
centers which the Crackerjacks | 
will promote on radio and tv and | engraving eompany 
with personal appearances, backed 
by newspaper ads. Mr. Smith said 
five meat centers are already in| 
the plan, with two more coming in | 
Oct. 1. master-craftsmen of photo-engraving 


the physical allure of their messages will be accurately 


reproduced inthe pagesof their chosen advertising media. 


2001 calumet avenue « chicago 16 
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CIRCULATION AND AD REVENUE 
| GREATEST IN 62-YEAR HISTORY 

, CIRCULATION UP 10.3% for the first half, with a gain of 97,434 in 

net paid over last year’s first half. Greatest ever! 

) AD REVENUE UP 17.7% for the first eight months, with a gain of 

: $318,283. A 62-year high! 

AD LINAGE UP 14,188 LINES for the first eight months, with a 

} gain of 6.3%. 

4-COLOR AD PAGES UP 17.6% for the first eight months. Great- 

est ever! 


ccm, om «= Our pe Tah ; 
Where to Get 
“Outd aT Your B Deer 


1,040,002 & 


vo PAID CIRCULATION 


1 | | A.B.C. Publisher's Statement for 6 months ending 6/30/59 


355 Lexington Avenue, New York 17, New York/Boston/Chicago/Cleveland 
Detroit/Los Angeles/Portiand, Ore./San Francisco/Sarasota, Fla./Seattle 
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‘Sophisticated’ 
Premiums Urged 
by JWT’s Wolff 


(Continued from Page 3) 

get mad at you and your product 
if they are not what she expected. 

4. Be sure the premium will 
pass the test of a woman’s senses; 
wherever possible, let her see 
them, touch them, try them out. 

5. Build careful detail into 
your premium because women 
watch details like appearance, | 


function, packaging, sales ap- 
proach, | 
6. Sell women on _ premiums 


with an emotional, romantic appeal | 


—not just “nuts and bolts”—but | 
don’t forget the facts. 

7. Pick a premium with mass 
appeal, but make it appear in- 


dividual, and aim your selling at 
the individual woman. 

8. Point out a premium’s bene- | 
fit to the whole family wherever 
possible. Investigate dual premi- 
ums. 

9. A premium which offers a} 
woman a creative outlet is partic- | 
ularly appealing to her 

10. Women don’t like to make 
decisions. If a premium comes in | 
different styles, explain the dif- 
ferences. 

11. Always put the woman first. | 
Show her how she'll get more} 
credit from your premium product 
along with the help it offers her 
in running the house. 

12. Premiums with quality and 
status have more sales velocity, 
because a woman feels they are 
more acceptable in her group. 

13. Look hard at premiums that 
are more exciting and more un- 
usual, though practical, to appeal | 
to the wider interests of today’s | 
woman, * 


| 


s By offering a specialized grape- 
fruit spoon as a premium, Florida 
Citrus Mutual has increased grape- 
fruit consumption throughout the 
U.S., Herman F. Steele, assistant 
general manager, reported. 

Promotion of the grapefruit | 
spoons was begun in 1957 when 
Florida shippers placed coupons 
in their bags and boxes. During | 
the 1958-’59 season the spoon 
offer was expanded into the na- 
tional advertising program and by | 
mid-December, 1958, well over 
1,000,000 spoons, four to a set, had 
been distributed. In the first three 
months of 1959, 50,000 sets weekly 
were sold, and in the present fis- | 
cal year, 2,000,000 spoons have | 
been sold, Mr. Steele reported. 

A mail survey to spoon pur- | 
chasers conducted recently by | 
Florida Citrus Mutual revealed | 


that 98% of the respondents were | 
satisfied with the spoons, and 67% | 
said that family consumption of | 
grapefruit had increased because | 
of these spoons. | 


| 


s Gordon C. Bowen, president of | 
the PAAA and of Premium Serv- 
ice Co., commented that the pre- 
mium business has just had “a 
wonderful year” and that “by and 
large, adding up the debits and 
credits, I would say that premiums 
are enjoying the most favorable 
climate they have ever known.” 

But he cautioned that it is pos- 
sible to come up with an attrac- 
tive premium that the consumer | 
truly wants “but unless it is/ 
properly advertised, promoted and | 
merchandised, nobody’s going to) 
know about it and nobody will | 
take advantage of it, and nobody 
will benefit from it.” 

Following up the recent associ- 
ation-sponsored survey on the | 
trade level of premium use and 
supply, Mr. Bowen said the PAAA 
has now authorized an additional 
survey on the consumer level to 
get the reactions and attitudes of 


people who respond to premiums 


|and to find out who are the people 


who do not respond to premiums 
and why. 


® Bob Degen, vp, Ted Bates & Co. 
and chairman of the PAAA re- 
search committee, will head up 
the project and Dr. Arnold Corbin, 
professor of marketing at New 
York University, will conduct the 
actual survey. 


| show, more than 5,000 representa- 


ums and their advertising agen- 
cies are expected to view the 
exhibits of more than 300 manu- 
facturers. # 


Cuba Names Harris & Co. 
The government of the Republic 
of Cuba has appointed Harris & 


|Co., Miami, to plan, prepare, and | 
|place its new advertising program, | Bala Cynwyd, Pa., has appointed | 
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,year. The campaign, scheduled for ,Agency, Philadelphia, to introduce 
tives of companies using premi-|insertions in national magazines,|a new estate-type steel fencing for 
newspapers and trade publications, | homes and industry. The new com- 


| 


is timed so that its first insertions 
will coincide with the American 
Society of Travel Agents’ 29th 
World Travel Congress, being held 
in Havana, Oct. 17-25. 


Foley Adds Pidgeon Steel 
‘Walter Pidgeon Steel. Products, 


pany is headed by stage and screen 
star, Walter Pidgeon. 


Rossano to Denman & Baker 
Nicholas A. Rossano, formerly 
an account executive of Clinton E. 
Frank Inc., Chicago, has joined 
Denman & Baker, Detroit, to head 
the agency’s expanding marketing 


Avionics 


During the four-day premium! in excess of $1,600,000 for the first|Richard A. Foley Advertising| department. 


Space Vehicles & Missiles 
Support Equipment & Activities 
Airport & Airline Equipment 
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Roman Schedules Fall Push 
in Spot Radio and Print . 

Roman Products Corp South | 8a#¢-Clifton Herald News, Paterson ‘field, New York, has appointed | Haven, as vp in charge of market 
Hackensack. N. J.. will run 355 | News, Philadelphia Bulletin and| Ronald P. Cone an account execu- | research, product research and de- 
radio spots every Thursday for 13 | Washington Star. 


| Newark News, Norfolk Ledger Dis- | Doherty, Clittord Names 2 


1 


Industries Inc., New Haven, Conn., 


‘tive and Robert Petrocelli an art|Velopment, and diversification. 
weeks on at least six stations in) The newspaper ads will offer) director. Mr. Cone formerly was}, : 

New York, Philadelphia and Wash- | COMsumers a 25¢ return for trying | with N. W. Ayer & Son. Mr. Petro- | ‘Rudder’ Raises Rates 

ington, starting in early October. | OP€ of six different ways of pre-|celli previously was with Dowd,| Rudder, effective with its Jan- 
The saturation radio schedule will | a neces ey Other ro | Redfield & Johnstone. |uary issue, will boost cioeiation 
be backed with large-space ads in| W! eature a -of coupon for | guarantee from a current net pai 
eo Gakiaaes Seas Fast, Bergen| Roman pizza. The fall campaign | Lockwood Joins Greist Mfg. Co. of 24,715 to 50,000 and will in- 
Evening Record, Long Island | was placed through rn James E. Lockwood, formerly vp, |crease ad rate from $375 to $540 
Newsday, New York Daily News,| land Co., New York. treasurer and secretary of Safety | per b&w page. 


patch & Star Virginian Pilot, Pas-| poherty, Clifford, Steers & Shen- |S joined Greist Mfg. Co., New | 


THE ONE AND ONLY COMPLETE BUYERS’ GUIDE 
SERVING THE ENTIRE AVIATION INDUSTRY 
e » - and ITS RELATED TECHNOLOGIES 


THE STANDARD PURCHASING REFERENCE OF THE INDUSTRY 
LISTING OVER 50,000 MANUFACTURERS’ PRODUCTS IN 
OVER 1,800 SEPARATE PRODUCT CATEGORIES 


Day after day, engineering-management people re- 
view AVIATION WEEK’S ANNUAL BUYERS’ GUIDE in 
their search for new sources of supply for products, 
materials and services. AVIATION WEEK’S BUYERS’ 
GUIDE is the industry’s recognized buyers’ guide 
covering all segments of the $11 billion aviation in- 
dustry and its related technologies. 


The new 1960 edition is more complete, more up- 
to-date, more essential than ever before because it 
provides expanded listings on new products and 
companies in the new areas of the total market. It 
will contain over 50,000 manufacturers’ product 
listings divided into over 1,800 specific product 
categories. In addition to being quick and easy to 
use, the BUYERS’ GUIDE includes complete listings of 
government procurement agencies telling: Where to 
go; Who to see; What they buy. 


ADVERTISER BENEFITS 

Advertising dollars work overtime in the BUYERS’ 
GUIDE through year-long life and multiple exposure 
of your advertising. For example, a survey made 
eight months after publication of the 1958 edition 
revealed that: 


BUYERS’ GUIDE ISSUE FOR 1960 


A McGRAW-HILL PUBLICATION 


71% still had their copy 
9% passed on their copy to purchasing, en- 
gineering or other departments. 


. .. of those who still had their copy: 


16% referred to it once a week or oftener 
44% referred to it once a month or oftener 


Thus 60% referred to it at least once a month. 


Advertisers’ product listings are bold faced and in- 
clude a reference to the page number of their adver- 
tising. In addition to an alphabetical advertisers’ 
index, there is a “product” -advertisers’ index. To 
supply you with key industry sales leads the BUYERS’ 
GUIDE contains Reader Service cards. 


If you sell to the aviation industry, your advertising 
message belongs in the BUYERS’ GUIDE... it will 
reach over 75,000 key engineering-management 
decision makers. 


Be sure to reserve space in this exclusive issue... pub- 
lishing date is mid-December and closing date is Novem- 
ber 1, 1959. 


Aviation Week 


Including Space Technology — 
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Spitzer & Mills Names Two 
Doug Philpott, for the past 11 
years exec vp of Transit Adver- 
tising Ltd., Toronto, has joined 
Spitzer & Mills, Toronto, as pub- 
lic relations director. Also new at 
|the agency is Helen A. Nash, for- 
|merly a copywriter with E. W. 
Reynolds Ltd., Toronto, who has 
joined the copy staff. 
Scholastic Boosts Neiman 
Scholastic Magazines has ap- 
pointed Arthur Neiman, formerly 
eastern ad manager, to advertis- 
ing manager, a new post. David 
M. Mercer, who had been with 
Scholastic Magazines in another 
department, has moved to the 
sales staff of Science World. 


Two Join ‘American Home’ 

Gordon E. Fagerlund, formerly 
with Drackett Co., and Jack Tan- 
nenhill, formerly with Meredith 
Publishing Co., have joined the 
New York sales staff of American 
Home. 


rue FOUR 


CHECK YOUR MARKET 


QI TODAY! 


| VITTORIO DE SICA 


@ — INDEPENDENT 
CT \ TELEVISION 


CORPORATION 


336 WEST 42ND STREET, NEW YORK 36, N. Y. 


488 Madison Ave. - N.Y. 22-PLaza 5-2100 


Fe eee i Ne ee omy Nee a 
a 


. me eS i Fe Nita ak a te 
red = en ee x : 
eC = 
i 
4 
UJ 
\ 
- 
(th 
; i 
\ : 
ri 
4 mas 
} f es 
ih ee 
i) eee, 
\] nee if atireat 
: 
7 , aon 
| } peers 
eS 
hi ee 
so i, ae 
st] 
i Me 
} } ; 
{ Ls ae 
| ates 
iy | | 
f 
‘ ; 973 ‘ New } 
u peas one ' vat oe ae ~ 
4 «gc 2 Pee : a 
4! ° Bet e c ‘ f 2 ig 
/ > ts tek ae ow g ye nd : : = 
5 ‘ Net a ‘ s x 
| fi ‘ ; KS, os | 7 i , 
> 2 | | 
a i: r. y, ly 4 
: , > ‘ y X 
: & tik = DAN DAILEY 
j 7 fr 9 ans a : 5 c , ae 5 wm 
: Po ws Keri es 2 f am ot i as pateio. aa . 2 
, ‘seem -_ | Po : 
ee” 
| ‘ bs 
ae 
Bee si 
} 
‘ ’ aes 
) | EA shale 
’ ee a 
| ees 
r] ' its ae 
} v \ a 
! “ my os 
ee oe 
h fits ies 
\ eae 
} w 4 ae 
ne ene 
\ —" PE 
J 
j a eee 
hes iy Vivre: 
RICHARD CONTE a 
| “— oF ey ares 
Ghz Bye a 
Rs ' Aes 
ull 
\ ee 
% a recs 
a ‘ 
&, x 
a ; 
‘ Ree 
Rr Ae | yk rd lores Dee em MM ee kOe hi Le Bhi ine 
Poet tate 
| pay 3 ae 
’ 4 5 tS, 
’ — ; ao 
<> / 
a 
! | Meeks ‘ i 
: | ie 
a «(fl | 
| 
| : 
}, : =~ 
are 
= ae eee ey to es ae ea ir ie OM a! atk ior” Tat bi mutate 5 Sela aes ee lg ar 3 ne Lc AAS 2 ? . ~ é ‘ 3 of bse ee 
ha A TNS ORR a RRR) ARNE WAP cry eee Re, Or wage ee ag Sere ae eee The ee 
ea 
ao eee a ae ie eee ae ae 
ig 7 ee ox en aatacwe ey ee Uf y Sie ee © ee. iat ad > ee ee 
: i Bae 2) “ag tg Beas in ieu SS ah ie er take an oe Be wee POT Lo heey eli I Oe ae Sa ee , : at Fei 
ie ee ae = : RS age are a Pe et ete Pee eR re OA 5 a pn Be fe oes Be Poe oe) ar ‘SS Ren Se eae ee ea hare os 
Toe aw ae Sa oe Re he pee. 4 eee ona iS alas ee Se Sees ce Re aie Uae RS Pos ee ied a Me eae a oe aa, hg Smee Rie adare et ~° ie) RS et ay po ney ee ee eg at he 
a is es Be i Sas Daa ee Pa COL Me tg TT i teed a Sa a a pbs els eae Re tok 1S Oe Rr ne a te eR a sta i Oat aa Eee eS he ae 


76 


San Bernardino county, Cali- 
fornia. A county consisting of 
20,131 square miles, larger in 
area than the states of New Jer- 
sey, Massachusetts, Delaware, 
and Rhode Island combined. It 
is the larger portion of Southern 
California's 3rd metropolitan 
market. It is a completely inde- 
pendent area located 60 miles 
from Los Angeles. 


You'll want to know more about this important market 
which is the 27th largest in the Nation, 6th on the 
Pacific Coast and 4th in California. Contact your 
Cresmer and Woodward representative for our new 
market study or write to the - 


Less than 4 of 1% of the total 
circulation of the 4 Los Angeles 
metropolitan newspapers enter 
this area. 


SAN BERNARDINO SUN AND TELEGRAM 


SAN BERNARDINO, CALIFORNIA 
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Infinite Variety of Woman Consumer Baffles 
Even Women Copywriters, Martineau Says 


| CuHIcaco, Sept. 16—“No 


one | 


“But on the other hand,” he said, 


| woman is capable of explaining the | “they seldom do anything primi- 


|female mind, any more than any 
| one man is capable of defining the 
male mind,” said Pierre Martineau, 
| director of research and marketing 
for the Chicago Tribune, at last 
night’s meeting of the Women’s 
Advertising Club of Chicago. 

Speaking on the woman consum- 
er, Mr. Martineau explained that 
one of the major errors made in 
comparing the female and male 
minds is that of looking for similar- 
ities, rather than dissimilarities. 

Much of today’s advertising is 
written purely from the man’s 
point of view, rather than being 
geared to the woman consumer, the 
speaker said. 

“Advertising women have in- 
sight and taste which enables them 
‘to write advertising quickly and 
| well,” Mr. Martineau added. 
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a GREENSBORO 
HIGH POINT 


LEXINGTON 
SALISBURY 


b KANNAPOLIS 
' ALBEMARLE 


’ 
PINEHURST 


the FU RNITU RE industry... 


+ + « located in the heart of the industrial piedmont . . 


and sells . . . in this heavy industrial 54-county area where 2,250,000 
people live, work and buy. 


wftmy-tv 


GREENSBORO, N.C. 
*NOW IN OUR 10th YEAR OF SERVICE’ 


Represented by Harrington, Righter and Parsons, Inc. 
New York, Chicago, San Francisco, Atlanta, Boston, Detroit 


THE PIEOMONT INDUSTRIAL CRESCENT 


creates buying power in the Piedmont Industrial Crescent! 


The South’s giant furniture industry is another reason why WFMY-TV 
. is the dominant 
selling influence in this $3,000,000,000 market. WFMY-TV serves... 


tive and powerful, as it is easier 
for them to be technically correct, 
and prepare acceptable advertis- 
ing.” 


s Studies conducted by the Trib- 
une have brought out character- 
istic variations between working 
and middle class woman consum- 
ers. The study found the working 
class woman feels each day is the 
same while the middle class woman 
feels the opposite. Weekends, to the 
working class woman, have no spe- 
cial meaning; to the middle class 
woman they constitute “family 
time.” 

The working class consumer has 
little conception of seasons or va- 
cations, with the exception of the 
major holidays such as Christmas 
and Easter; while the middle class 
consumer associates different func- 
tions with the various seasons, Mr. 
Martineau said. 


s Other variant characteristics 
found in the study included the 
working class woman’s relationship 
toward her family—much more re- 
stricted to the triangle of home, 
children and husband than that of 
the middle class woman—and her 
fear of loneliness. 

Rearing of children also differs 
between the two classes, he said. 
The working class woman teaches 
her children to be gocd citizens, 
while the main drive of the middle 
class woman is Success for her 
children. 

Discussing the career women, Mr. 
Martineau said women are offered 
two choices, that of being a house- 
wife or a career woman, and that 
this frequently creates a dilemma. 

“The American educational sys- 
tem offers a man’s education,” the 
speaker said, “and does not educate 
the woman to be a housewife.” 


s The role of the career woman 
offers more moral and emotional 
freedom and typifies contact with 
the interesting and glittering outer 
world, Mr. Martineau said, but it 
can also be frightening and de- 
mands hard work to buck the sys- 
tem which lists marriage as the 
primary role of the woman in 
American society. # 


Allinson Named Chairman 
of 1960 NIAA Convention 

Tom Allinson, president of 
the Daystrom-Weston divisions of 
Daystrom Inc., Newark, N. J., and 
a member of National Industrial 
Advertisers Assn.’s New York 
chapter, has been named gener- 
al chairman of the association’s 
1960 annual meeting in Washing- 
ton June 5-9. 

The meeting will feature NIAA’s 
first exhibition of materials and 
services for industrial advertisers. 
The exhibition will involve a 
maximum of 206 booths at the 
Shoreham Hotel, where the NIAA 
|meeting will be held. Brede Inc., 
Minneapolis exposition manage- 
ment organization, will handle ar- 
rangements and sales. Directing 
the project for NIAA is Charles 
A. Bryant, ad manager of the 
Baroid division of National Lead 
Co., New York. 


Q 


WHAT COLOR 
REALLY 


TAKES OFF? 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 
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all the 
| news 


_ for 
business 
decisions 


From the pages of Business Week... Detroit says 1960 will be one of the greatest 
automotive years on record... Retailers report heavy back-to-schoo/ buying... 
Oklahoma goes wet... the United States gets¢et for Khrushchev's visit... 


Millions of words are written daily about news 
events like these. But Business Week digs 
beneath the surface and interprets them for 
the exclusive benefit of business management. 


Subscriptions to Business Week are solicited and accepted 
only from management men in business and industry. Company 
and position must be indicated on all subscription orders. 


SHORT CARS AND LONG PANTS 


It analyzes important news events—and reports the effects 
they may have on business decisions. This is Business 
Week’s unique service to management. Its meaningful busi- 
ness reporting sets it apart from all other publications. Small 
wonder that Business Week has the highest concentration 
of executive readership of any publication in the world. 


BUSINESS WEEK 


A McGRAW HILL MAGAZINE 
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° “you develop a sort of shorthand 

Two Husband-Wife Teams Form New «so: sivine. ‘ana wns quick sin 

of communication is very good. Al- 

C {’ A P & F |so, we’re not in competition with 

— each other; we’re both working 

ompac gency aper! ree hard for the same thing.” 

Financially, it has its advantages 

00: “We couldn’t possibly afford 

| to go out and buy this kind of tal- 
ent,” he said. # 


i 
(Continued from Page 3) | passage from the conference table | t 
sporting goods, and Guards Club| to the consumer,” the Paperts and 
Ltd., a London manufacturer of | the Frees believe. 
men’s toiletries, which will be in- | The venture apparently is ap- 
mre troduced in the U. S. this fall. The| nealing to many another agenc 
i agency has also been named an| man. we're na Se. 5p | Ballantine, White Owls, 
agency of record for Upjohn Lab-| phone calls a day from group heads Niagara Buy CBS Radio Shows 
oratories and is working on special | all over the city wanting to joinus| P. Ballantine & Sons (William 
assignments for the company. |—-and we hope that soon we can| Esty Co.) and General Cigar Co., 
The new agency has been found- | take them in,” Mr. Free said. on behalf of White Owl cigars! CHRISTMAS DISPLAY—An actual Noma Lites Christmas decoration, fully 
ed on the formula of big-agency | Mr. Free also testifies that the| (Young & Rubicam), will c0O-) illuminated, will be displayed on outdoor boards for the first time 
talent working in a “compact cre~-| agency is proving to be a successful |sponsor all of the New York! ¢his year. The idea was created by Paul-Phelan Advertising, Noma 


| 
Lites’ agency, and E. L. Ruddy Co., Canadian outdoor company. 


ative team”—getting away from| experiment in human relations— | Giants football games on CBS Ra- 

4e the big-agency pitfall of “hiring | the husband-wife combinations are dio, New York, this fall. The 
er eight men to do the job of one.”| working out very well. At first, he| games, to be announced by Les 
The agency is also dedicated to the | conceded, there was a certain|Keiter, will be broadcast on a re-| EDT, starting Sept. 28. The pro- 


Ralph Head to SCI 


idea that “The ad’s the thing.” amount of shyness about criticizing | gional network throughout New/gram will be written by Mr. Ralph E. Head, formerly vp and 
Advertising is the most under-| each other’s work, “but that is be- | York state and New England. ‘Moore and will feature Durward | director of marketing at Batten, 
rated product of agencies these|ing quickly overcome.” Garry Moore will return to CBS | Kirby. Niagara Therapy Mfg. Co.,/ Barton, Durstine & Osborn, has 


days,” according to Mr. Free. “Ev- 
erybody’s busy selling their other 
services, their marketing, their 
merchandising, their research—no 
doubt because facilities and figures 
sound so much more concrete than 
creative work. 


Radio after an absence of nine| Adamsville, Pa. (George L. Mallis| joined Sales Communication Inc., 
# One advantage of working with| years in a “talk” show Monday | Inc.), the only sponsor so far,| New York, as marketing executive 
your wife, he pointed out, is that | through Friday, 10:30-10:40 a.m.,| bought half the show. lon the agency’s grocery accounts. 


s “But ultimately it’s the actual 
ad—on the page, on the screen— 
that either talks or doesn’t.” To! 
substantiate this opinion, Mr. Free 
quotes a recent study which indi- 
cates that although a good market- 
ing plan can make as much as 13% 
difference in the sales prospects of 
a product, good advertising can 
make a difference as great as 300%. 

The agency founders, newly 
emancipated from big-agency size 
and procedures, regard their own 
working agency philosophy as a 
“tempered return to fundamen- 
tals.” There’s no shortage of good 
sound advertising ideas in any big 
agency, they point out, “but unfor- 
tunately these good ideas don’t al- 
ways end up in good advertising.” 

“The trouble,” says Mr. Papert, | 
“is that big agencies spend fully 
half their time communicating with 
themselves. 


= “What happens is that good ideas 
get lost somewhere in the maze of 
committee meetings and review 
boards. When the advertising fi- 
nally appears, the original idea is 
virtually invisible. The enthusiasm 
and conviction that made it a good 
idea in the first place is gone.” 
With a compact creative organi- 
zation, the idea is “guaranteed safe 


* i f PEDESTAL | 
| 


if you use glossy photos for 
advertising, promotion or 


publicity... ELEVISION is virtually all things to most And yes, to some, unfortunately, it can 
if you appreciate the advan- " [americans teacher for the intellectu- be too many spots back-to-back, or a quiz 
cages of using highest quality ally curious, boon for the spectator show with omniscient contestants; to others, 
P eee sportsman, nirvana for the shut-in, whipping a tired old Class B movie in place of crea- 
and still like a good deal on boy for the snide, frigate for the vicarious tive local programming and public service 
pou traveller. It’s a love-story in the early after- 
4 B ncug need ) patese right now noon, a nursery in the late, a news bulletin To us, television is a medium with 
ing Reed them... anytime. It’s a walk in the park, forum for endless vistas and inherent responsibilities. 
ou, sir, are a natural to do the thoughtful and microscope slide for politi- We try to meet those responsibilities whole- 
business with QPC cal candidates. It’s an empathetic counsellor, heartedly and with imagination. Our audi- 
write for eaitiiebiabaeee tat a weather report, a shot in the dark and a ences—and the number and calibre of our 
(or phone, it's quicker) trek across hostile Indian country. It’s jazz at clients—give us reason to believe we are 
the Philharmonic and a Verdi opera. achieving that goal. 


QUANTITY PHOTO CO. 


119 W. Hubbard St., Chicago 10. 
SUperior 7-8288 


Responsibility in Broadcasting 


HE CORINTHIANM 
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Lynn Ellis, Adman, 
Adviser to Agency 
Heads, Dies at 78 


(Continued from Page 3) 

a one-man shop; it had 36 people 
when he left. It was in the Cleve- 
land office that he met Mary Bar- 
stow, to whom he was married in 
1926. Mrs. Ellis (The Mary B. of 
much agency correspondence, since 
she edited “AQA”’) is the sister of 
Dorothy B. McCann, wife of H. K. 
McCann, retired chairman of Mc- 
Cann-Erickson. 


= Over the years the Ellises helped 
to establish five national agency 
networks, turned out more than 50 
management books, including 
“Why Too Many Agencies Die 
Young and Too Many Older Ones 
Lose Money”; built a “Management 
Museum” and consulted in person, 
by telephone, and by photocopies 
and recordings. 


# Mrs. Ellis plans to continue the 


KHOU-TV 
HousTON (cBS-TV Spot Sales) 


KOTV 
TuLsa (Petry) 


KXTV 
O} SACRAMENTO (H-R) 


WANE-TV 
Fort WAYNE (Petry) 


WISH-TV 
INDIANAPOLIS ( Bolling) 
WANE-AM 

Fort WAYNE (Petry) 


WISH-AM 
INDIANAPOLIS ( Petry) 


SPATIONMS 


business. | 

It was Mr. Ellis’ view that agen- | 
cy management is dull, deadly, 
plugging routine—“something you 
have to do in the agency business 
if you are going to make money.” 
He also thought that creative | 
temperaments in the agency busi- | 
ness were poorly adapted for man- | 
agement—“not fitted to the quiet 
thoughtfulness and deep thinking 
that is necessary to agency man- 
agement. Most agency men manage 
because they have to.” 

Last year Mr. Ellis noted that | 
more agencies were being estab- 
lished in small cities and suburbs; 
more than half the agencies in| 
the Standard Advertising Register 
were in 410 cities, he commented, 
with 221 of the cities showing only 
one agency. He calculated at that | 
time that 90% of all agencies have | 
14 or fewer employes, and that | 
about two-thirds have from one to 
six employes. 


® He also got into the California | 


} 


Plan to Advertisers 


|for any merchandising materials 


controversy over licensing agen- | 
cies, commenting wryly that licens- 
ing advocates were “just talking 
through their hats” and _ that/ 
“smaller California agencies have 
been agitating the idea of agency 
birth control by the license route 
for at least 29 years.” # 


RICHARD SLAID TINCHER } 

New York, Sept. 15—Richard 
Slaid Tincher, 52, classified adver- 
tising manager of the New York 
Daily News, died Sept. 6 in his 
home in Darien, Conn. 

Mr. Tincher, formerly western 
advertising manager of the News 
in its Chicago office, had been with 
the newspaper 35 years. Among | 
his survivors is a son, Thomas A., 
who is a classified advertising 
salesman for the Chicago Tribune. 


‘Reader's Digest’ | 
Offers Merchandising 


(Continued from Page 3) 

for schedules of fewer than six 
pages to $250 per page for sched- | 
ules of 12 or more pages. | 

For the Digest’s metropolitan | 
New York edition, starting in | 
April, 1960, combined credits | 
range from $150 per page for un- 


| der six-time frequency to $200 per 


page for frequency of 12 or more | 
pages. 

According to George Wallace, 
director of merchandising of the 
Digest, allowances may be used 


or services supplied by the Digest 
or for materials and services “mu- 
tually agreed upon.”’ These include 
merchandising kits, in-store and 
point of sale displays, direct mail 
promotion and other merchandis- 
ing aids. 

Mr. Wallace said also that ac- 
cumulated credits can be used 
toward space and production costs 
in advertising in trade publica- 
tions, provided ads are okayed by 
both the Digest and the advertis- 
er, + 


Milwaukee Women’s Adclub 
to Host Midwestern Meeting 
The Women’s Advertising Club 
of Milwaukee will be host to a 
three-day Midwestern Intercity 
Conference of Women’s Advertis- 
ing Clubs Oct. 23, 24 and 25 at 
Oakton Manor on Pewaukee Lake, 
22 miles west of Milwaukee. 
About 150 delegates from 10 
women’s advertising clubs are ex- 
pected to attend, according to 
Lorry Lesener, general chairman. 
The first Midwestern Intercity 
Conference was held in 1934. 


Klemtner Names Joann Kirchner 

Joann Kirchner has been ap- 
pointed media director of Paul 
Klemtner & Co., Newark. Miss 
Kirchner joined the agency last 


year in media research. 


Boston is bustin’ out all over with new homes, new 
industry and new urban development! Since the end of 
World War II, more than 91,000 new dwellings (includ- 
ing a new home for the Boston Globe) have been con- 
structed in metropolitan Boston, a densely populated 
area of 40 cities and towns with some 600,000 families. 
This makes metropolitan Boston first in the country in 
Family Consumer Spendable Income with an average of 
$8,540. That’s $2,669 more than the national average. 

Boston is the sixth largest market in the United States. 
Its 4 billion dollar total in retail sales tops the combined 
retail sales of Maine, New Hampshire and Vermont. 
A contributing factor is Boston’s leadership in the de- 
velopment of outlying shopping centers, four of which 
are among the largest in the country. 

Industrial growth in and around Boston is a joy to 


behold. Along Route 128 (which runs from Boston’s 


Per cent of families reached 


PARADE... .47% 


(CORPORATE Limits) 


How Big is PARADE in BOSTON? 


POST...11% LOOK...12% LIFE...16% 


wh ny " * 


mS!" Mo | 


MHF ta ay gg a awh 


Nh 


North to South shores) 220 new plants and factories 
have been built in recent years. Presently, 95 new busi- 
ness facilities are nearing completion or already com- 
pleted in Boston. Leading the way in Boston’s urban 
redevelopment program is the 100 million dollar Pru- 
dential Center—a 31 acre business, cultural and resi- 
dential project now being constructed. 

In addition to being state capital and county seat, 
Boston is also a wholesale, educational and research 
center. Its fifteen colleges and universities and nine 
technical and professional schools have made it an ideal 
location for many scientific and engineering develop- 
ment firms. 

If you want your share of the big boom in Boston, the 
Boston Globe and PARADE will give it to you. Each 
Sunday they call on nearly half of all Boston homes. Each 
Monday they begin to move goods off dealers’ shelves. 


Represented Nationally by— Creamer & Woodward, Ine Ine. 
ew Yor an Francisco A 

eeker & Scott (Chicago & Detroit) {rey —" 
Co. (Miami Beach, Florida) 


PARADE... The Sunday Magazine section of more than 60 strong newspapers, 
reaching 9% million homes every week. 


eer 


-— ee ; : ; \ : : Nes 
9 " ee 79 
i | . cate — = 
4 pa 4 ast » . need ag ~~ - 
4 ~ =, tae ay a. seg —* hee pee Fy ‘ 
A Fe tee Ss “hye ca fist By 
ne ey SE 5 
i nS Wr a 
7 mie Se | on 
I r bs rs =? Oe et = —— | : 
a » Noon aol aa 
| . ae : ee ro & ‘ «ae a E Be ees af 
| ‘ ge * ye a ~ al a ; oe 
or ae E di a ie ae e. a ’ <i an wg ae 
\ < ‘ agi tis Py ‘eatin : pee. aa sy ‘ Soe 
7 ave aS ae Se : en, 5 he” end o - Pe Ne is ee 
~ 4 ty 7. ¥ a Beto Gaye ie cg Mie hE ; fa! x . ts tae 
x fa = = ‘a sof Ee ~ a : _ iesy 4 * ess 3 ‘ A : : ae ee ? oe ; 
- a os == Sel RT ape oi 
= bi = iis fa ae i - 
—:° . 2. ° -. .- ee —.,. atu 
I ae A ~  e2 “we F r ie" A 
d ny a : SS . OS i ei aphe 
A > . = . A = ee es 
, + a eee tt - 2 - we Ewer 
: ( ---* Watee radio | Te = 
fi — ey . & ; z= Lae ‘ y ill po 
| ee ye . a were ars ¢ eee ye 
bd 9 3 ot “ ~_ —iy . “] " # > % e _" ¢ ~~ ad *e a ~<-y 
: $*. ie ae 4 . ate ~ = Mg Ao ck 
) |S aggg 7 a a ~ P, . a. “3 es : . 
; os ~e ree te sky = 7. i= = ; “ 
| 3) i] & = ‘ : *. . , * » " ii iI mM a, ot” 2 = 
: , ve im «ae as 2. (ens! : 
( bhi =~ 9 Meme a" WEY Hae oe 
¢ | - =e6 a * wo . : ie bi : 
‘ | _ Te » * - ee , +: : e ies 
eee , w Ba Bie a 
\ ' | ttecmh ; ; i v st ag 
, Jalil ane Pe a Be 
we ait | " ames 
a hind ; baat 
! | vo ae | ONT: ' oan 
uu oh we : * : a 
’ | p 7 2 ~* i" * ane, 
4:2 v eee ate aoaen “Akt, i wt ee 
| die} ! Se] es peel re ac co 
. | tt i= - Wes ,: {he 2. ia ss 
t | ‘—. Bee = O “toe sth a 
a | — y/ U pegs OM ag PS Rie mia cab 
gimmie ‘ea ; hy : pene ON : oe ioe 
. y) oan mS ves “aa Sate = > oe Oa et aa 
: i: 7 ‘ a + : 7 A, { . ee Mer 
' | i . y ; y+ . : : Seg ee ae i : Eee SS ee 
ir , yer pe mA cas 
eB ccc UN a | 
| | . has a we Uets - =~ : 
} ~~ . “ ng Le Ka A 2 4 
| at Mt sae |» ja mae 
! 1 a~ ices 9 epee 
? ‘ . . oe ‘ : gy ae 
4 . , Ie 4 _—_ ese 
ta +e ee ee Sl ea he ee 
; ‘ 1 ‘g cdi at 
s% ; >* bio hae 
' Bey _ - > ae Ee 
j } —_ @ . “ON aa AS ee ‘ 
r nes awe be) ‘ FS ae 
a a - SAY Seek f ee 
TI ‘ - » i 
> a aie , ; Nx “ n 5 
ality +s ‘ ms : < eke 
! So Vrs ‘fe SING iin 
>| ————— AN De 
by a ae ~ NS 
| “ ¢ ~ pee : “ TEND ‘ 
| @ SEs! : A = Sx 
f | a a 
| eS 
| <9 
| 
. | 
| ; 
| | oe 
ear 
J 7 
_ - 
| Pe 
Po | a ee 
> TEE i 
Se] 
| Bo | " : 
| | ae wanes eeaaee ane vas ie eae 
| Parade|= oe 
; | ascaEzses” # 
eC —— 
. | Wie oe 
| es sus pie ae 
man pote POES Glove = 
2 ee Sunlal 
PS =e wBogion Gunn 
5 CC ; 
$ 
U - _ 
| . 
ee eee 
ie ke 
+ 2 
pee 
5 ae 
. ‘ : . \ ; me aria sa % 
| Sy ERE ge eB oe Memmecceone ee? a a aa eo A al = I a ek ew Oc a ae we ee : ee era a a <4 
Seer om ars here eat Moe ee eee coe As eee | PULA | oe Seago ee OS aan TE eae = 
eine soetate ete Eerie a pet Ae ie) pete re oe Pred ey rts anor: eet ae Pe: 


PHOTO 
REVIEW 


GEMEX DISPLAY—This new motion 
display for Gemex watch bands 
features a slowly rotating drum. 


- i 


Willens Hockaday Findlow Schruth 
TOWN COUNCIL—Her Honor, the new mayor of Ulcer Gulch, Ariz. 
(Anne Foster, copywriter at J. Walter Thompson Co.) poses with 
members of the new town council: The tax collector (Margot Sher- 
man of McCann-Erickson) ; Justice of the Peace (Ruth West of War- 
wick & Legler); Fire Chief (Janet Wolff of JWT); U.S. Marshal 
(Jackie Agnew West of Cunningham & Walsh); Housing Commis- 


i 
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Asie 


ad—ie 
Foster J. West Wolff 


R. West 
sioner (Nan Findlow of JWT); Gambling Commissioner (Margaret 
Hockaday of Hockaday Associates), and president of the Chamber 
of Commerce (Doris Willens, ad columnist for the New York Jour- 
nal-American). The gent in the picture is Pete Schruth, ad director 
of The Saturday Evening Post. The Post gave away the ghost town 
of Ulcer Gulch as first prize in its contest for ad execs. 


Sherman 


The watch bands are reflected in 

an angled mirror. Light from with- 

in drum serves as an eye-catcher, 

and also serves as night light for 
dealer. 
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Sawyer Dingfelder Nevin Tabibian 
Robertson Barry Berner TI 
Amsz Fretwell Christensen ANA SPEAKERS—Horace R. Barry, of Nestle Co., chair- Edward Tabibian, Colgate-Palmolive Co.; Ralph C. - 
CONVIVIAL SOULS—Socializing at a lighter moment of the Pet Food man of the Assn. of National Advertisers’ sales pro- Robertson, B. T. Babbitt Inc.; and Fred Berner, Mar- 
Institute are Joe Amsz and Gordon R. Christensen of Red Star Yeast motion workshop, Sept. 17, poses with six of the ket Research Corp. of America. Other speakers at t - 
& Products Co., Milwaukee, and F. P. Fretwell, Spartan Grain & eight speakers for the event: Edward G. Sawyer, the meeting who are not pictured were William C. A 
Mill Co., Spartanburg, S. C. Mr. Fretwell is a new member of the General Foods Corp; Richard B. Dingfelder, Scott Nigut, William C. Nigut Co., and LeRoy M. King, ! yc 
PFI board of directors. Paper Co.; William M. Nevin, Compton Advertising; Food Topics. a 
y lo 
t . 
: 
J 
{ 
| 
* 
} 
| 
Harty Sharp Wood Bryant Freeman Billings Yellowlees Wardell Borendame popcorn in this photo is Pat McCoy, 
NEW ASSIGNMENTS—Revamped duties were detailed recently to vps of & Lamson Machine Co.; Charles A. Bryant, Baroid division, National the Popcorn Institute’s 1959-’60 Y 
National Industrial Advertisers Assn. by H. I. (Hi) Harty, NIAA_ Lead Co.; John C. Freeman, NIAA president; George D. Billings, Popcorn Princess. She’s involved we 
board chairman, and advertising manager of Wolverine tube division G.H. Tennant Co.; T. A. Yellowlees, Canadian General Electric Co.; in the institute’s promotion for } 
of Calumet & Hecla. Officers who will implement new functional com- Charles C. Wardell, Hyatt Bearings division, General Motors Corp., 


Popcorn Week Oct. 25 to Nov. 1 


mittee plan are Jay M. Sharp, Alcoa, vice-chairman; J. F. Wood, Jones (AA, Sept. 14). 


and James E. Borendame, Acme Steel Co., all ups. 
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That's Ad Age’s position in the amount 
of farm paper promotion carried in the 
advertising trade press for the first 6 
months in 1959—first in linage—first in 
number of pages! Almost 65% of the total 
linage placed by all farm publications ap- 
peared in Ad Age. Ad Age carried twenty- 
one more pages—king size pages—as 
against the regular size pages of the num- bs 
ber two paper. No matter how you meas- 

ure it, linage or pages, Advertising Age 

is the winner again. 


These same comparisons were true for the years 1956, 1957 and 1958. It’s an old but convincing story, 
Ad Age is the first choice for farm publications with market and media values to sell every year. 


FARM PUBLICATION LINAGE January-June 1959 
There are many reasons for this consistent leadership. Advertising Age offers its advertisers the 
greatest-in-history circulation of over 47,000 paid subscribers. It offers a total weekly audience of 


177,660 readers—plus a quality and intensity of readership unmatched in the world of advertising 
» a and marketing. — 
A { Ad Age’s circulation, readership, editorial quality, linage leadership and advertiser acceptance —are = 


your guideposts to the one best market place to register your media or service story. If you want to 
reach most of the advertiser and agency decision-makers responsible for farm marketing programs, 


look to Ad Age. These decision-makers do every Monday. a 
: : ; » ae bi 
| By their use of Ad Age during the period from January to June 1959, these outstanding Farm rd g is w 
| Publications indicated their recognition of the unmatched circulation and readership of Advertising meres = a 
i -_ Age in the advertising and marketing world. > = e—— — i Se 
| Agricultura de las Americas Michigan Farmer Prairie Farmer ~ ” o 2 
& World Farming Midwest Farm Paper Unit Progressive Farmer eA — gm a = ae 
Capper-Harmon-Slocum Missouri Ruralist . State & Local Farm Papers - 
; Capper’s Farmer Montreal La Ferme Successful Farming “"; Ss — 
} Dairy and Beef Breed Publications National Live Stock Producer Wallaces Farmer ra) 

% Farm Journal Ohio Farmer Weekly Star Farmer —I i — ss 
Farmer-Stockman Pennsylvania Farmer Western Horseman AZ 
Kansas Farmer Poultry Tribune Wisconsin Agriculturist ; 

Advertising Printers’ Sales Media/ 
3 , "4 Age Ink Management scope 
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impottiuit to impottaut people 


200 &. ILLINOIS ST. © CHICAGO 11, ILLINOIS 
630 THIRD AVENUE . NEW YORK 17, N.Y. 


} Yeor (52 issues) $3 
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Lowe & Stevens Appoints Two 
Ross E. Hancock Jr., 


ta, as a copywriter. Donald S. Mc- 


formerly | Kelvey, who has been with the 


with Marschalk and Pratt, Atlanta, | agency since 1951, was named copy 
has joined Lowe & Stevens, Atlan- | supervisor. 


Coverage, Impact, Results! 


You get them all 


in The Star, 


first choice paper in Montreal’s 
English market. 


Wie Vcowela Da, tit 
Seaway Oper” 


Market data on request. 


The Montreal Star 


Represented netionatty by 
erin 


International Charge 
Universal Credit 
Card Bows in West 


Los ANGELES, Sept. 15—Inter- 
national Charge Inc., a new con- 
sumer shopping credit service, now 
plans to go national, following a 
successful test in Hawaii and an 
introductory campaign in Califor- 
nia. 

The service is described as “a 
universal charge account plan that 
eventually will allow the average 
family to buy everything from al- 
phabet soup to zebra saddles” 
without laying out cash. The card 
will be “readily acceptable at the 
corner store or on a 3,000-mile va- 
cation trip,” according to the com- 
pany. 

Consumers using the credit card 
will be billed for such purchases, 
wherever they are made, in one 
bill at the end of the month. No 
charge will be made if the bill is 


paid within 25 days of receipt of 


Advertising Age, September 21, 1959 


the bill. If the card holder desires, 
he may make payment over as 
much as a 10-month period, and 
pay a service charge. 


@ Merchants can get immediate 
credit to their accounts through 
the use of sales slips placed in 
sight draft deposit envelopes at 


their regular banks. In making 
the deposit, the merchant dis- 
counts his sales slips by 6%, 


which covers the cost of his par- 
ticipation. However, quarterly re- 
views are made of each mer- 
chant’s average sale per customer, 
and refunds given on a sliding 
scale. 

International Charge starts with 
the advantage of being a _ sub- 
sidiary of Seaboard Finance Co., 
which has 550 offices nationally, 
and assets in excess of $300,000,- 
000. 

When the service was started 
in California this past month, 
credit cards were sent to more 
than 250,000 people. This list was 
basically one of people whose cred- 


SS 


i 


Represented by: Peters, Griffin, Woodward, Inc. 


Highest 
tower 
in the south 


WLOS-TV 
IS THE MONARCH 
OF ALL THE SURVEYS! 


NO MATTER WHAT MEASUREMENT SURVEY 
YOU PICK, YOU'LL FIND WLOS-TV REIGNS 
SUPREME IN THE RICH, 62-COUNTY, SIX- 


STATE CAROLINA TRIAD! 


According to NCS #3, only WLOS-TV 
delivers all of this billion-dollar-plus 
market. It has the highest total cir- 


culation, including the largest night- 


time weekly circulation. ARB credits 
WLOS-TV with airing 7 of the Triad’s ¢ 
top 10 programs. And Nielsen shows ~- 


WLOS-TV in first place in daytime 
television every day of the week. Have 
your PGW Colonel show you what 
WLOS-TV can do for your clients in 


tne Carolina Triad! 


v7 ASHEVILLE, N.C. 


NORTH 
CAROLINA 


SOUTH 
7 CAROLINA 


WLOS-TV 


Unduplicated ABC in 


Greenville @ Asheville ¢ Spartanburg 


¢ Southeastern Representatives: James S. Ayers, Co. 


ee Moria he 


it had been established with Sea- 
board. Nationally, Seaboard has 
close to 1,500,000 such qualified 
prospects, who will be getting 
cards as International Charge ex- 
pands into national operation. 


s The opening in California was 
started late in August, following 
a successful six-month test in 
Hawaii. Supplementing the mail- 
ing of the credit cards, an adver- 
tising campaign was launched to 
attract additional users and to sell 
merchants on the service. 
Supplementing the card mail- 
ing, a series of four page ads are 
running in metropolitan dailies 
and some secondary newspapers. 
These are headlined: “Coming 
soon,” “To all merchants and pro- 


he! amoted "9 em ommwerty yew Mere but 


GOOD COAST-T0-COAST, in CANADA and HAWAII 


International Charge, Inc., is the FIRST charge card with 
revolving credit privileges which will allow Mr. and Mrs. 
America to buy and say “charge it” in thousands of stores, 
shops and services at home or when they travel. International 
Charge is DIFFERENT because here is « credit card for 
practically ALL FAMILIES to buy ALMOST EVERYTHING 
... with a monthly charge plan or revolving credit if desired. 


tor ether CARD HOLDER or 
MERCHANT MEMBER of 
internanenal Cnarge inc 


“Heigl Nowouhie F86 


Watch for Additional Details 
Ke) [INTERN ATIONAL Cuarce, [Nc. 


/ Ten Cenage tenn Pine: Stemes 140 
SERVICE OFFICES / CORTE CFFEE: 200 Ret Renters Sree titengs 6 Minato 


fe eee tes tee 
a oe + ee: Hee Fat eee + Sent + Mem 


fessional men,” “Introducing,” and 
“Look for the emblem.” 

An extensive radio campaign 
calls for at least three spots a day 
on a list of radio stations varying 
according to market size; in Los 
Angeles 14 stations are being used, 
in San Diego, three. 

As now set up, the introductory 
campaign is on a 42-day basis, 
which covers the training of sales 
personnel to contact merchants, 
and the duration of the ad sched- 
ule. This pattern is now also being 
followed in Salt Lake City, Chi- 
cago and Detroit, and will be used 
as additional areas are entered. 
Present plans call for entry into 
East Coast markets by Nov. 1. 

Headquarters are in Los An- 
geles. The company will have serv- 
ice offices in San Diego, San Fran- 
cisco and other western metropol- 
itan centers, and plans offices in 
Chicago, Philadelphia. and New 
York. 

Frank Bull & Co. is the agency. # 


Sylvania Names Simon 

David H. Simon has been ap- 
pointed advertising and merchan- 
dising manager of special tube 
operations, Sylvania Electric Prod- 
ucts, Mountain View, Cal. Mr. 
Simon joined Sylvania’s special 
tube operations in 1957. 


Hanna Joins Craig & Webster 

Paul Hanna, formerly art direc- 
tor of E. D. Kramer Co., Los An- 
geles, has joined the art staff of 
Craig & Webster Advertising Agen- 
cy, Lubbock, Tex. 
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Advertise Your Products with 
PO os 
IN FULL NATURAL COLOR 
Reproduced from Color Transparencies 


The LOW COST of the NATURAL COLOR 
POST CARDS will amaze you. 


Samples and prices on request. 


TICHNOR BROTHERS, INC. 
1249 Boylston Street, Boston, Mass. 


POSTCARDS 


ATTRACT THE EYE 
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Davis Tendrich 


to SELL today’s multi-billion dollar 


public school market 


you must tell the BUYERS 


For 31 years THE Nation's Scuoots, alone among school admin- 


istrative magazines, has delivered a concentrated editorial service 


to the BUYERS in the public school market — the chief administra- 


Rambo : 
eos ace F tots bce ces emcee oe. | tors and their administrative assistants — a service undiluted by any ve 
drich, Proctor account executive and vp of Weiss & Geller, the four- | tt | . ] t illi h ; ai h R P 3 
color, three-page cover gatefold scheduled for the Nov. 30 Life, part | attemp O serve nearly two muilion others (teac ers, operating 

of a $1,000,000 drive for irons and toasters (AA, Sept. 14). 7 , : a 
department heads, board members, custodians, librarians) partici- 
Farm Paper Ad Must Improve Two Ways to pating in public elementary and secondary education. 
Attract, Hol hows | aig 
act, Hold Reader, Barger Study Sho | ON THIS SIMPLE FORMULA, THE NATION'S SCHOOLS, for 23 con- oi: 
Cuicaco, Sept. 15—Factors im-|to problems, copy written from a | ee 
portant for gaining high notability | farmer’s viewpoint and, “most im- | * a P 
and readership for ads were dis-| portant of all, a good basic mes- | secutive years, has been wanted by more BUYERS than any com- ey 
cussed by Cecil Barger, farm cre-| sage,” the study showed. | P é vai ie 
ative director of Aubrey, Finlay,| Other factors appearing often | parable magazine —for 16 consecutive years, most wanted by 


Marley & Hodgson, in a talk yes- 
terday at the first fall meeting of 
the Chicago Area Agricultural 
Advertising Assn. 

Speaking on “An Analysis of 
Readership Studies on Farm 
Equipment Advertisements,” Mr. 
Barger discussed results of a study 
he recently completed on farm 
equipment advertisements pub- 
lished over a five-year period 
(1954-58). The study covered 
more than 500 ads in 78 issues of 
12 farm magazines, four of them 
national. 

Page ads were broken down in- 
to four categories, high noted- 
high readership, high noted-low 
readership, low noted-high read- 
ership, and low noted-low read- 
ership. 


s Factors important for obtaining 
high notability and readership in- 
cluded a clean layout, a working 
illustration in which the reader 
could inject himself, headlines tell- 
ing of news, benefits, or solutions 


Rockford Club (Nee 
NIAA) Cuts Dues 


RocKForD, ILL., Sept. 15—The 
Rockford chapter of National In- 
dustrial Advertisers Assn., which 
last week withdrew from the NIAA 
(AA, Sept. 14), has been reorgan- 
ized as the Rockford Advertising 
Club. 

It hopes to extend its member- 
ship beyond the purely industrial 


field but still intends to be prima- | 


rily an organization for advertisers 
who sell to other businesses, AA 
was told. 

Dues, which were $30 ($25 for 
NIAA nationally and $5 for the 
local organization), have been re- 
duced to $20, all to be retained 
locally. 

D. M. Morris, president of the 
club, told AA that there was a 
misunderstanding about his com- 
ments last week (AA, Sept. 14). 
The (then) Rockford chapter had 
four members at the last NIAA na- 
tional conference in San Francisco, 
he said, including one who partici- 
pated in a panel. His comment 
about “supporting a delegate to the 
convention” was meant to refer to 
the NIAA board of directors’ meet- 
ing in New York and not to the 
national convention, he said. # 


were specific claims, size of the| 
oe See ee ee ee See SELLERS to the public school market. Now, leading by the great- 
the notability and readership— 

and the use of color. B&w ads | —— hi . > ‘ 

showed the same percentage of | est margin in history, THe NATION’s SCHOOLS carries more adver- 
readership as two-color ads, but | 

four-color ads showed a 35% in-| 


tising than the second and third magazines combined. Here’s the 
crease over b&w ads. 


ifi j tet a . 

eit eee Se See advertising record for the first eight months of 1958 and 1959: 
wordy or unbelievable, had non- 
specific claims and didn’t follow 
through with their messages. 1958 1959 

In the low noted-high reader- (pages) (pages) 
ship category, ads contained weak eee NT Ps 6 n.0 one vescescncesesecenscsvenecss 840 981 
oe Se anes One. ae The School Executive—Educational Business.............eeeeeeeeeeee 736 576 


Characteristics found in the low School Management. .... a Oeste eerccecreseseesenen patasaiegaws 224 388 


noted-low readership category in- : 
cluded non-specific claims, copy American School Board Journal. .... ooevensedevenonseceeeses oeees 286 253 
not written from the farmer’s 


viewpoint and weak headlines. # 


to get into the nation’s schools, get into THE NATION’S SCHOOLS 


‘Inquirer’ Series on Khrushchev 
Book Draws Reprint Requests 

The Philadelphia Inquirer’s se- 
ries on Nikita Khrushchev’s book, 
“For Victory in Peaceful Competi- 
tion with Capitalism,” which began 
Sept. 8, has drawn requests from 
more than 50 U.S., Canadian and 
foreign newspapers for permission 
to reprint (AA, Sept. 14). 

Among those interested are the 
Boston Globe, Chicago Daily News, | 
Detroit News, the Hearst news- 
papers, Houston Post, France-Soir 
of Paris and the London Daily Mail. | CeO ee ee 


rbhobusiness 


in today’s multi-billion college market— 


to SELL you must tell the BUYERS 


Most OF THE PROBLEMS Of formal education at the college 


and university level are identifiably unique and distin- 


guishable from problems in all other sectors and echelons 
of education. The BUYERS in higher education are the 


F——- ff b business officials and their business staff executives— 
——— smvan a | purchasing agents, superintendents of buildings and 
mee: he the ONLY magazine grounds, directors of housing, food service, and student 
===. SS that serves BUYERS centers. Only CoLLEGE AND UNIvErsITy BusINEss serves 

J = bn the eattoge marhet these interests with a highly concentrated, demonstrably 
=r a. effective editorial program. 


*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you. Write, wire orcall 


The Nation's Schools and College and University Business are published by 
The Modern Hospital Publishing Co., Inc., 919 North Michigan Avenue, Chicago 11, IU. 


THE JINGLE MILL 


201 W. 49 St. N.Y. 19. N.Y. Plaza 75730 & 
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Put yourself in RCA’s shoes. The Christmas 
season is coming up—your biggest selling season of 
the year. You want to go all-out advertising and 
promoting 85 items. You want strong dealer support 
—instantaneous sales action. 


Let Ralston H. Coffin, RCA’s Advertising & Sales 
Promotion VP tell you the story. 


‘‘We felt that the boldest, and at the same time 
simplest, thing we could do would be to get an in- 
viting insert of RCA products directly into the 
hands of our most likely Christmas prospects. 


“This we did by means of a 12-page, four-color, 
removable insert in the Dec. 1, 1958 issue of LIFE. 
We stood out dramatically in a thick, holiday-packed 
issue, and the results were remarkable: our agency’s 
research showed that 9,030,000 people saw our ad- 
vertisement; 2,170,000 people removed it. The im- 
pact on sales was electric. This advertisement con- 
tinued to pull months after it ran. 


‘*All in all, it was a very pleasant shock, and that’s 
why we’re running another 12-pager in the Novem- 
ber 23 issue this year.” 


RCA’s selling idea came to life in a big way be- 
cause LIFE readers are receptive to ideas. Thirty- 
two million strong, they are alert, eager to buy. 
Great people to know—Christmastime or any time. 


RADIO & TV ADV. REVENUE 


en a. 890,369 
Reader’s Digest......... . 613,654 
I er ee 498,730 


Re Poe ee 428,279 


h RCA idea comes 
to LIFE 


“Our Christmas insert bound into LIFE answered 
a lot of marketing problems at a critical time...’ 
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Advertising Age 


Feature Section 


Guess Which in Leber's BIZ QUIZ 


Weiss Discusses Retail Income Source« 


More About Design from Armstrong 


Tyler Picks August's Ten 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Too Much Niggling Criticism for Report Purposes? ... 


TV Program Head Decries ‘Cold War’ Between Producers 
and Admen; Asks More Sympathetic Understanding 


By William Dozier 
Vice-President in Charge of Programs, 
CBS-TV, Hollywood 


Unlike most of you, I was not reared 
either in the broadcasting or the adver- 
tising business. 

I often envy those of my associates 
in broadcasting, and those of my friends 
and acquaintances in advertising, who 
were conceived in media—born in radio— 
and reared in radio and early television. 
With a rich heritage in advertising and 
broadcasting, most of their new problems 
are merely extensions or variations of 
similar problems met in previous in- 
carnations. 

And I am sure we shall all readily 
agree that the interweaving of adver- 
tising and broadcasting can sometimes 
present very difficult problems. 


s I often feel, however, that this very 
nearness to the problems arising from 
the relationship between advertising and 
broadcasting is what frequently clouds 
the perspective and therefore tends to 
blur the vision. Fortunately or unfor- 
tunately, and I suppose it would require 
several hours of introspection to deter- 
mine which, I came into our business 
fresh from the motion picture business, 
and “fresh” is exactly the right word. 

In the picture business, as you know, 
there are no advertisers and no advertis- 
ing agencies. A producer, or production 
company, elects to spend a half million, 
a million, or several million dollars on a 
picture negative, plus almost an equal 
amount on prints and advertising—ad- 
vertising the film itself—not a product or 
corporate image being sold by the film. 
This film is then offered directly to the 
public, by whom it is either accepted or 
rejected, and in varying degrees of both. 
It’s an entirely different world. 

When I was tabbed for baptism into 


At the second annual Summer Workshop on Creativity in Advertising sponsored by Advertising Age, William 
Dozier, CBS-TV vp in charge of programs in Hollywood, voiced a long-standing gripe against interference with 
programs by advertisers and their agency representatives. A man with 24 years’ experience in pictures and no 
previous experience with advertising when he got into tv, Mr. Dozier quickly ran into trouble—trouble which 
he now says can easily be avoided if all elements respect the attempts of others to produce the best, most 


pleasing show. 


television broadcasting, I was of course 
aware of the existence of advertisers and 
their agencies, and in a general sense 
with the ways in which they fitted into 
the broadcasting scheme of things. But 
the first big surprise which awaited me 
on Madison Ave. was the discovery of 
the scope and precise roles played by the 
advertiser and particularly by his agency 
representative. 

And I must say, on reflection, and we 
have discussed it among ourselves to our 
considerable amusement many times 
since, my immediate superiors were 
something less than thorough in prepar- 
ing me for what I was io discover were 
some of the facts of broadcasting life. 
I wasn’t even told about the Madison 
Ave. equivalent of the “birds and the 
bees.”” And what a baptism I had! 

I did know something about the pro- 
duction of entertainment, so I soon be- 
came executive producer of dramatic pro- 
grams for CBS-TV in New York. At that 
time we had on our schedule such early 
dramatic staples as Studio One, Suspense, 
Danger, Casey, Crime Photographer, and 
soon afterward the tv version of You 
Are There. 


Crisis Pops Up 

One week after I was superimposed 
on the operation of dramatic shows, a 
crisis arose with the agency involved 
with one of them with respect to a story 
the producer and I thought should be 
on the schedule. The agency thought not. 
No, they had no contractual story ap- 
proval in behalf of their client, except as 
to policy and good taste, but I was to 
learn that didn’t matter very much. 

They didn’t want this story because 
one with a similar theme had elicited 
what they referred to as a “flock” of 
letters of protest from viewers when it 
was presented a few months earlier. 
When I timorously inquired how many 
letters constituted a “flock” (and was 
fully prepared for a three or four digit 
figure) the reply was—‘at least five or 
six.” 


s At this point, I blew my untutored lid. 
One thing led to another, and finally I 
believe I made the arrogant observation 
to the agency representative that we 
would not dream of suggesting to him how 
to write an ad for his client’s product—so 
would he please not suggest to us how to 
develop this story in a suitable manner for 
television audience acceptance. 


Then everything hit, the fan. Phone 
calls buzzed back and forth like mad. 
Long letters were exchanged. By com- 
parison, the Dreyfus case became a ping 
pong match. Demands were made that I 
be summarily fired ...et cetera—et cetera 
—et cetera. Now you'll have to admit I 
was off to one hell of a start! 


= Well, the legendary cooler heads pre- 
vailed, the agency man and I both sur- 
vived, and so did the program for several 
more years. 

But I believe that conspicuously in- 
harmonious beginning of my personal 
relationship with the advertising frater- 
nity is what has since caused this very 
relationship, on a broad basis, to be one 
of very special interest and incalculable 
satisfaction to me. And as I have care- 
fully watched this relationship in opera- 
tion throughout the intervening years, 
both on my part and in the activities of 
my confreres, I have naturally formed a 
few impressions. 


Watching the Hackles Rise 

I have sat in scores of meetings with 
show producers and executive program 
personnel and have watched the hackles 


A Featured Presentation 
From the Second Annual 


Summer Workshop on 
Creativity in Advertising 


Sponsored by Advertising Age 


rise as issues became joined between 
agency representatives of the adver- 
tiser, of the men and/or women respon- 
sible for the actual production of the 
programs. I have marveled at times to see 
how, almost automatically, battle lines 
were drawn—statements were made—“‘for 
the record”... followed by an exchange of 
interminable letters, also “for the record.” 

I can recall, for example, when the 
opening show was scheduled for Play- 
house 90. It was to be based on the 
provocative novel by Pat Frank—‘For- 
bidden Area.” You will remember this 
was the story of a super-secret military 
group whose primary function was to 
study the behavior patterns of Soviet 
Russia. They came to the conclusion that 


the Soviet planned to attack the United 
States on a given date. The story then 
proceeded to show their frustrating ef- 
forts to alert the U.S. military to this 
danger. 


s The representatives of one of the ad- 
vertisers were extremely distraught and 
brought great pressure to bear, starting 
with the first draft of the script and con- 
tinuing right through dress rehearsal, to 
modify and tone down what they con- 
sidered an alarming, sensational, war 
mongering program, and particularly one 
which would embarrass and offend our 
armed forces. They were dissatisfied and 
unhappy with the show even as it went 
on the air. 

Following the broadcast, CBS received 
a request from the United States Air 
Force for kinescope prints of “Forbidden 
Area” to be circulated among personnel 
of the Strategic Air Command as soon 
as possible. These kinescopes became re- 
quired viewing for SAC thereafter. 


# On another dramatic series we once 
scheduled a show with a Jewish hero. 
We were admonished by the client’s 
representatives not to do it because, in 
their opinion, it would be very offensive 
to the Jewish race and would alienate 
its members from the client’s. products. 
Somehow or other we managed to get 
it on the air. It won both the B'nai 
B’rith and Brotherhood television awards 
for that season. 

On one of our most successful western 
series, the season before last, an agency 
executive wrote a letter to the producer 
urgently requesting and even insisting 
that he not produce a certain episode 
as it was in his opinion the worst west- 
ern script he had ever read and, to quote 
him, “full of caricatures, clichés and bad 
writing.” The program was nevertheless 
produced and subsequently won for the 
author the Screen Writers Guild award 
for the best television western script pre- 
sented during that season. 


s Now I am the first to admit, and I 
can prove it out of my own experience, 
that mistakes in judgment, particularly 
in the entertainment field, are easier to 
make than almost any in the book. And 
producers on every series have had their 
share of what we call “bagels.” 

In each of these cases cited above, and 
they are by no means singular, I am 
certain the parties involved were com- 
pletely sincere and well-intentioned, and 
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believed they were properly protecting 
the interests of their respective clients. 
But were they? Were they not rather 
thinking only of the immediate problems 
and their own special interpretation of 
them, and perhaps without even admit- 


. ting the possibility of faulty judgment; 


and completely losing sight of the long 
range stature, integrity and therefore the 
long range success of the shows involved? 


The Important Point 

But the important point is when crises 
arise, in the form of a divergence of 
opinion, and arise they must, their solu- 
tion is too often approached in an at- 
mosphere of hostility and against a back- 
ground of opposing factions, instead of on 
a basis of partnership, no two sides; no 


battle lines, one common cause—a good 
show, a successful show—for the adver- 
tiser, for the agency, and for the pro- 
ducer. Plus, and most important, a good 
show also for the public. 

Unquestionably, the most successful 
television shows are the result of a har- 
monious and compatible operation among 
the advertiser, the agency, and the pro- 
ducers. In my observation, when the 
seeds of antagonism and hostility be- 
tween these factions are sown or allowed 
to fertilize early in the life of a program, 
the program is almost invariably doomed 
to eventual failure. 

And it isn’t necessary that these seeds 
of antagonism and hostility be allowed 
even to incubate. 

No producer of a television show ever 


BIZ QuIZ 


the highest total would be from 
(A) Automobiles 


(A) Magazines 


(A) Not to spend enough 


(C) Inadequate media research 


(A) Cockfield Brown of Canada 
(B) Dentsu of Japan 
(C) Publicis of France 
(A) Lower (B) About the same 
done with 
(A) Fewer stores \ 
7. The best month for food sales is 
(A) April (B) August 
(A) 3 


(8) 5 (c) 7 


(A) Scotch (B) Bourbon 


(A) 50% (B) 65% 


(A) Easter 


12. Attendance at movies 
(A) Continues downward 


(8B) Mother's Day 


(A) Baseball (B) Football 


(A) Catalog sales by mail 


(B) Catalog sales in stores 
(C) Regular retail sales 


(A) Sears, Roebuck Catalog 
(8) S&H Green Stamp Catalog 
(C) Chevrolet's annual New Car Brochure 


16. America’s most popular beverage is 


You're a genius if you know all the answers. You'll find them on Page 90. 
1. If you combine the national advertising expenditures of the Big 3 in each of these fields, 
(B) Soap Companies 


2. The medium to which U. S. adults devote the most time is 
(B) Newspapers 


3. According to the president of General Foods, the surest way to overspend on advertising is 


(B) Excessive budgets for established products 


4. Of the ten largest advertising agencies in the world, one is outside the U. S. It is 


5. Average purchase at chain drug outlets is $1.68. The figure for independent pharmacists is 
6. Total volume of food store sales has nearly doubled in the last ten years. It is being 


8. 3 out of 10 American women smoke. The figure for male adults is 
9. The distilled spirit that ranks first in world-wide production is 
10. The percentage of vacations taken during the traditional June-July-August period is 


(c) 90% 
11. Next to Christmas, biggest gift selling season for department stores is 


(B) Remains constant 
13. The largest audience is annually attracted by 


14. The bulk of Sears, Roebuck volume comes from 


15. The nation’s largest circulation of a bound book is 


(A) Coffee (B) Milk (C) Beer 
17. Most people prefer beer for home in 
(A) Cans (B) Bottles (C) Both 
18. A survey of New York housewives showed that the number who watch daytime tv is 
(A) (B) ‘A () % 
19. The number of American women who have poor taste in clothes is 
(A) 10% (8) 20% (c) 30% 
20. Of photographic merchandise sold in this country the percentage contributed by imports is 
(A) 5% (B) 15% (Cc) 25% 


Lester Leber 


Compiled by Lester Leber 


(C) Tobacco 


(C) Television 


(C) Higher 
(C) More stores 
(C) December 


(C) Gin 


(C) Father's Day 
(C) Is increasing 


(C) Classical concerts 


sets out to do a bad show, and he should 
never be suspected of doing so. There 
are, nevertheless, plenty of bad ones... 
but the determination is always to be 
good; and it is difficult enough to be 
good, in the face of today’s competition, 
when all interested parties are pulling 
together and cooperating to the utmost, 
fully mindful of one another’s problems 
and responsibilities and amply respectful 
of one another’s motives. 

I can state honestly that on countless 
occasions I have seen solid, constructive 
professional and very helpful suggestions 
in creative programming emanate from 
agency representatives. I have also seen 
niggling criticism, petty and obvious sug- 
gestions, made almost entirely for the 
purpose of weekly reports of activity to 
clients. You are as familiar with these 
abuses as I am. 


a In the June issue of Television Maga- 
zine, in a round-up article titled, “The 
TV-VP and Agency Man in Evolution,” 
Henry Fownes, the television head of one 
of the large advertising agencies, is 
quoted as follows: 

“The trouble is there are too many 
people in the talent end of the agen- 
cy business trying to second-guess, to 
anticipate, to run needless interfer- 
ence so as to give the client the im- 
pression that the advertising agency, 
looking for a means to justify the 
15%, is doing its job.” 

In the same article, and again on the 
subject of agency control of program- 
ming, Dan Seymour, tv head of another 
top agency, is quoted as follows: 

“You get and deserve control only 
when your agency makes a positive 
contribution to whatever product it is 
working with.” 


es And in the same article, Tom Mc- 
Dermott, then tv head of another top 
agency and now executive vp of a large 
independent tv production company (Four 
Star) was quoted thusly: 

“The minute a program begins to 
founder, some agencies begin un- 
screwing the light bulbs, firing the 
ushers and closing the theater. They 
don’t try to analyze what went 
wrong.” 

These are the words of members of 
your own ranks—not my words. 


Agency Has Important Place 

There is no doubt about the value to 
an advertiser of intelligent and compe- 
tent advertising representation. There is 
likewise no argument that an agency, 
if it is to discharge its responsibility to 
the client, must try to make a contribu- 
tion to whatever television program the 
client has on the air. 

This contribution can be in terms of 
selection of the program, or in terms of 
suggestions or constructive criticisms to 
the creative producers of the program. 
The agency must also seek to protect the 
client from whatever pitfalls might beset 
him in the course of his television ex- 
perience. 

I believe it is possible, nevertheless, 
for an agency to over-protect the client, 
and to be so inordinately conscious of 
minutiae as to be unable to see the woods 
for the trees, and therefore unable to 
help insure the long range dimension 
and success of the program. 


s We are all familiar with such instances 
as the representative of an _ electrical 
manufacturer not approving a show based 
on Rudyard Kipling’s classic, “The Light 
that Failed,” simply because it might 
have implied that every electric light 
bulb produced by this manufacturer was 
destined for inevitable darkness; when 
the title on a one-shot dramatic program 
was ordered changed from “Strike a 
Blow” to “Deal a Blow’’—simply because 
the word “strike” might have caused se- 
vere “labor repercussions” in the adver- 
tiser’s plant. 

Then there was the account man on 
one of the tv productions of “Hamlet.” 
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Following the dress rehearsal he rushed 
up to the producer-director and com- 
plained about the grimness of the ending. 
His exact words were, “Gosh, I didn’t 
know the King got it too.” Theatrical 
tradition for several hundred years lucki- 
ly overruled him, but for a moment the 
producer-director felt very much like 
adding another corpse to the collection 
on the studio fioor. 


@ These are not extreme cases, nor are 
they unique; you all know of dozens 
like them, and I am sure each was 
induced by sincere motives and considera- 
tions of complete client protection. Wheth- 
er this kind of protection is necessary, or 
whether it serves only to make us all a 
little more ridiculous at times in the eyes 
of the public, I am certainly in no position 
to decide nor would I attempt to do so. 

I do know we must never allow our- 
selves to make the mistake of under- 
estimating the intelligence of our audi- 
ence. I can remember several years ago, 
when the motion picture business was 
riding high and could do no wrong, the 
industry lived by the maxim that the 
average intelligence of the movie audi- 
ence was that of a twelve-year-old. This 
proved to be one of the shiniest shib- 
boleths and most destructive booby-traps 
in the history of Hollywood. 


s On the other side of the coin, I have 
seen producers tax the patience of agency 
men absolutely to the breaking point and 
make it almost impossible for them to 
discharge their responsibilities to their 
client. Such practices and abuses must be 
equally deplored. 

This type of “agency baiting,” and it 
is by no means uncommon, is the oc- 
cupational pastime of too many producers 
and writers, and is patently unfair to an 
otherwise conscientious agency represen- 
tative trying to do his job the best way 
he knows how. Producers should not try 
to “get away with” elements in their 
shows which they know, or should know, 
are inimical to the special interests of 
the advertiser or in violation of the 
standards of good taste. 

The basic responsibility for the con- 
tent of his show measuring up as being 
good for the advertiser and good for the 
public is squarely on the shoulders of the 
producer; and it is no mark of an astute 
or clever producer who will seek to shift 
this responsibility to the advertiser or 
his agency. 


No Basic Incompatibility 

We have read the testimony of a half 
score of top agency men who appeared 
recently before a committee of the Fed- 
eral Communications Commission. These 
men comprised the cream of the ad- 
vertising agency fraternity, and I be- 
lieve to a man they represented in these 
hearings a major credit to their profes- 
sion. They all stressed the importance 
of advertising agencies remaining close 
to the production of their clients’ pro- 
grams and making whatever contribution 
they could to their creative content. This 
is as it should be, as I have observed 
before. 

In their testimony these men also 
emphasized the importance of the net- 
works retaining control, not only of the 
composition of their television schedules, 
but also of the creative elements of their 
own programs. This is also as it should 
be. And are these two objectives incom- 
patible? I think definitely not. 

Surely the networks, if they are to 
discharge their responsibilities not only 
to their stockholders but also to the 
American public, must be allowed to 
make the final determination of what 
are the best possible programs in the 
best possible pattern and with the best 
possible scope and variety, and this de- 
termination must be made, and is made, 
without any reference to or considera- 
tion of the degree of financial interest 
the networks may or may not have in 
the programs themselves. 

But getting back to the specific area of 
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sharpen your sellin 


Chop through sales resistance by using SPORTS AFIELD! Here you reach a selective audience of more than 1,000,000 
sportsmen who enjoy the great outdoors . . . and who read their favorite magazine edited exclusively for them. 


To sell the cream of this leisure time growth market for all their many needs, you reach them best in SPORTS AFIELD 


_.. for cars, beverages, insurance, tobacco, apparel .. . you name it! 


Sharpen your media tools through the advertising pages of SPORTS AFIELD, the champion growth magazine* that 


will help you sell over 1,000,000 select prospects... more for your advertising dollar. 


*Ad revenue has quadrupled in the post-war period, circulation 
has more than doubled...currently running approximately 


**Publisher’s estimate t ; O75 . oO © © 1 
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the relative functions of advertisers, ad- 
vertising agencies, and the producers of 
television entertainment, I believe, by and 
large, producers should be allowed to pro- 
duce, and with as little hamstringing of 
their creative energies as is conceivably 
possible. 

Television is gradually winnowing out 
the amateurs and fly-by-nighters from its 
production ranks. Producers today, for the 
most part, are highly trained and profes- 
sional artists, and if we are to continue to 
attract and develop this type of skilled, 
creative manpower, and also hang on to 
the top flight talent we now have, we must 
not inordinately interfere with its creative 
drives. If we do, qualified new talent will 
stop coming to us, and our present crop 
will defect to other areas of entertainment 
where they are less circumscribed. An ad- 
vertiser spends his money on television 
either to sell his product or solidify his 
corporate reputation, or both. Consequent- 
ly, he is certainly entitled to select the 
kind of program he thinks is best for his 
purpose. Likewise, he and his advertising 
agency must have the prerogative of sug- 
gesting, recommending, cautioning and 
helping in any way they possibly can. 


s Producers, on the other hand, be they 
network or independent, must invite intel- 
ligent and well intentioned criticism and 
assistance. I would simply like to make a 


On the Merchandising Front... 


plea to the advertiser to pursue a policy of 
sane watchfulness over his program and 
not be tempted to try to smother the cre- 
ative spark of its producers; a plea to the 
agency to be mindful of the degree of 
its effort to control the creative content 
of its clients’ shows, to be mindful also 
of the point at which the law of dimin- 
ishing returns sets in if he allows these 
efforts to become excessive. 


® That point is where the creator loses 
his creative impulse and enthusiasm if he 
thinks he is destined always to be second- 
guessed and needlessly interfered with; 
and finally, a plea to the producers of 
television entertainment, be they net- 
work, independent, national, regional, or 
local, to have due regard for the rights 
and privileges of the advertiser and the 
rights and privileges of the agency rep- 
resentative, and not only refrain from 
making it difficult for the latter to do 
his job but on the contrary go as far as 
possible toward making it easier for him. 


# If all three factions try to keep in mind 
their common _ objective—namely, the 
production of television entertainment 
which will please the greatest number 
of people the greatest portion of the 
time, life in this otherwise hysterical 
jungle will be much more complacent for 
us all. # 


Non-Merchandising Sources of Retail Income 


By E. B. Weiss 


Starting about a year ago, I have been 
developing evidence to support a theory I 
had evolved—a theory which, if verified 
by the march of events, will have a pro- 
found impact on the world of marketing. 

The theory is simply 
expressed—to wit: As 
our giant retailers 
achieve still more 
enormous size, they 
will tend to turn 
to non-merchandising 
sources for an increas- 
ing share of their total 
net profit. This may 

E. B. Weiss mean that, in time, 

among our retail gi- 

ants the non-merchandising function may 

become responsible for a larger share of 

the total net profit than the merchandising 
function. 


s Of course, our retail giants have been 
getting a growing percentage of total net 
profit from a spreading variety of al- 
lowances. But it could be claimed that 
these allowances are a part of the mer- 
chandising process. Of course, this is not 
what most marketing men have in mind 
when they talk about retail merchandis- 
ing. Retail merchandising is presumed to 
embrace the selling function; allowances 
represent the buying function. And it is 
obvious that at least some large retail- 
ers earn a larger net profit from allow- 
ances than from floor merchandising— 
they are really landlords, not merchan- 
disers; buyers and not sellers. 


s But I did not have allowances in mind 
when I began to formulate my theory 
about non-merchandising income for 
giant retailers. I had in mind other and 
newer sources of non-merchandising in- 
come which are beginning to assume 
respectable totals in the net-profit fig- 
ures of some big retailers. 

For example, there is the growing prac- 
tice among some large retailers of buy- 
ing up other organizations (not necessar- 
ily retail) with an attractive tax-loss 
position. One drug chain bought out an 
apparel chain which was attractive be- 
cause it had a $5,000,000 tax loss. I call 
this source of non-merchandising income 


the corporate route; pieces of paper, in 
the form of an exchange of securities, be- 
come important sources of income. This 
means that corporate or financial man- 
agement, as distinguished from merchan- 
dising management, may be destined to 
become more important in the manage- 
ment functions of many large retailers— 
and, of course, this is already the case 
in a number of instances. 


s Then there is the real estate route as 
a source of non-merchandising income 
for large retailers. In this connection I 
note that one of the giant food chains, in 
its current report to stockholders, states 
that its real estate subsidiary, which 
builds complete shopping centers, is now 
the largest shopping center developer 
in the nation! I suspect that the chief 
executive officers of this food chain may 
spend as much time in real estate as they 
do with merchandising—and that may be 
under-stating the status of the real estate 
function in their daily activities. 

Incidentally, this same food chain re- 
ported that approximately 10% of its net 
profit for the last fiscal year came from 
“other sources.” This is a healthy per- 
centage of total net profit, and it is ob- 
vious that “other sources” mean sourc- 
es other than the merchandising func- 
tion but not including allowances. 

It would not astonish me were this same 
food chain to report, say in three years, 
that 20% of its total net profit comes 
from “other sources.” And since these 
“other sources” would not include allow- 
ances, it is clear that when allowances 
are added to “other sources,” as should 
be done (since allowances definitely are 
not merchandising), then this food chain 
will soon be getting the major share of its 
total net profit from non-merchandising 
functions. 


s Another example of how giant retail- 
ers are turning to non-merchandising 
sources for income is found in the amaz- 
ing development of credit retailing. The 
financing of credit retailing is becoming 
big business—with big profits. The estab- 
lishment of credit subsidiaries by big 
retailers is even now fairly common; it 
will become still more common. 

And yet another example involves the 
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‘True Security’ for All 


NO 
MATTER 
WHAT 
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Mutual Benefit Lite can provide 
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Believe it or not, this ad appeared in Time and was addressed to business 
men on the subject of life insurance “tailormade” to their “present and po- 


“Witch doctor, lawyer, merchant, chief...every job has different income 
patterns,” it begins, “different financial benefits. Yet whatever a man does, 
he should plan to provide for tomorrow.” 


We can see no relation whatsoever—except an unpleasant one—between a 
witch doctor and a business man. Undoubtedly the reason for using the witch 
doctor illustration was to attract attention, and this it certainly does. But one 
can attract attention by walking through Wall St. clad the same way. We 
doubt, once he did it, that any banker would feel inclined to extend him credit. 

This is not alien, of course, to the present craze (among others) of using a 
wacky illustration simply to have the advertisement stand out among its com- 
petition—as if it had to appeal to everybody who came upon it. We are con- 
fident there are sounder and more flattering and pleasant ways to attract 
logical prospects for a Mutual Benefit policy. We are confident also there must 
be much more to say about Mutual Benefit policy provisions than the broad, 
general, meaningless statement that they make possible “true security.” We 
strongly doubt that anyone in this atomic age can be lulled by such a phrase 
into believing that what it promises is even remotely possible. The only true 
security we can think of in these times is to be either unborn or dead. (And, 
incidentally, is it “American” to want true security? Isn’t ours a risk econ- 


growing practice by some large retail- 
ers of setting up subsidiary organizations 
to service other retailers. In the food 
field, for example, several food chains 
have set up subsidiaries to centralize the 
non-food function. In a few instances, 
these non-food subsidiaries are actually 
servicing other food retailers as well as 
their own stores; they are becoming a 
new form of service jobber, in other 
words. Clearly, this will, in time, pro- 
vide a new source of income that is not 
what tradition would define as a mer- 
chandising source of income in that the 
income does not come from the movement 
of merchandise on the floor of the stores 
of the parent retailer. 


® Right here is the basic point involved. 
For generations, the basic—if not the ex- 
clusive—source of net profit for the retail- 
er came from the movement of merchan- 
dise on the retail floor. Manufacturers’ 
trade margins have been premised on 
this function. 

But now not only does the giant re- 
tailer do less and less to move brands off 
the floor of his store other than to give 
them shelf space (usually at a price), but 


he is beginning to find that “other 
sources” of income can be made exceed- 
ingly attractive. This could conceivably 
lead to a still less impressive floor mer- 
chandising job than now typifies many 
giant retailers—and this is currently at 
a pretty low level. 

When top retail management concerns 
itself increasingly with non-merchandis- 
ing functions, then this attitude must in- 
evitably be reflected right down the ex- 
ecutive line. And I think this is happen- 
ing—right now. The management of fi- 
nances is becoming more important, to 
some retail giants, than the management 
of merchandising. The promotion of real 
estate is becoming more important than 
the promotion of merchandise. The ac- 
quisition of other companies for corpor- 
ate profit is becoming more important 
than the acquisition of merchandise for 
resale. 


® And the able young man who can 
show a retailer how to increase his “oth- 


‘er sources” of net profit will be more 


favorably looked upon than the young 
executive who is merely able to move 
more merchandise more profitably. + 
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What medium influences a woman most? 
(Ask your wife...or 6,000,000 other women) 


HERE a woman is concerned, the frame of 

mind she’s in when she gets your message 
is all important. (A gentleman doesn’t murmur 
sweet nothings to a lady at a ball park, does 
he? He saves them for a harvest moon.) 


No costly research is needed to prove this. 
Any woman—your wife, for instance—will tell 
you that it’s true. 


Because men and women are different, there 
are magazines dedicated wholly to women’s in- 
terests. Haven’t you noticed the way women’s 
magazines are booming these days? And, of 


course, Ladies’ Home Journal continues to lead 
the field because Journal editors understand 
women best, know best what women want, and 
give women—month after month—a magazine 
that’s alive with news and knowledge and in- 


Never underestimate the power of 
the No. 1 magazine for women 


“JOURNAL 


A CURTIS PUBLICATION 


spiration and fun. Topping a steady circulation 
climb, Ladies’ Home Journal circulation now 
goes past 6,000,000 for the final quarter of this 
year because the Journal is the magazine the 
most women want the most! 


And advertisers know that the best place to 
influence a woman is in the magazine that 
influences women most. That’s why, for the 
first nine months of 1959, the Journal set adver- 
tising records unmatched by any other women’s 
magazine. To advertisers, womanpower plus 
Journalpower equals salespower. 
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Salesense in Advertising ... 


Product Benefits—Not Poetry— 
the Secret of Selling Women 


By James D. Woolf 
Creative Consultant 


I have seen several studies which in- 
dicate that women influence 85% of all 
sales. This checks with my experience, 
years ago, as the advertising manager of 
a men’s and boys’ retail clothing store. 

Note that the figure 
refers to all sales—not 
merely to such mer- 
chandise as food and 
women’s clothing. 

According to these 
studies, female influ- 
ence is felt in the pur- 
chase of men’s pa- 
jamas (75%), shirts 
(70%), and underwear 
(70%). 

Women even influence the purchase of 
such traditionally male products as beer 
and liquor, men’s eye glasses, and motion 
picture projectors. 

This information is not surprising, of 
course. Business men have known for a 
long time that they should “Never un- 
derestimate the power of a woman.” 

But I suspect that at times we tend to 
forget this vital truth. I see a great deal 
of advertising that has little or no ap- 
peal to women. For example, I seldom 
see any advertising of men’s underwear 
or pajamas that is calculated to influence 
women. (I wonder what the results 
would be, for instance, if a campaign for 
men’s underwear were to run in, say, the 
Ladies’ Home Journal or McCall’s?) 


James D. Woolf 


What Interests Women 

Women are interested in product ben- 
efits. They want to know what a given 
product will do for them, how well it 
will satisfy and please their families. 
Women want their husbands to think 
they are smart, canny buyers, shrewd 
managers of the family budget. 

Women love a bargain, as we all know. 
In all my retail experience I never dis- 
covered an appeal that had as much 
pulling power as a bargain price—‘‘To- 


day only! $2 value reduced to $1.19.” 
And I found that women like prices in 
ads even when prices are not reduced. 
In all their shopping they think in terms 
of money, of value, of how much benefit 
they get for their hard-earned cash. Ask 
any supermarket manager. 

Women are seldom interested, tech- 
nically, in machinery and mechanical ap- 
paratus. They will buy an automatic 
washing machine or an electric refrig- 
erator without actually knowing what 
makes it tick. According to readership 
surveys, ads of appliances are read very 
poorly by women—when the copy is 
technical and complicated and the pic- 
tures mechanical. 


Women are Expert Purchasing Agents 

The fact that women aren’t “mechani- 
cally minded,” however, does not mean 
that they have no interest in product in- 
formation and benefits. It means only 
that complicated machinery bores them. 

When it comes to an article of mer- 
chandise within the area of their interest 
and knowledge—a play suit for Susie, 
say, or pajamas for daddy—they are ex- 
pert professional buyers. 

Women, in fact, are far more expert 
than men—and more cautious in their 
judgment—concerning everything they 
buy. 


a Men, by and large, are “impulse buy- 
ers.” When they see something—a neck- 
tie, for instance—that appeals to their 
fancy, the sale is often made within sec- 
onds. Later, if asked, they are not sure 
whether the tie is made of silk, rayon, 
nylon, wool, linen, or cotton. 

Women, on the other hand, are patient 
shoppers: in an agony of indecision they 
will have the salesclerk drag out 50 ties. 
Then they are likely to shop around at a 
couple of other stores before they finally 
buy. Their technique is that of the ex- 
pert professional buyer, and they’ll bar- 
gain in the same way that their husbands 
in business bargain for a carload of bolts 
and nuts. 


BIZ QUIZ 


Answers to the questions on Page 86 


1. (A) Automobiles usually win. In 1957 it was 
by a wide margin over the soap companies, in 
1958 by a narrow margin. In either year, P&G 
or GM alone spent more than R. J. Reynolds, 
American Tobacco and Lorillard combined. 


2, (C) Sindlinger reports that adults spend five 
times as many hours watching tv as they do 
reading newspapers—and nine times as much as 
they spend reading magazines. 


%. (A) Charles G. Mortimer told the G. F. 
stockholders: “Not to spend enough to do a job 
properly is like buying a ticket three-quarters 
of the way to Europe; you have spent some 
money, but you do not arrive." 


4. (B) Dentsu now has billings in excess of 
$100,000,000, which is more than double either 
of the others mentioned. 


5. (A)The independent doesn't do nearly as 
well as the chain. His average is only 59¢. That's 
why he’s rapidiy converting to self-service. 


6. (A) There are 38,000 fewer food stores today 
than in 1948. The 370,000 that remain are big- 
ger and better. 


7. (B) Summer is not necessarily a slow season. 
August is the year’s best month for Food sales. 
The summer quarter is also the year's best for 
Drug, Household Appliances, Automotive and 
Hardware. 


8. (C) A special House tobacco subcommittee 
reveals that 7 out of 10 U.S. males smoke, mak- 
ing the combined figure 50% of all adults. 


9. (B) The Bourbon Institute states that more 
than 70,000,000 gallons of bourbon will be con- 


sumed this year in the U. S. alone. It's a sub- 
stantial lead over all others. (Hic!) 


10. (A) Only half of those who take vacations 
now do so in the Summer. 22°% go in the Fall, 
17% in the Spring, 10% in Winter. 


11. (B) Starting in 1951, Mother's Day sales out- 
stripped the two weeks preceding Easter. Poor 
Pop is far back. 


12. (C) Beginning in February, a ten-year de- 
cline in film attendance ended. There have 
been increases every month since then. The 
public has apparently grown tired of tv's old 
movies. 


13. (C) The musicians beat the athletes. They 
drew 35 million last year. 


14. (C) Most of Sears’ $3.9 billion sales comes 
from its 728 retail stores. Less than $1 billion is 
from the Catalog and only 25% of this is cred- 
ited to direct mail orders. 


15. (B) Sperry & Hutchinson claims the honor 
for 23,000,000 copies of its 84-page book show- 
ing 1,000 items of merchandise. 


16. (B) The Wine Institute gives first spot to 
fresh milk with an annual per capita consump- 
tion of 35 gallons. Comparable figures are 28 for 
coffee, 14 for beer, 6 for tea, 0.9 for wine. 


17. (A) According tc Continental Can Co., 57% 
favor canned beer, 40% like it in bottles, only 
3% want both. 


18. (C)Pulse found that almost two-thirds (648 
out of 1,000) watched pre-6 p.m. tv programs 
during the previous Monday-through-Friday. 


19. (C) According to fashion consultant Tobe, 
“fully 30% of women have poor taste in 
clothes"’ and even the best stores carry what 
the trade calls bad-taste merchandise for cus- 
tomers who demand it. 


20.(A) The smallest figure is closest. Annual 
imports run about $45,000,000 and U. S. manu- 
facturers ship over a billion dollars. Their 
brand names stand them in good stead. 


There seems to be a notion held by 
some retailers that women—dainty, frag- 
ile, sentimental creatures that they are 
—respond swooningly to poetic copy and 
“artistic” layouts. 

The president of one large department 
store tells me he thinks that retailers 
today are using too much high-flying, 
absurdly dramatic, and flowery copy. 
He says he wonders if some stores are 
selling poetic mush instead of merchan- 
dise. He warns that women are hard- 
headed and practical, and he urges re- 
tailers to adopt realism and include in 
their copy just what a piece of merchan- 
dise will do for the customer. 


Tips for the Production Man... 


Advertising Age, September 21, 1959 


Talk to women in your copy in the 
practical way your most skilful and 
successful salesclerks talk to women ov- 
er the counter. Product facts and bene- 
fits—not poetry—are the secret of selling 
women. Study a Sears catalog for a good 
example of how it’s done. # 


Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, IU., for “Salesense in 
Advertising,” available on five days’ ap- 
proval. 


New Approaches to the Insert 


By Kenneth B. Butler 


There seems to be no question that 
advertising inserts are here to stay. There 
are, in fact, few publications without 
them; in a single issue you may find as 
many as 20 or 30. 

Thus the novelty of the insert per se 
is diminishing, and the forward thinking 
advertising-production man is directing 
his energies to the development of excit- 
ing, distinctive ways of interjecting his 
material. 


= Yale & Towne’s agency (Erwin Wasey, 
Ruthrauff & Ryan), for example, found 
a highly effective method for introducing 
its 16-page digest-size booklet, “A Lift 
into the Future,” within the confines of 
the standard-size format of Modern Ma- 
terials Handling and other publications. 

First, they purchased double-spread 
space, the left page positioned on the 
final page of the first regular form and 
the right page positioned on the opening 
page of the second form. The booklet 
was then inserted flush to the inside top 
trim, and the layout of the regular spread 
designed so that all display remained 
uncovered by the booklet, complement- 
ing the booklet rather than competing 
with it. The copy in the spread, of course, 
directed the reader to the booklet. (See 
Figure A.) 

Somewhat similar was a 12-page insert 
entered by TvAR in the June 8 issue of 
Broadcasting. Here, however, the double- 
spread from the regular press run was 
integrated as an addition to the booklet, 
and designed with the intent of pulling 
the reader’s scope down from the regular 
8%”"x11%”" format of the magazine itself 
to the 8%”x5%” format of the booklet, 
which, by the way, was positioned at the 
bottom trim edge of the magazine. 


® Don Jefferson, promotion manager of 
Welding Engineer, recently called to my 
attention a series of unusual inserts pre- 
pared for the A. O. Smith Corp. and in- 
serted in his publication. 

Several of these are actually large 


Employe Communications . . . 


broadsides, folded down to publication 
size, with a perforated extension at one 
edge to permit binding into the maga- 
zine. The perforation makes it easy for 
anyone so inclined to detach the insert 
from the magazine without tearing. (See 
Figure B.) 


Trickiest of the Smith inserts was one 
employed late last year to promote its 
D. C. welder. The welder (which re- 
sembles in shape a contemporary refrig- 
erator) was depicted in three-dimensional 
pop-up form, then folded under tension so 
that when the spread was opened you 
suddenly had a “welder in your lap” (to 
paraphrase the promotion for the 3-D 
motion picture, “Bwana Devil’). Use of 
this gimmick should be avoided when 
readers are known to have heart condi- 
tions; that cardboard welder unfolds with 
startling speed. 


s A few excursions of this type are suf- 
ficient to send your own mind into flights 
of fancy. Mine, for example, recalled that 
age-old mystery story in which the 
scheming adventuress hid the stolen jew- 
els in an area chiseled out of several thick- 
nesses of pages in a book. Well .. . You 
have my permission to use this idea with- 
out payment of royalty; I doubt that I’ll 
get around to it. # 


U.S. Chamber Makes Real Contribution 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


This is as good a time as any to note 
the considerable contributions currently 
being made to employer-employe under- 
standing by the Chamber of Commerce 
of the United States. The lunatic fringe 


has been contending for years that, be- 
cause the national chamber undertakes 
to speak for business, there must be some- 
thing wrong with it because business per 
se isn’t on the level. The cynics should rub 
their eyes and have another look. 

Two programs launched within recent 
months by the Chamber make admir- 
able sense. They deal with the twin 
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themes of economic understanding and 
practical politics. If anyone thinks these 
are simple treatises to prepare, let him 
sit down and try to draft one. 


@# The Chamber's program of economic 
understanding is a series of participant 
lectures, aimed generally at the super- 
visory level of industry. Discussion lead- 
ers attempt to clarify some of the more 
puzzling features of the American free 
enterprise system in _ operation, first 
through simple explanation and then 
through discussion among the student 
group. Audio-visual aids are used, con- 
ferences are normally informal, discus- 
sion (in the confabs we’ve audited) has 
been spirited and constructive. Over a 
period of several years, many companies 
have attempted to introduce economics 
courses; the majority have withered away 
because of lack of organization of the pro- 
gram. The Chamber program appears to 
have its own built-in momentum. 

It is now possible to render a more 
accurate evaluation of the Chamber's 
so-called “action course in practical poli- 
tics” than would have been possible a 
few months ago. In the interim, the course 
(a nine-part program involving a discus- 
sion leader’s manual and pamphlets for 
participants) has been embraced with en- 
thusiasm by hundreds of organizations 
and groups. It has hewn carefully to the 


non-partisan line with the result that po- 
litical extremists are endorsing the pro- 
gram. Ab Hermann, executive director of 
the Republican National Committee, for 
example, calls the Chamber’s course “the 
best thing of its kind I have seen. It should 
be very effective,” he adds, “in getting 
business men active in politics—if they 
will use it.”” The Committee on Political 
Action of the AFL-CIO, more commonly 
known as COPE, has called the Chamber’s 
program (in a salute suitable for framing) 
“outstanding, objective’ and advises that 
“our check for $180 is in the mail for ten 
leader’s manuals and ten sets of pam- 
phlets.” 

The Chamber’s business relations de- 
partment, headed by Walter B. Petravage, 
has now arranged to bring the economic 
understanding program into the working 
life of the communications man. Begin- 
ning next month a series of such pro- 
grams, jointly sponsored by the Cham- 
ber and the International Council of In- 
dustrial Editors, will be introduced. The 
courses for editors are to be held over 
the next several months in key cities in 
the U.S., and the editors in turn are ex- 
pected to return to their own industrial 
firing lines and carry on with the good 
cause of economic communication. It 
seems to have a much better than 
average chance of working out. It de- 
serves it. # 


From an Art Director's Viewpoint... 


More About Design 


By Andy Armstrong 


The last time this column had the inso- 
lence to pick on DESIGN, a muddy barrage 
of protests screamed in from advertising’s 
beatnik fringe. The letters were monoto- 
nously similar, all having much less to do 
with the opinions ex- 
pressed here than with 
the intolerable circum- 
stance that they had 
been expressed at all. 
DESIGN is holy, they in- 
sisted savagely, and 
anyone who lays a 
glove on it is an out- 
and-out slob. 

Okay. Let us slobs 
talk about DESIGN just 
once again, and try to make the same 
old point—a point that will continue. to 
elude the dilettantes while it picks up 
some consideration from an advertising 
craftsman here and there. This point is 
that DESIGN is wonderful for some kinds 
of advertising and lousy for other kinds of 
advertising. What you might call a sub- 
point is that some DESIGN is wonderful and 
some is lousy, but that really invites 


Andy Armstrong 
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bloodshed, so we will pass it by. 

The institutional spread for Olin Math- 
ieson and the product page for Olivetti 
are two current exhibits to re-affirm 
DESIGN’S advantages and shortcomings in 
advertising. 


® Olin Mathieson does not pretend to be 
selling anything but itself and its symbol. 
There is no new, stirring music in OM’s 
giant organization of industries, or in its 
emphasis on research, or in its self-im- 
posed mission to bring better products to 
the world. 

About all you can take away with you, 
when turning from this ad or others like 
it, is a dogging echo of a powerful trade- 
mark for a huge, up-to-date industrial 
combo—which is just fine and dandy, 
and all the advertiser expects of you. 
DESIGN undoubtedly saves this institu- 
tional job. Burdened with no great mes- 
sage, DESIGN is free to build a rumble of 
significant overtones around an insigni- 
ficant idea. 


® Olivetti, on the other hand, goes 
through the motions of selling a product. 
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Somewhere in this page, you would 
think, there must be some sort of mes- 
sage. Without craning your neck or put- 
ting on your jeweler’s eyepiece, you might 
reasonably hope for a few strong words 
to come out somewhere and talk to you 
about the product—to express an idea. 
This never happens. DESIGN here over- 
comes, submerges and dilutes all claims 
of product superiority or product news, 
squirting a fog of gray boredom over 
Olivetti’s machine and over any remarks 
in its favor hidden in the pallid blocks of 
text. No stressed element of thought flags 
the reader with a promise of reward for 
his time and attention. 


s Of the two applications of pEsIGN, Oli- 
vetti’s should have the most appeal for 
those angry letter-writers. Here, DESIGN is 
holy and unsullied indeed. Nothing of a 
pardon-the-expression commercial na- 
ture is allowed to interfere with it. + 


Learning from the Retail Ads... 
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The Ad with ‘Fusion’ 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


I think it was probably Walter Dill 
Scott who first wrote of fusion in con- 
nection with advertising in his still ex- 
cellent book, ‘‘The Psychology of Adver- 
tising,”’ published in 1908. He talked of the 
tendency of readers to gain a general 
impression of an ad before becoming 
aware of the specifics which generated 
the impression. He showed, for instance, 
the ad of a cereal manufacturer whose 
package had been made proof against 
“cereal bugs.” 


s To advertise his new package he showed 
it in heroic size with baffled, thwarted 
bugs crawling all over it. 

Scott pointed out the inclination of the 
reader to fuse into a general impression 
the manufacturer’s name and the bugs. 
Thus the manufacturer bought confusion 
through the wrong kind of fusion. 

In the ad above, fusion is positive and 


constructive. This ad was run in May in 
St. Paul—where spring comes late. 

The snow and ice of the falls in the 
background, the white shoes, and the 
headline all fuse excellently. 

The heading is good and pertinent in 
its own right. The copy is excellent, inter- 
esting, service-rendering, enthusiastic, and 
concludes with a good invitation. 


s Most stores would be content in such an 
ad to create a general impression. This 
store very wisely names the dozen shoes 
shown in its full page, and gives quite 
adequate information on them, including 
sizes, colors, and prices. 

This is not the kind of ad to set adver- 
tising people wagging their tongues and 
saying, “Isn’t it terrific?” Creative aber- 
rations that leave the public uninformed, 
are more apt to cause such discussion 
among advertising people whose minds 
are undisciplined in advertising’s exten- 
Sive body of truth. But this ad should 
have set a great many people’s steps in 
the direction of the Emporium. # 
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BEHIND 
THOSE 
CURTAIN 
WALLS... 


Since the end of World War II, builders, architects, engineers, realtors, etc., had 
been merrily rolling along under the notion that there were no loopholes in their 
curtain walls. And then came a story in Engineering News-Record. 

In typical EN-R fashion, the editors didn’t just skim the surface and weren’t 
afraid to step on a few toes. They checked into the problems thin wall buildings 
were encountering from coast to coast. Queried building owners and tenants. 
Weighed esthetic effects against practical problems. Compared heating and cool- 
ing costs. Compiled data on leakage, maintenance, condensation, sunlight, rainfall, 
color, etc. And ended up with a step-by-step guide on how to avoid some of the 
common pitfalls curtain wall constructors were running into. 

The article quickly became a reference piece. It sparked comments from top 
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You sell the men who build America through 


contractors, engineers, designers and architects in every corner of the nation. It 
had to go on the press again and again in order to keep up with reprint requests, 
It was used as the subject of editorials in other magazines in the industry. And it 
even halted plans of a multi-million dollar skyscraper, pending revision of speci- 
fications to EN-R recommendations. 

Engineering News-Record’s curtain wall article is an example of outstanding 
business magazine journalism...the type regularly provided by EN-R’s staff 
of some 200 editors, reporters and correspondents in the U.S. and throughout 
the world. No wonder almost a quarter of a million readers—the largest, most 
powerful audience of construction men ever assembled by a magazine—depend 
on Engineering News-Record every week! 


ENGINEERING 


THE CONSTRUCTION WEEKLY 


NEWS-RECORD 


A McGraw-Hill Publication 
330 West 42nd St., New York 36 
Member ABP-ABC 
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Tyler Picks Ten for August... 


Need for Creative Talent 


Keeps on 


By William D. Tyler 


It is hardly news that the need for cre- 
ative talent of a high order has never been 
so great. Nor that the demand keeps right 
on growing. But where are we to get this 
talent, and how are we to develop it? 
You've heard these 
questions before, and 
the answers have never 
been very satisfactory. 
You can’t teach crea- 
tivity. You can’t buy it. 
You can’t instill talent 
in others. 

What you can do is 
to convince gifted peo- 
ple that success in our 
field is a worth while 
goal, something deserving of the best they 
have to give. The job of glorifying the re- 
wards of creating great advertising has 
never been done. There is no sense of 
power equal to that of moving people to 
action through the magic of your own 
words and ideas—action they are loath to 
take, since it involves parting with money. 
Of all strictly commercial pursuits, this is 
the most challenging, thrilling, varied and 
soul-satisfying. Why doesn’t somebody tell 
them? 


William D. Tyler 


The 10 Happiest Women 


Se 


Stauffer Plan 

Probably the most successful selling 
technique ever developed for use in print 
advertising is that of contrasting photo- 
graphs, or before-and-after pictures. No- 
where has this technique proved more 
effective than for reducing plans. Wom- 
en are fascinated to see the side-by-side 
results of such treatments in much the 
same manner as their daughters by the 
story of Cinderella and her fairy god- 
mother. Current fairy godmother for over- 
weight femininity is the Stauffer Plan of 
Los Angeles, and the advertisement 
(written by Foote, Cone & Belding’s Max- 
ine Daley and Gerry Brown) headed, 
“The 10 Happiest Women of 1959,” is a 
good reason why. Fine “urge-to-buy” 
line on the bound-in coupon, ‘Help your- 
self to new happiness—be sizes smaller 
this fall!” Art director was Lyman Pow- 
ers. 


Volkswagen 

August is not much of a month for 
new campaigns, far less great ones. May- 
be that’s why the new Volkswagen se- 
ries made such a tremendous impact. Or 
maybe it was just because the ads were 
so great. The one shown here takes off 
on the well-known fact that VWs never 
change models. Julian Koenig’s copy 
points out that “there have been 80 


of 1959 Si#axe 


Growing 


changes in 1959 alone.” It goes on to 
point out that the changes are mechani- 
cal improvements and refinements rather 
thafi sweeping changes, and that “we do 
not believe in planned obsolescence.” 
Ends up: “VW owners keep their cars 
year after year, secure in the knowledge 
that their used VW is worth almost as 
much as a new one.”’ Other headlines: 
“Why are people buying VWs faster than 
they can be made?” And, under a picture 
of the famous aluminum engine cradled 
in a man’s arms: “198 lbs.” Copy supervi- 
sion by Doyle Dane Bernbach’s Bill Bern- 
bach, art direction by Helmut Krone. 


Fiat Country Wagon 

Another foreign car had an interesting 
approach last month. This was a dealer 
ad for the Fiat Country Wagon, a wagon 
that “converts into a roomy sleeper.” 
What I liked was Dayton Ball’s headline: 
“Works all day...even sleeps at night,” 
appropriately illustrated by Warwick & 
Legler’s N. Leslie Silvas and James Ross. 


Sports Illustrated 

The special Sunday supplement is a 
powerful medium when used correctly. 
It is not the place for advertising that 
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would be appropriate elsewhere. It must 
also furnish the reader strong enough 
reason to get read against the heavy 
competition of the average Sunday pa- 
per. Sports Illustrated ran a special sec- 
tion last month and titled it, “Fifth An- 
niversary Sampler.” The contents were 
simply excerpts from the best stories of 
the magazine’s first five years. Superb 
sampling idea to introduce new readers 


0 on Goes 


Is Volkswagen contemplating a change ? 


multipla 


country wagon 


ppt Er * Ness... 

to the editorial flavor of SI. It was Sports 
Illustrated’s Bob Fisler’s. The hook was 
a tipped-in coupon offering a special sub- 
scription price. Section was laid out by 


Robert Yahn. 


Western Pacific Railroad 

Not a significant ad, but one that used 
creative ingenuity to ‘get penetration 
for a pretty humdrum story, was written 


The truck route that isn’t 
on your road map! 
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Method, ease, demonstration, end result, 
all are covered in illustration and dis- 
play copy. “Change your color as easily 
as you change your mind,” is a catchy 
promise, and the three-color pix of the 
same bedroom, showing what different 
colored spread and draperies can do, is a 
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for the Western Pacific to remind ship- 
pers that the road offers piggyback serv- 
ice across the Sierras. Trick lies in a 
photo of a trainload of trailers crossing 
the mountains over Henry W. Peterson’s 
excellent headline, “The truck route that 
isn’t on your road map!” Henry G. 
Fletcher was the art director; Honig- 
Cooper, Harrington & Miner, the agency. 


Rit Color 

A hardworking, unspectacular ad that 
may have missed is the solid piece of 
work Sullivan, Stauffer, Colwell & 
Bayles’ Carol Oelbaum engineered for Rit. 


Now! Change your colors 
as easily as you change your mind! 


Just push the button on your washer 
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real service feature. The art director was 
James Link. 


Kressline Bags 

An ad that evidently has served its 
owner well (or else it wouldn’t re-appear 
season after season) is the one art direc- 
tor Alvin Chereskin of Hockaday Asso- 
ciates cooked up for Kressline’s Grab 
Bag. As you see, the only copy is set in 
a simulated classified real estate ad, 
headed, “3% rooms with a view.” Copy: 
“Happy home for all your belongings. 
Large living room accommodates make- 


GRAB BAG! 
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A new circulation guarantee in effect January, 1960 


os: 66% more circulation than any other single youth publication 


We are proud to announce a new BOYS’ LIFE circulation guarantee of 2,000,000 A. B. C. 
net paid, in effect with the January, 1960 issue. This is a milestone in the youth field. For 
the first time youth market advertisers can break the 2,000,000 circulation mark in one 
magazine—and it’s a real magazine—full color editorial features, 680-line display size page, 


was 


its | letterpress and gravure sections, top quality stock, and all the rest that goes to spell the 
a kind of company your ads should keep. 

7 You can now take the guesswork out of reaching the youth field. Starch reports that BOYS’ 
ad, LIFE gives you more male primary readers 10 to 17 than do Life, Look, the Saturday 
ol Evening Post, or Reader’s Digest. BOYS’ LIFE is the best way to reach youth, and you 
ake- | reach the best youth in BOYS’ LIFE — 2,000,000 boys, 85% of them enrolled in the Boy 


Scout movement-—the “joiners” and the ‘“‘doers.”’ 


BOYS’ LIFE is one of the few home delivered subscription publications in the youth field, 
and there is nothing that compares with the reader loyalty and dedication of a home 
delivered, personally addressed, magazine. This kind of devotion, especially among young 
people, is the same ingredient that builds advertising response. 


BOYS’ LIFE is “youth” all the way. It talks their language. Like the big, colorful triple 
threat feature on Mickey Mantle in the August issue—or last April’s coverage of 
Lt. C. M. McClure’s record 100,000 foot balloon flight —or this September’s advance photo 
section on the U.S. missiles program. 


Big, colorful and confident. That’s what youth is and that’s what BOYS’ LIFE is. It’s the 
) book to buy to reach them, and a far better buy than ever before. This year’s $3.21 cost 
per thousand drops to $3.18 with January’s 2,000,000 guarantee—an 11% circulation increase 
with an accompanying 8.8% rate rise—continuing our policy of lowering page costs as 
we’ve grown. 
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up, mementoes, and general mish-mosh. 
Tiny front room features snap lock. Will 
decorate to suit in choice of 16 colors. 
About $5.” There is more, but this gives 
you the idea. Smart, catchy, informative. 
Gertrude Koehring wrote the copy. 


Qantas Airlines 

To announce the first jet flights to 
Australia, Qantas sidestepped the con- 
ventional and ran a large-space newspa- 
per ad that attracted a lot of comment. 
John Flack’s fine layout showed no 
planes, just a lateral view of a deep hole 
in the earth. Fred Manley’s copy said, 
“This is one way to get to the other side 
of the earth. But starting Friday ...” It 
ended with, “Saves you over half a day 


Cit JUnRGENS 


of flying. Years of shoveling, too.” Cun- 
ningham & Walsh’s creative director in 
San Francisco, John Connor, supervised 
the excavation. 


Clairol Hair Color 

One of the great campaigns of the past 
two years has been Clairol’s, “Does she 
..or doesn’t she? Only her hairdresser 
knows for sure.” It has been written by 
Foote, Cone & Belding’s Shirley Polykoff. 
An interesting variation appeared re- 
cently, entitled, “Are you just a hair 
shade away from looking younger... 
prettier?” Informative copy in question- 
and-answer form was designed to lure 
into the Clairol fold those women who 
have to be sold the idea of hair coloring 


Anybody Got One Handy?... 


rather than the 
whom all of Clairol’s previous advertising 
had been beamed, and very successfully, 
too. Art director was Eric Lunden. 


easily susceptible, at 


Blue Angel 

Hardly any need to remind you that 
the month’s most spectacular ad was the 
three-page gatefold in Life for the movie, 
“Blue Angel.” It featured that blonde in 
the black underwear. This triumph of the 
photographic art had previously been ap- 


Wanted:. A Foolproof Method 
for Testing Direct Selling Copy 


Response advertisers—direct advertisers—mail order adver- 
tisers—call them what you will, have problems far more spe- 
cific than those of general advertisers. Their ads must pull di- 
rect, tangible, traceable results in sales, or they go broke. Here 
one such advertiser voices a plaintive plea for a more effective, 
less costly method of pre-testing copy. 


By James M. Jenks 
Vice President, Alexander Hamilton 
Institute, New York 

The lot of the ad manager for a re- 
sponse or so-called direct advertiser is 
not an entirely happy one. Nor do his 
agency’s copywriters have many dream- 
less nights. Always looming ahead of 
them is the specter of the worn-out ad 
and the continuing need to come up with 
a new one, 

The response advertiser knows what 
his ad expenditures are doing for him. He 
compiles statistics to show cost per in- 
quiry and cost per order, not only for each 
medium used, but also, over a period of 
time, for each piece of copy. And, with 
zooming advertising rates, not always 
entirely compensated by increased replies, 
there are never-ending pressures to 
create new ads which will keep the ad 
cost per order within bounds. 


One or Two Good Ones Working 

It is a fact, sad to relate, that we re- 
sponse advertisers only have a few, some- 
times only one or two, really good ads 
working for us at any one time. Really 
top-notch response ads are so few that 
the best of them have become legend— 
known to the advertising fraternity, and 
even to the public, far out of proportion to 


their over-all exposure. Maxwell Sack- 
heim’s “Do you make these mistakes in 
English?”—John Caples’ “They laughed 
when I sat down at the piano—but when 
I started to play!”—James Webb Young’s 
“Hand-woven by the mountain people of 
New Mexico” have all been honored, and 
rightly so, as outstanding pieces of mail 
order copy. They proved themselves in ac- 
tual use, a test which usually only mail 
order or response ads are called upon to 
do. 


s But because most ads are in reality 
“failures” (by that I mean they don’t 
bring in the business at an acceptable 
cost) the response advertiser is really up 
against it when it comes to new copy. 
Always there is the disturbing possibility 
of the old ad getting tired out before a 
new one is found to replace it. 

So, the ad craftsman must slave to 
produce an ad which appears to have a 
chance for success, knowing full well that 
the only way to find out, is through a 
thorough process of testing. And testing 
costs money. It’s not only the space costs, 
but the fact that if the test ad is a failure, 
when averaged in with the other ads 
it will influence the whole cost-per-order 
picture. Too much testing of poor ads is 
a sure route to getting sacked—ad man- 
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ee en Sa ty 


ager and agency both! Not enough test- 
ing places too much reliance on luck— 
coming up with a good new ad at just 
the right time. 


Good Pre-Testing Needed 

What is needed and wanted by all mail 
order advertisers is a reliable and inex- 
pensive method of pre-testing copy. I say 
pre-testing, because the final test will 
still be actual use. 

Let’s look at that word “inexpensive.” 
We've found at the Institute that we need 
to spend a sum in five figures to get a 
reliable test of a new piece of copy. Run 
five or ten such tests a year without suc- 
cess and you’ve knocked a sizable hole 
in anyone’s ad budget. 


@ Many mail order or response adver- 
tisers rely on split runs for copy testing. 
Unfortunately for us at the Institute, none 
of the media we use regularly offer them. 
We hoped we'd be able to test copy using 
this method despite the drawback of not 
having splits available in our regular 
media. We decided to use split runs in 
three different Sunday supplements re- 
cently in an effort to determine if this 
method would give us a reliable pre-test 
indicator. We knew that the over-all re- 
sults would not prove satisfactory from a 
cost point of view. But we did believe that 
the coupons would show the relative pull- 
ing power of the ads used. + 


s There were differences in the number 
of replies pulled. One new ad did an 
outstanding job compared with our best 
tested ad. But, when we ran the new ad 
in our regular media schedule, it fell 
down. Our conclusion is that results of 
split runs are not reliable except to meas- 
ure differences in copy in the same or 
similar media—that is, the media which 
we regularly use. 

Furthermore, so far as testing copy 
goes, split runs do not provide a satis- 
factory solution for the very small budget 


Advertising Age, September 21, 1959 


Are you just a hair shade away 
from looking younger... prettier? 
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MORE WOMEN USE MISS CLAIROL THAN ANY OTHER HAIRCOLORING 
pearing only in small newspaper space. 
This time she unfolded to almost half 
lifesize, ideal for those who like little 
women. Ingenious, too, was the format, 
which had the reader open first to a page 
on which only the lady’s legs appeared, 
plus the caption, “Could a man have a 
better reason for throwing his life away?” 
Not a very elevating advertisement, but 
undoubtedly one that few missed. Idea 
was Charles Einfeld’s of 20th Century- 
Fox. Layout by Herman Temple of 
Charles Schlaifer & Co. + 


advertiser. 

Another pre-testing idea intrigued us. 
That was to test copy by using direct mail. 
We decided to see if such a test would 
be valid by taking five ads which 
we had run often enough to know ac- 
curately their relative effectiveness. We 
rented a list which had proved reliable 
for us with our direct mailing pieces. 
Five thousand proofs of each ad were 
run off and we stuffed every fifth enve- 
lope on the rented list with the same 
mailing piece. This consisted of a proof 
of the ad, a memo slip stapled to the 
proof to add a slight personal element and 
to direct attention to the business reply 
card which we enclosed. 

Shown below is the result of this test. 
Column A lists the ads in the order of 
effectiveness which we knew from past 
experience. Column B lists them as they 
show their respective pulling power in 
the direct mail test. 


Column A Column B 
Ad #1 Ad #2 

2 1 

3 4 

4 3 

5 5 


Statistically speaking there is a high 
degree of correlation shown. It computes 
at +.80. We are rather statistics minded 
at the Institute. Normally a statistician 
when looking for a high degree of cor- 
relation would be pleased to see one of 
+.80. But we have no norms to work 
with. The people at our agency are not 
sold on the value of this method. Nor 
should they be. In fact, I think I’d be a 
little disappointed if they hastened to ac- 
cept the judgment of figures alone, espe- 
cially when the figures in this case show 
the technique to be an imperfect one. It 
will probably be a sad day in a creative 
business like advertising when every deci- 
sion is based upon a statistic. 

So, a pre-testing copy method is still 
wanted and needed among mail order 
and response advertisers. + 


o> 


i ne os a ' — —_ : Ni rs 
7 | 
eae 
ii 
a wale . vf «Par 
‘i SS ea 5 
a , 
ay 5 wee eae a - 
ae a a ; ros 
ee becomes . a 
i oe ; x Sa eo a aie 
B: a ; cogent’ -* alone 
r + 7 —_ ened - - . - o o 
i a : - . 
: —+~4 
¥ | ‘ ow ee ba ois taptamal uf : 
oy ; % tome ae : “ - ‘ —_ 
s — ot 
le ee 5 wee ome insieiienieed A ag q - . 
BES ; et eae aa . - cues iz 
; er] won 5 seeming, ee a 
a Ce ce. ie oe a A ; 
at. (ERS = | Mellen See ne ra ware! ae 
Bers a es eae oaric seis mom qn te tale . 2 he ae sete sane at Ws Cine 
4 a Ps fi. Ye p . Be * . . : ~ ~ 
aa = own sia sai we te ae ae = 
‘ 7 me cer ae Ses Cake » = : pe 
ee Es ge a = We : - = 
oS oe — = & , encudeawens renee 
ene sr oe ~~ : ; ; <j 
aS Da Eee am 4 A ™ 
ae rie 
Po nae meee D ie ane ee 
Re ‘ it y te ae 
be ” caer ci ee . 
wn > eee ; “ ay a 
PCs ' j : pee Fs eae ~ 
could a man have a beter conmm : Sie a 
~~ .— Dud ‘ ¥ “ 2 “ ) 
- — : eed % , a 
ual A . = 7 ' Katee 
3 , r q us 6] sell 1 
| IS Waa” 
tv , ' : PY 
’ — =] a 77 a ‘ ry ee 
— : , Ke : - . 
a f — j : 
% | & 
. £ 
: » - 
+ 7 _ 
. on ; 
be 
= 
| 
7 
a 
ss 
sie 
| a 
Ene 
ee : : nee ee See, ef aE A J) a ir 
Bi: ae. Meats ‘ iat we ° ae ae is aT eee Bm CV See oa on aE (2 Ani bss ak a ges 4 0 
os ie aie? ; a. st), aie a a PEN ees fee aiar emma tg ee eg TE ee See Rae a eae ’ Sh OE Ee > ese 
Cee Ge Oe oe Oe ee ee ae os = 7 
REG ae Pas) Aen 
2% By Sve 
ee Me 
Cee. ae _ 
Es " we ae ee ey 
Ree by a ie satis oe ar a ee ae » Sage 3 eee ieee Ba eee i 
ees eM a oe Bie Be othe: Aas alien 4 INS DN Gt ri-5 Son? PTUs meg takai "ever nen cg: Ae ae rh ce . igs) we a = ve ose hee eT 3. rr a 
Sacegh esa Sas gt ae eee “Fee eee © te Se alte Bhs aii erga eng ata | Meg at a i ee ee eae Sagi <p aes F 
er eee gc ak ees ame (ko a an eNO a Ra ey aie ear ON age et ent ory | ite i aie am rer i Oe eae IE RS oe ae ee Ree ie ven Bi, in gie aaae 
ae a ome gal pT = 2 eh eageeeae Re Rah oaths Tiere te we nates ok Oa ee gid Why len canted erin tig Lo RSME Sr Here ante ie ae Re tae AIRE ale ar ee a eae myellifeaee ers CS an es ; Pe! ee a ee 
Wie AE Saliba nde ca tg Pile a Ue SOR ete Ye Dac ge IRE SCSI Sweat, Sa ene ce COV = Atay a Neen ek cara ieeaen esteem Vecen Menten anal an YM ie tder een Nate: Ceaniicr se | meme Th AS iat ea eee ac eee ea eA 3 ea Uren See ey!) ee aR 


| THE 
MAGAZINE 
THAT 


ING 
ace, 
half 
ittle 
mat, 
age 
red, 
rea 
1y?” 
but 
[dea 
iry- 
of 


AMERICAS TRBRAGCE MAGARINE 
s 


able Ce country report on: 


T clicks 


roof ie WHO cat 


d ; , 
= , WHENER 
test. I OW. ™t 
a t Hi . at's, ; 


past | WHERE® 


_ sountepe OS 


not Fifteen years ago nobody paid much attention to teen-age girls. Then—for the first time in the history of publishing —a magazine recognized these young women as 


the vital individuals they are. The magazine? SEVENTEEN. In its pages, they found their own lives reflected, their own ideas expressed, their own problems 
ac- illuminated. In its editorial content, they also found the formula for a well-rounded life. Today’s Young-Women-Under-20 are members of 

one of the most influential age groups in the country—the big, booming Teen Market. 9,000,000 strong today, it will number 12,000,000 by 1965.* 

s. It SEVENTEEN Magazine is proud of its role in the development of this market... the big market that has come of age in a great big way. 


leci- *U. S. Census, 1969 
it’s easier to START a habit than to STOP one! seventeen MAGAZINE, 468 Madison Avenue, New York 22 + PLaza 9.8100 


SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high school home 


D 6) U B L E E X P 0) S U R E F 0 R Y 0 U R A DV E R T | S | N G : economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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The Peeled Eye Department... 


Caught in the Encircling Gloom 


By Dick Neff 
Is This the Original Tombstone Ad? 


Having just returned from vacation, we 
should be feeling chock-full of vim, vigor, 
and ho-ho-ho type good humor. 

But the fact is, we’re feeling very grave. 
What made us feel this way is a series of 
communiqués that ar- 
rived within a few 
days of each other. 

The first was this 
short letter from Jerry 
Fields, director of 
Jobs, Unlimited: “Did 
I tell you about the 
agency that just landed 
a big coffin account 
and then asked me to 
find an account execu- 
tive with package goods experience to 
handle it for them?” 

Three days later we got a letter from 
Howard O. Schmidt, of Rutward Inc., Co- 
lumbia Station, O., enclosing Exhibit A, 
the tombstone paperweight ad you see 
here. 

“The attached ad,” he wrote, “ap- 
peared in today’s Shopping Guide of the 
New York Times. I imagine there will be 
a real gloom at Spencer Gifts when they 
discover the lack of a price. Guess the 
copywriter ‘lived it up’ and relaxed just 
too much.” 
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Exhibit B 


Tombstone Paperweight 
Buries Gloom and Care ! 


Every time you weight some- 
thing down, this unique paper- 
weight reminds you to “live 
it up’! Whenever you're be- 
ing pressured, look at it... 
and relax! On your desk, it 
will slow down fast-talking 
salesmen, squelch obnoxious 
eager beavers.” Send as a 
gift to executive friends who 
can take a joke. In stark 
death-gray hydrostone, 5” 
high. Ideal also for the bar. 
and handling. Guaranteed to 
give pause, or money back. 


Atlantic City, N. J. 


Exhibit A 


Cheesecake in the Embalming Room 

Eight days later, we received a letter 
from Ralph C. Duke, account executive 
at Barnes Advertising Agency, Milwau- 
kee. 

“Sex,” he wrote, concerning Exhibit B, 
the American Alkyd Industries ad illus- 
trated, “has reached a new low in adver- 
tising (6 ft. under, that is) Maybe 
they are really attempting to bury her 
and thus put an end to sex in all ads.” 


Kangaroo Distributor Jumps Oceans 
Shortly thereafter our furrowed brows 

hovered over a note from Ginny Page of 

the pr department of Cunningham & 


Exhibit C 


Walsh, sent to us with Exhibit C, the 
Qantas ad shown here, and a release 
that, after stating “the response to the 
ad has been ‘astounding’,” gave this ex- 
ample: 

“Perhaps one of the most unusual com- 
munications was a letter from a San 
Francisco mortician to Capt. Hugh Birch, 
Qantas’ North American manager. The 
mortician related that the ‘hole in the 


ground’ ad particularly caught his fancy.” 


A Poser for Dead Eye Dick 

And just for good measure, we got a 
note from an unidentified friend (we 
trust), who works for the somewhat un- 
cheerily named Graver Tank & Mfg. Co., 
of East Chicago, Indiana, attached to Ex- 
hibit D, the American Home ad shown 
here. 

“How’d that Dead Eye get in there?” 
it asked ominously, referring to the copy, 
which stated: “Every month 12,000,000 
noses are buried (there’s that word 
again) in the American Home. But 
count... the 23,999,999 eyes...” 

Thanks, fellows, but we’ve just been 
peeling potatoes, and we've kind of lost 
our appetite for it. + 
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Exhibit D 


Looking at Radio and Television... 


It's Quiz Time Again 


By the Eye and Ear Man 


The renaissance of the audience par- 
ticipation and panel shows, which are 
sorely missing from the 1959-1960 televi- 
sion schedules, will probably come about 
within the next year, either as replace- 
ments for film shows that have failed or 
as new shows for summer replacements 
being tested for fall, 1960. 

The recent unpleasantness involving 
the exposing of certain irregularities on 
these shows set the category back sharply 
to the extent that there will only be five 
audience participation and five panel 
shows this season in prime network time. 

These include old favorites such as 
GroucHo Marx, “PEOPLE ARE FUNNY,’ 
“Wuat’s My LINE?,” “I’ve Gor a SECRET,” 
“To TELL THE TRUTH,” and “NAME THAT 
Tune.” Foremost among the quiz shows 


is the freshest new idea to come along in 
years, “THE Price Is kiGHT.” No one of 
the new quiz or panel shows appears to 
be outstanding this year. Therefore, one 
must conclude that the quiz or panel 
show of the future is not yet discovered. 
Consequently this category, which two 
years ago claimed as many shows as any 
other category, has been numerically cut 
in half. 


= The argument for the renaissance in 
this category is self-evident. When a quiz 
or a participation show clicks, it is a 
smasheroo in every way. It is a low-cost 
show to begin with because live shows 
or taped shows with a minimum of re- 
hearsal time cost less to produce. In addi- 
tion, when one of them clicks like 
“Wuat’s My LINE,” “I’vE Got a SECRET,” 
Groucnwo Marx, or “PEOPLE ARE FUNNY,” 


they seem to be good for a long run with 
steady popularity—some have been steady 
customers for the Top Ten category. 

Foremost of the arguments for the re- 
vival of these groups, however, is the 
commercial impact that is possible by 
correct use of the participation shows. 
Many are just one long commercial, 
thanks to an omnipresent sign or a con- 
tinual giveaway of the sponsor’s product. 
They also lend themselves to a strong 
personal sell by the emcee or panel mem- 
bers. 

Everyone is aware of Revlon’s growth, 
when, after many false starts, it found 
a strong selling vehicle in “The $64,000 
Question” which strongly affected the 
sales pattern of the company. Other com- 
panies and products have experienced 
similar successes, although not quite so 
dramatically or demonstrably. 

Another inducement to proceed in the 
direction of the participation show is the 
perfection of tape. This amazing new 
technique allows for editing, ‘shooting 
long” and developing a tighter show, 
better commercial integration, shooting at 
the convenience of all concerned, and re- 
peat performances of highest quality in 
summer months. 


® The case for the participating show can 
be summed up as follows: 

1. Less out-of-pocket cost for the pro- 
gram. 

2. Good potential for high circulation 
on good participation shows. 

3. Good potential for low cost-per- 
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thousand. 

4. Good chance for longevity. 

5. Excellent exposure of product 
throughout show. 

6. Excellent integration of personal sell- 
ing. 

7. Ability to repeat edited tape version. 

The only thing that remains is for the 
producers of this type of show to come 
up with the fresh idea for 1960. The per- 
sonality of the emcee is, of course, im- 
portant—especially to the panel show. 
Without Ralph Edwards, Garry Moore, 
Art Linkletter, Arthur Godfrey, or 
Groucho Marx, shows they have made 
successful would be worthless. Converse- 
ly a show like “The Price Is Right” or 
“The $64,000 Question” transcends the 
performer. 


s Advertisers and producers alike must 
be alert to this opportunity. Programming 
runs in cycles and the have-nots become 
the haves. The quiz cycle is down and 
out of balance with westerns, specials, 
mystery or drama. It is possible to pre- 
dict, based on historical evidence, that the 
pendulum will swing the other way with- 
in a year. 

The stigma has already worn off this 
category. The court investigations are 
now past and, for the most part, forgot- 
ten. The time is ripe for another different 
quiz to catapult another courageous prod- 
uct to sales successes. This is the time to 
try out good ideas locally on television or 
privately. The next one up with a hot par- 
ticipation idea can clean up. + 
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Replacement Tire 


Sales High: Suburbs | 


Lead, ‘Look’ Finds 


New York, Sept. 18—Sales of 
replacement tires continue to 
grow. A total of 66,750,000 tires 
were bought by car-owning fam- 
ilies during the 12 months ended 
with May, 1959. This is a jump of 
about 10% over last year’s sales 
for the same period. 

There has also been a marked 
increase in the number of pur- 
chasers—indicating a broadening 
of the market base. 

These are findings in the 23rd 
annual “National Automobile & 
Tire Survey,” just completed by 
Alfred Politz Research under the 
sponsorship of Look. It will be re- 
leased Monday. 

In contrast to last year’s sur- 
vey, which showed that only 42% 
of the nation’s car owners pur- 
chased replacement tires, the 1959 
study shows that virtually half 
(49.4%) of all car owners had 
bought one or more replacement 
tires. 

While sales of both new and 
retread replacement tires were up 
over the preceding year, there are 
indications that retread sales are 
moving ahead at a faster rate than 
sales of new tires. 


@ The survey shows that sales of 
new rubber amounted to 51,450,- 
000 tires—an increase of 2,350,000 
over last year. Sales of retreads 
amounted to 15,300,000, an _ in- 
crease of 3,550,000 over the year 
before. On a percentage basis, re- 
treads represented 22.9% of total 
replacement sales in the recent 
survey, as against 19.3% in last 
year’s study. 

All figures on tire sales refer to 
tires bought for privately owned 
non-commercial passenger cars 
exclusively, and do not include 
any replacement rubber purchased 


for public or commercial vehicles. | f 


The Look survey, which is 
watched by industry leaders for 
indications of purchasing trends 
and consumer preferences, shows 
that the best market for new tires 
is in the suburbs of metropolitan 
areas. Residents in this type of 
community accounted for 42.7% 
of all replacement tires bought 
during the 12-month period sur- 
veyed, followed by 17.5% of new 
replacement tires bought by car 
owners living in non-farm towns 
and smaller cities outside of metro- 
politan areas. 


s The larger central cities of 50,- 
000 to 499,999 population account- 
ed for 12% of new replacement 
tire sales, while those of 500,000 
and over provided 13.4% of the 
total market. Farm families, buy- 
ing for their passenger cars, pur- 
chased 14.4% of new replacement 
tires for the period. 

The survey also shows where 
and how replacement tires were 
bought. The service station leads 


IT'S YOUR 


MOVE! 


And the smartest one is into 
the stable $591 million Ver- 
mont market! One order, one 
bill, one buy home-delivers 
your client’s message into the 
area where 93.9% of the 
state’s buying power is lo- 
cated. For details, write 
THE VERMONT ALLIED 
DAILIES, Rm. 516, Statler 
Office Bldg., Boston, Mass. 


in the sales of new tires, while the , 
tire store or dealer takes top place | 


in sales of retreads. 

Cash is the favored method of 
paying for new tires, with 67.5% 
of replacements bought and paid 
for without resort to credit. Other 
methods of payment, the survey 
shows, include monthly charge ac- 


count (14.9%); instalment pay- 
ment (10.7%), and credit card 
(6.5%). 


The survey was conducted in 
late April and early May on a 
personal interview basis among 
approximately 3,500 households 
across the U.S. # 


Three FM Stations Bow 

Three new fm stations began 
broadcasting last week. They are 
WGR-FM, Buffalo; WROC-FM, 
Rochester, and KFMB-FM, San Di- 
ego, all owned by Transcontinent 
Television Corp. WGR-FM and 
WROC-FM will affiliate with QXR 
Network, while KFMB-FM will 
operate as an independent. 
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SERVING 
AN INTEGRAL PART OF AMERICA’S 5th MARKET 


LOOK: 


OAKLAND COUNTY 


33rd IN POPULATION — 646,900 


40th IN DRUG SALES —$ 26,977,000 


4st IN RETAIL SALES — $615,640,000 


36th IN AUTO SALES =©—$137,435,000 


42nd IN FOOD SALES — $183,625,000 


46th IN FAMILY BUYING INCOME — $6,888 


. of the 600,000 


? 


MICHIGAN 


For 


Results 


In Lansing, 


Mich. ... it’s us wars 


- memlt ; miee 
CONTACT VENARO, 
911 _—— HUNTOUL & MCCONNELL, IC 


a 


“sales leads produced yearly 
by Industrial Publishing 
Corporation Magazines? 
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These Men Do! 
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U.S. Tobacco Tests New Brands | 
U.S. Tobacco Co. is introducing | 
three new pipe tobaccos—Antique | 


to retail at 30¢; White 


mixture, 


We'll send you free data on 
the growing Vermont market 
and how you can reach it 
easily, effectively and eco- 
nomically with just one 
newspaper group. Write 
THE VERMONT ALLIED 
DAILIES, Rm. 516, Statler 
Office Bldg., Boston Mass. 


Cloud at 40¢ and Lion Head, at 50¢, 
—in New York, Boston, Philadel- 
phia, Washington, Detroit, Chicago 
}and on the West Coast. No adver- 
| tising will be used until the new 
| brands have been tested, but it is 
|expected that a national campaign 
|will be launched in newspapers 
| and magazines within another 
month. C. J. LaRoche & Co., New 
York, is the agency. 


Hessey to Reincke, Meyer 

William S. Hessey, formerly a 
district manager with McGraw- 
Hill Publishing Co., first in Phila- 
delphia on Aviation Week, and 
more recently in Chicago on Pur- 
chasing Week, has joined Reincke, 
Meyer & Finn, Chicago, in an exec- 
utive capacity. 


| Graves to ‘Colorado Rancher’ 
Reid Graves has been named ad- 


vertising sales representative of | 
Colorado Rancher & Farmer, Den- | 


ver. He formerly was with Equi- 
table Life Assurance Society. 


Joseph M. Smalilman of Dempster 
Bros. gets his share of sales leads! 


Mr. Smallman says: 


“MATERIAL HAN- 


DLING ENGINEERING* is a consistent pro- 
ducer of a large number of inquiries each month. 
Our field men are pleased with the high quality 
of these many sales leads.” 


To get your share, use 
MATERIAL HANDLING ENGINEERING 
& MATERIAL HANDLING ILLUSTRATED 


Material 


ILLUSTRATED 


een eee 


Lie e Ge, 
‘The INDUSTRIAL PUBLISHING 


Corporation 


eS ee 


812 Huron Road + Cleveland 48, One. 


New York e Chicago e Los 


Angeles © London 
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WINE DISPLAY— 
June Adler, na- 
tional wine 
queen, displays 
the new Wine 
Advisory Board 
poster which will 


| Miss Annenberg on Leave 

Marion Annenberg, promotion 
director of WDSU Broadcasting 
Corp., New Orleans, has been 
granted a leave of absence for an 
eastern trip and vacation in Eu- 
rope. Miss Annenberg has directed 
the promotional activities of WDSU 
and WDSU-TV since joining the 
group in 1950. Joe Sieferth, cur- 
rently in charge of special projects 
at WDSU-TYV, will assume the full 
responsibility for the promotion 
department. 


Cooper to Tape Cuban Baseball 

Max Cooper, Chicago, tv produc- 
er, has installed tv tape equipment 
at CMQ studios, Radiocentro, Ha- 
vana, Cuba. The equipment will be 
used for taping a 26-week series of 
14% hour sports programs featuring 


be available to 
retail wine and 
liquor stores for 
National Wine 
Week, Oct. 10-17. 


U.S. major leaguers in action in 
|Cuban League baseball in the off 
| season. The Havana center is being 
| directed by Edward Scherer, for- 
|merly production manager of 
| WTTG, Washington. 


| 


Bayuk Agrees It 
Won't Discriminate 


in Ad Allowances 


| WASHINGTON, Sept. 15—The Fed- 
|eral Trade Commission yesterday 
accepted a consent order from the 
| first of 17 companies which have 
_ been accused of giving illegal ad- 
| vertising allowances to Union News 
Co. 

The order, dealing with a com- 
plaint which had _ been _ issued 
|against Bayuk Cigars, Philadel- 
|phia, ultimately may be followed 
| by similar consent settlements cov- 
|ering similar charges which have 
| been lodged against most of the 
| nation’s leading magazine publish- 
ers. 

Under yesterday’s order, which 
is for settlement purposes and 
| does not constitute an admission of 
| guilt, Bayuk agreed that it would 
not make any illegal advertising 
allowances in the future. It had 
been accused of making payments 
to favored customers without mak- 
ing them available to all. | 

Even among favored customers, | 
FTC contended, benefits were un- | 
equal. It said that Union News Co. | 
got $9,500 in 1956 for special pro- 
motional displays and had re- 
ceived $700 a month since 1957 for 
advertising Phillies, Webster and 
other Bayuk cigars, while other | 
large outlets got only what they 
could obtain through individual 
negotiation. 


s The complaint against Bay- 
uk was announced simultaneously 
with release of complaints against 
American and Union News Co. last 
February for soliciting illegal pro- 
motional allowances, and against 
16 top publishers for granting 
them. 

| FTC has been pushing a full- 
scale hearing on the charges 
against the distributing organiza- 
| tions, but it reportedly is receptive 
to inquiries about consent settle- | 
ments for the magazine publish- 
ers (AA, Sept. 7). 

Some _ publishers report they | 
‘have already reached agreement | 
‘on provisions of consent settle- | 
|ments, but FTC’s staff reportedly | 
is conducting further negotiations, | 
possibly in an effort to determine | 
whether it will be possible to oD | 
tain all the publisher settlements 
at one time. # 


Aldrich Appointed Manager | 
Jefferson E. Aldrich has been 
appointed midwestern manager of 
Western Construction, a publica- | 
tion of King Publications, San) 
Francisco. Mr. Aldrich was most | 
recently a vp of Warner & Todd, | 
| St. Louis agency. Headquarters for | 
midwestern operations will be at | 
1010 N. Sheridan Road, Lake eal 
|est, Ill. 
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R. Davison 


of The New Jersey Zinc Company 


gets his share of 


Mr. Davison says: 


“We find that adios 


in PRECISION METAL MOLDING gets ac- 


tion from designers and 
choice of materials. Ove 
excellent response from 
MOLDING readers, 
quality.” 


engineers who influence 
r the years, we have had 


PRECISION METAL 


both in volume and in 


To get your share, use 


PRECISION METAL 
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Neil Barnes Defebaugh 
Albright Johnston Green 
SMILING ‘60s—Campbell-Ewald field men on the Chev- 
rolet account met in Detroit to study 1960 ad plans. 
J. M. Barnes is field coordinator and Mark Green is 
assistant field coordinator. The others are P. H. Neil, 
Chicago; Robert K. Albright, Kansas City; James 


Byrne Duhaime Lindsay 


Hollis 


Denton 


Defebaugh, Cincinnati; 
cisco; R. W. Byrne and R.C. Francis, both of Los An- 
geles; A. T. Duhaime, Atlanta; Ross Lindsay, Wash- 
ington; C. A. Hollis, Detroit; L. H. Denton, 
W. R. Smith, New York; R. H. Katerndahl, Denver. 


Smith 
Francis 


T. M. Johnston, San Fran- 


Katerndahl 


Dallas; 


POWER 
TRANSMISSION 


R. 0. Oyler 
of The Bunting Brass and Bronze Co. 
gets his share of sales leads! 


Mr. Oyler says: “The Bunting Brass and 
Bronze Co., recognizes that POWER TRANS- 
MISSION DESIGN is an excellent medium 
for producing action among OEM buying in- 
fluences as well as supporting our distributors. 
This coverage fulfills a need that has existed 
for years.” 


To get your share, use 
POWER TRANSMISSION DESIGN 


At ae i ROLRET. 
"INDUSTRIAL 
_ PUBLISHING 

Corporation 


The INDUSTRIAL PUBLISHING 
Corporation 


812 Huron Road + Cleveland 15, Ohio 


New York « Chicago « Los Angeles « London 


‘'Chevy’s Corvair, at 


$1 810 and Up, Bows 
in All Media Oct. 2 


DETROIT, Sept. 15—Chevrolet 
sprang a surprise at a press pre- 


|view last week by being the first | 


to quote factory 
| prices on its small car. The Cor- 
| vair will range from $1,810 to $1,- 
bree which will be $225 below that 
same suggested price on any pres- 
lent Chevrolet. It also confirmed 
‘that the Corvair weight will close- 
ily match that of Ford’s Falcon— 
|2,375 lbs. for the 4-door sedan 
| without accessories. 


| Edward N. Cole, general manag- 


er of Chevrolet, said exact mer- | 


chandising plans have not been 
completely outlined but that a to- 
|tal production of 30,000 Corvairs 
| will have been reached by public 
introduction time, Oct. 2. Corvairs 
have been in production since July 
{6 at the GM Willow Run plant 
near Detroit. 

Mr. Cole said he expected to sell 

300,000 Corvairs in the 1960 calen- 
dar year, along with 1,500,000 con- 
ventional Chevrolets, and that he 
| believed the total market for the 
year for passenger cars will exceed 
6,900,000. This has been the figure 
lalso voiced by most other GM 
spokesmen, and by American Mo- 
tors’ president, George Romney. 


® Corvair will come in two 4-door 
sedan models at first, with a 2- 
door sports coupe expected .after 
the first of the year. The car will 
be powered by an air-cooled 6- 
cylinder horizontal opposed rear 
end engine, made largely in alu- 
minum. 

Mr. Cole said he expected ex- 
pansion of the total automotive 
market to account for most of Cor- 
vair sales, and that he did not ex- 
pect either conventional Chevrolets 
or other larger cars to be troubled 
too much by the new entries. 

Campbell-Ewald Co. executives, 
handling the advertising for Cor- 


rolets, said separate programs for 
the two have been developed for 


| time as public introduction. 

Corvair is expected to benefit 
\from the fact that it will be able 
ito get quite a few cars into public 
| hands quickly, and gain from this 
visibility. + 


W. Pa. Dailies Opens Office 

| Western Pennsylvania Home- 
|town Dailies has opened its own 
| central sales office at 600 Grant St., 


| Pittsburgh, to further the sale of | 


‘national linage through its pack- 
| age of newspapers. W. Edward Mo- 
| meyer, on leave from the Greens- 
burg Tribune-Review where he has 
| served as advertising manager for 
| more than 20 years, heads the new 
| office. 


suggested list | 


| 
| 


BVM Adds Three Accounts | 


| 
BVM Advertising Service, Buf-| 


falo, has added three new accounts. | 
They are Carmody Corp., Buffalo, | 
N. Y.; Carleton Aviation Co., East | 
Aurora, N. Y.; and Dow & Co., Buf- 
falo. 
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WRITE FOR FREE SAMPLES 
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WORLD IN COLOR PRODUCTIONS 
BOX 392-5 + ELMIRA, NEW YORK 


Sell the Inner Circle and you've sold the 
Conservative Protestant Church Market 


Church Leaders 


Buy Building Products 


Hundreds of new Protestant Churches are built each 

year! To help Pastors and Church Officers we offer them 
plans, ideas and suggestions in “Christian Life's” Church Build- 
ing Packet. In nine months, 137 plans were sold and 91 
churches completed so far. Investigate this growing market for ] 
building products and other products used in Church 
operation and maintenance. Write for factual brochure. 


Christian Life 


The Business Mogazine for Church Leaders 
33 South Wacker Drive, Chicago 6, Ill. 


of waste.” 


vair as well as the full-scale Chev- | 


all media, with a heavy saturation | 
schedule due to start at the same | 


Corporation 


William T. Brookins 
of Parker-Hannifin Corporation 
gets his share of sales leads! 


Mr. Brookins says: “As leaders in the hy- 
draulic and pneumatic field, we appreciate — 
and use regularly — the specialized market 
coverage which APPLIED HYDRAULICS & 
PNEUMATICS offers. It enables us to reach’ 
one of our principal markets with a minimum 


‘The INDUSTRIAL PUSLIGHING 


To get your share, use 
APPLIED HYDRAULICS & PNEUMATICS 


Hy: ‘draulics 
_*Pneumatics 


812 Huron Road + Cleveland 15, Ohio 


New York » Chicago « Los Angeles « Londen 
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Nabisco Starts Big Drive 
for Cookies, Crackers 


National Biscuit will launch “the 


heaviest advertising schedule 


A ship-shape advertising 
campaign includes Vermont. 
Reach the area where 93.9% 
of the state’s $591 million 
buying power is located 
with just one six-paper 
group. For details write 
THE VERMONT ALLIED 
DAILIES, Rm. 516, Statler 
Office Bldg., Boston, Mass. 


in 


the company’s history” late this 
month with extensive use of net- 
work television plus increased na- 
tional magazine space including a 
| three-page, four-color gatefold in 
| Life, Sept. 28. New shows added 
to the network lineup are “Raw- 
|hide,” “Howdy Doody,” “Love of 
| Life,” “As the World Turns,” “Edge 
|of Night,” all on CBS, and “Treas- 
| ure Hunt” and “The Price Is Right” 
over NBC. 

The rest of the print schedule 
|for September-October is the 
| Reeser’ Digest, The Canweny 
|Evening Post, Seventeen, Eve 
| Woman’ s Family Circle, Woman’s 
‘Day and Sunday supplements in- | 
cluding Family Weekly, 
This Week Magazine and 
pendents. The stepped-up 
paign will feature cookies, 
tines and Ritz crackers, 
by MecCann-Erickson, and cereal 
products, handled by 
Eckhardt. More 
will be spent from now through 
October. 


inde- 
cam- 
sal- 


is responsible. . .” 


ding 
sign 
aadrication 


Cliff Priest of Hobart Brothers 
gets his share of sales leads! 


Mr. Priest says: “We use 
in WELDING DESIGN & FABRICATION* 
not only because the magazine has produced in- 
quiries of outstanding quality, but their volume 
has been consistently high. We feel strongly 
that the magazine’s Franchise-Paid Circulation 


referred position 


To get your share, use 
WELDING DESIGN & FABRICATION 
and WELDING ILLUSTRATED 


ens INDUSTRIAL PUBLISHING | 


Corporation 


- 812 Huron Road + ‘Cleveland dc ibe 


New York ¢ Chicago * Los Angeles * London 


handled | 


Kenyon &| 
than $1,000,000 | 


Kaufman Merrick 


Epstein 


Advertising Age, September 21, 1959 


Kal 


PREVIEW—Four top Washington agency principals were seen in caucus 
at a preview party for NBC’s fall programs given by WRC-TV, 


| Washington. They are Henry J. Kaufman, managing director, Henry 


stein, president, 


| 


J. Kaufman & Associates; Harry Merrick, chairman of the board, 
and Norman Kal, president, Kal, Ehrlich & Merrick, and Alvin Ep- 
Alvin Epstein Advertising. 


|ous” improvements in farm homes. 
|\“*Nearly all are electrified, com- 
|pared with only 11% in 1935. 
|About 70% own tv sets, to say 
| nothing of home freezers and oth- 
ler appliances. Two decades ago 
| only 25% of our farms had tele- 
|phone service,” he recalled. ‘“To- 
|\day 60% have phones, and the 
percentage is rising rapidly. Over 
|half of all farm families subscribe 
|to some prepayment medical plan. 


|s “The farmer and the business 
|man, the farm housewife and the 
|city housewife have become in- 
| distinguishable in dress and man- 
ner,” he pointed out. + 


Axtell to Glen Alden 

Robert G. Axtell, formerly with 
|McKinsey & Co., has joined Glen 
Alden Corp., New York, as direc- 
tor of marketing, a new position. 
Glen Alden Corp. is composed of 


‘Benson Tells Adclub 
Ads Build Farmer's 
Market, Aid Economy 


PeortA, Sept. 15—Agriculture | 
Secretary Ezra Taft Benson de- 
clared yesterday that advertising 
serves the welfare of the entire 
country when it uses its “vast 
power” to remind our people of 
the importance of maintaining 
economic freedom. | 

“The right to advertise and sell | 
|is part and parcel of the free 
|American way of life,” he com- 
;mented in a speech before the Pe- 
oria Advertising & Selling Club. | 
|\“But have you ever thought how | 
largely the preservation of Amer- 
ican freedom depends on the way 
|/you use your vast power to dis- 
| seminate ideas? 
| “The foundation of freedom is | 
|truth—the basic truth that men) 
|have free agency as a god-given | 
right. The preservation of the 
| American way requires a realiza- 
|tion that under free enterprise— 
/the capitalist system—our people 
have produced greater economic 
'and social benefits than any oth- 
‘er people in any other country 
under any other economic system 
|ever devised. That is a story you 
can most effectively tell.” 


@ The secretary said advertising 
|is important to the farmer be- 
cause effective advertising and 
selling can help expand markets 
for farm products—‘and there is 
nothing wrong with agriculture 
today that expanded markets can- 
not cure.” 

In defense of his own efforts to 
eliminate high support price pro- 
grams, he said his goal “is an ag- | 
riculture that is prosperous, ex- 
panding and free.” 

“Freedom to change, to adjust, 
is the very basis of a prosperous 
and expanding agriculture,” he ar- 
gued. “Where farmers have stayed | 
free they have made their biggest | 
|and best advances in efficiency, 
|in markets and in income.’ 
| Agriculture today is a_ bigger | 
and better customer for the prod- 
ucts of the American economy 
than it has ever been, Secretary 
| Benson observed. “Our people on 
| farms spend over $40 billion a year. 
on producer and consumer goods | 
| and services,” he estimated. ‘“‘That’s | 
| three and one-half times as much | 
as they spent two decades ago.” | 


# In dollars of constant purchas- | 
ing power—real dollars—our farm | 
population, even though it con- | 
sists of one-third fewer people, 
spends 50% more than it did two} 
decades ago, the secretary said. | 
On a per-farm basis, expenditures 
jin real dollars have more than 
doubled, he said. 
| Machinery, commercial fertiliz- | 
er, fuel, labor and other operating | 
—_ amount to about $24 billion, | 
he said, adding that purchases of. 
| consumer goods and services total 


EP eee ate ‘or ca caer ee 


another $16 billion. 


Turning to farm life, he empha- 


|sized there have been 


“tremend- | 


Glen Alden Coal Corp., anthracite 
coal producer; RKO Theatres Inc.; 
Aluminum Industries Inc. and 
several other divisions. 


William J. Smith 
of Thom McAn Safety Shoe Division 
gets his share of sales leads! 


Mr. Smith says: 


Vice-President & General Manager 

Thom McAn Safety Shoe Division 
Melville Shoe Corporation 
New York, New York : 


“The inquiries that have 


resulted from our ads in OCCUPATIONAL 
HAZARDS have been most satisfactory as to 
quality and the rate of conversion into actual 
sales has been extremely high.” 


To get your share, use 
OCCUPATIONAL HAZARDS 
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RCA Pushes Its TV 
Star-Tinting Contest 
via Shopping Bags 


New York, Sept. 15—Radio 
Corp. of America will use grocery 
bags as an advertising medium for 
the first time this fall and the 
bags will be used to promote color 
television. 

The program, which RCA pre- 
dicts will reach more than 250,- 
000,000 shoppers during a special 
60-day consumer contest promo- 
tion starting Oct. 17,‘ will be con- 
ducted in cooperation with the 
E-Z Opener Bag Co., a division of 
Gulf States Paper Corp. 

Feature of the special promo- 
tion will be a “living coloring” 
contest, in which shoppers will 
color illustrations, appearing on 
the shopping bags, of tv stars Per- 
ry Como, Steve Allen, Tennessee 
Ernie Ford and Michael Landon, 
of the “Bonanza” show. 

Contestants will be asked to 


watch on the four specified weekly 
color tv shows and to color the} 
stars as they appear on the show. | 
The contest will be announced to) 
consumers with a full-color ad in| 
the Oct. 19 issue of Life. 

Winners can win more than 1,- 
350 prizes, consisting mainly of 
RCA electronic appliances. Prizes 
will be awarded on the basis of 
the colored sketch on the shopping 
bag and originality of a sentence 
completed. + 


Borden Starts Cheese Push 
Borden Foods Co., New York, 
has launched a large-scale adver- 
tising campaign to support its 
fall cheese promotion, tying in 
with the cheese industry’s October 
cheese festival. Newspaper ads are 
scheduled for 125 dailies in 40 
states, plus ads in grocery business 
|papers. A new 5 oz. tapered glass 
|jar for Borden’s process cheese 


& Rubicam, New York, 
agency on the campaign. 


is the 


In The 
OFFICE 


Arnold Belasco 


of The Mosler Safe Company 
gets his share of sales leads! 


Mr. Belasco says: 


“MODERN OFFICE 


PROCEDURES has consistently come in with 
a great number of leads from top quality com- 


panies... 


the Revo-File Division reports suc- 


cess in converting these leads to sales.” 


To get your share, use 
MODERN OFFICE PROCEDURES 


Another 
_ INDUSTRIAL 


Corporation 
_ Magazine 


: 


The INDUSTRIAL PUBLISHING 


Corporation 


812 Huron Road + Cleveland 45, Onio 


New York « Chicago « Los Angeles * London 


| America, 


CORY D. CLARK JR. has been named 
director of advertising of Reddi- 
Wip Corp., Los Angeles. He for- 
merly was national 


advertising | 


and sales promotion manager of | 


Star-Kist Foods Inc. 


Coming 
Conventions | 


Sept. 23-24. CBS Radio Affiliates Assn., 


| sixth annual convention, Waldorf-Astoria, 
| New York. 


National Business Publica- 
Ho- 


Sept. 23-24. 
tions, New York regional conference, 
tel Roosevelt. 

Sept. 24-26. Advertising Federation of 
10th District convention, Hotel 
Texas, Fort Worth. 

Sept. 25. Advertising Research Founda- 
tion, 5th annual conference, Waldorf-As- 
toria, New York. 

Sept. 26-27. American Women in Ra- 
dio and Television, Shamrock Hotel, 


| Houston. 


| Poinsett Hotel, 


| Drake Hotel, 


| 
| 


| annual meeting, Drake Hotel, 
23-25. Midwestern Intercity Con- | 


Sept. 26-Oct. 1. Affiliated Advertising 
Agency Network, international conven- 
tion, Somerset Hotel, Boston. 

Sept. 28-30. Southern Newspaper Pub- 
lishers Assn., 56th anniversary convention, 
Arlington Hotel, Hot Springs, Ark. 


Sept. 29. Magazine Publishers Assn., 3rd 
annual fall conference, Hotel Commodore, 
New York. 


Sept. 29. Newspaper ROP Color Confer- 


ence, one-day workshop, Hotel Biltmore, 
New York. 
Oct. 4-6. Advertising Federation of 


America, 7th District convention, Roose- 
velt Hotel, New Orleans. 

Oct. 5-6. New England Newspaper Ad- 
vertising Assn., annual meeting, Parker 
House, Boston. 

Oct. 8. Assn. of National Advertisers, 
International Workshop, Savoy-Hilton, 
New York. 

Oct. 8-9. Advertising Federation of 
America, 3rd District, fall conference, 
Greenville, S. C 

Oct. 14-16. Point-of-Purchase Advertis- 
ing Institute, 2nd national members meet- 
ing, Statler-Hilton Hotel, Washington, D.C. 

Oct. 15-16. American Assn. of Adver- 
tising Agencies, annual central regional 
meeting, Drake Hotel, Chicago. 

Oct. 15-17. Pennsylvania Newspaper 


Publishers Assn., annual convention, Pick- | 


Roosevelt Hotel, Pittsburgh. 

Oct. 16-17. Northwest Daily Press Assn., 
Hotel Normandy, Minneapolis. 

Oct. 18-20. Inland Daily Press Assn., an- 
nual meeting, Drake Hotei, Chicago. 


Oct. 18-21. Junior Panel Outdoor Adver- 


tising Assn., annual convention, Morrison 
Hotel, Chicago. 

Oct. 18-21. American Assn. of Advertis- 
ing Agencies, 
tion, Biltmore and Miramar hotels, 
Barbara, Cal. 


Santa 


western regional conven- | 


Oct. 19-20. Boston Conference on Distri- | 


bution, 3lst annual conference, Hotel Stat- 
ler, Boston. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 21. Associated Business Publica- 
tions, annual midwestern’ conference, 
Chicago. 

Oct. 22-23. Audit Bureau of Circulations, 
Chicago. 

Oct. 
ference of Women’s Advertising Clubs, 
Oakton Manor, Pewaukee, Wis. 

Oct. 25-28. National Newspaper Pro- 
motion Assn., central 
Schroeder Hotel, Milwaukee. 

Oct. 26-28. Life Advertisers Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 
Philadelphia. 

Nov. 4-5. American Assn. of Advertis- 
ing Agencies, eastern annual conference, 
Biltmore Hotel, New York. 

Nov. 8-11. Assn. of National Advertis- 
ers, annual fall meeting, The Homestead, 
Hot Springs, Va. 

Nov. 18. American Assn. of Advertising 
Agencies, annual eastern central regional 
meeting, Penn-Sheraton Hotel, Pittsburgh. 

Nov. 18-20. Television Bureau of Adver- 


tising, annual meeting, Hotel Sheraton, 
Chicago. 

Nov. 23-24. National Business Publica- 
tions, regional conference, Drake Hotel, 
Chicago. 


March 6-10, 1960. National Business Pub- 
lications, annual spring meeting, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

April 25-27, 1960. Sales Promotion Ex- 
ecutives Assn., third annual conference, 
Hotel Astor, New York. 


regional meeting, | 
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General Foods Ltd. Buys latter. Hostess does regional ad- 
Hostess Food Products | vertising in Ontario. Its agency is 
General Foods Ltd., di n | Hevensen & Scott, Toronto. Gen- 
idiar ~ ———— leral Foods, White Plains, N. Y., 


| Subsidiary of General Foods Corp., 
will acquire Hostess Food Products | Said it was too early to say whether 
Ltd., Preston, Ont., producer of| there will be any changes in adver- 
Hostess potato chips, Oct. 1. Host- | tising. 

ess will be operated as a subsidiary| Three Toronto agencies, Baker 
of General Foods Ltd., under the | Advertising Agency, McConnell, 
direction of Leon A. Miller, presi- | Eastman & Co, and McKim Adver- 
dent and general manager of the /|tising, service GF in Canada. 


DO YOU WANT 
TO REACH A RECORD 
BREAKING AUDIENCE? 


This summer's motion picture theatre 
attendance has broken all records for 
the past ten years. You can sell this 
huge audience through full color thea- 
tre screen advertising. 


FOR COPIES OF BROCHURE AND FURTHER INFORMATION CONTACT: 
THEATRE-SCREEN ADVERTISING BUREAU 
437 MERCHANDISE MART + CHICAGO 54, ILLINOIS 


REFRIGERATION 
“& AIR 


CONDITIONING 
‘Field 


J. G. Beierlein of the Mcintire Co. 
gets his share of sales leads! 


Mr. Beierlein says: “Over the past several 
years we have kept re ‘cords on the source of all 
our inquiries. Each year the largest number 
come from our advertisements in THE 
REFRIGERATION & AIR-CONDITIONING 
BUSINESS. We naturally are pleased with these 
results and look forward to the continuance of 
this fine advertiser-publisher relationship . . .” 


To get your share, use 
The REFRIGERATION & 
AIR-CONDITIONING pene 
‘PUBLISHING | ry 
Corporation 


eoinr§_ TTY 


Another 


INDUSTRIAL Out oF 


aT 


ii 
The plneerrtna. PUBLISHING 
Corporation : = 
812 Huron Road + ‘Cleveland 16, Onio | 


New York « Chicago « Los Angeles « London 
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TvB, Reps Say 


Spot Availabilities 


Growing Scarce 


New York, Sept. 


of Advertising, indicated 


while stations are doing a record 


15—A report 
issued last week by Norman Cash, 
president of the Television Bureau | 
that | 


sentatives. 
e A spokesman at CBS Television 


|Spot Sales said that minutes on 
its stations are impossible to get, | 
smaller markets— 
|available only after cancellations. | 
|For the evening hours, New York, | 


even in the 


|\Chicago, Los Angeles and St. 


Louis are entirely sold out; Wash- | 
|ington and Philadelphia still have 
“in the 
bottom of the barrel,” the CBS rep 


a few 20-second spots 


added. 


Ke At NBC Television Spot Sales, 


spot business in the 1959-’60 sea- | Richard Close, director of repre- 


son, there still are a substantial | 


number of availabilities. 


The situation did not seem quite | 
so rosy, however, to station repre- 


FULL COLOR 8x10's 


35¢ each in 1,000 lots! 
From your 4x5, 5x7, 8x10 transparencies. 
Three to four week service 


Write, Wire or Phone for Free Samples 
GROGAN PHOTO COMPANY 
1875 Bahls St. Danville, Ill. 


| sented stations, said availabilities 
‘are limited, and prime spots are 


|sold out. “Minutes are taken as 
|soon as they are made available,” 
he said, “and 20s are 99% sold 
out.” 


|e The situation was reported tight 
lin the 25 top markets represented 
|by Edward Petry & Co. Minutes 
|move very rapidly in these mar- 
|kets and are now difficult to find. 
Petry reported no 20s available in 
the East, but a few are still to be 


ADVERTISED N EASTERN ‘wa oN. KCRE $-1V, CHANNEL 9 
Continental Baking Co. is one of many successful 
national advertisers using KCRG-TV. Channel 9 is a neces- 
sary part of effective selling in the Cedar Rapids-Waterloo- 
Dubuque market. Your Branham Company representative 


1, 


will tell you 


why. Minneapolis; Harry S. Hyett Co. 


IN IOWA'S NUMBER 1 TV 


KCRG-TV.crnre. 


_ Joseph F. Hladky, Jr., President dit 
_ Redd Gardner, General Manager 


— E. McClure, Commercial Manager 
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< 


Schruth Jeffris MacNeal Parker 


FIFTY YEARS—Robert E. MacNeal, president of Curtis Publishing Co., 

presents Brice M. Jeffris, president of Parker Pen Co., with a plaque 

honoring Parker as a 50-year advertiser in The Saturday Evening 

Post. Looking on are Peter E. Schruth, Post vp and ad director, and 
Daniel Parker, exec vp of Parker Pen. 


had in the West and Midwest. Church & Dwight Tests 


e Blaix Television Associates, on | Large Sal Soda Box 
the other hand, indicated that, al- 
though the situation is getting a 
little tight, there are still plenty | Ibs., 
of spots to be had, 
| time. “There are still some min- 
|utes available in night periods,” 
Otto Ohland, of Blair, said. 

|e A salesman at Katz Agency 
j}said Mr. Cash was correct. He 
| added that Katz still had minutes 
available in most markets. 


4,200 
each city during a six-week period. 


the Baltimore 
Washington 


Sunday 


s Mr. Cash reported that a check is the agency. 


|}of 27 key stations made in the | 


Church & Dwight Co., New York, | 
will test market its large size (3 
7 ozs.) box of Sal Soda Con- 
even in prime |centrate in Washington, Baltimore 
|and Detroit, beginning Oct. 1. Ad- 
vertising will include more than 
lines of newspaper ads in 


Color ads include half pages in 
Sun and/| 
Sunday Star Oct. 4. 
Brooke, Smith, French & Dorrance | 


‘Milwaukee Journal’ 
‘Offers Color Pages 
Tied to ‘Better Meals’ 


| MLWAUKEE, Sept. 15—The Mil- 
|waukee Journal’s R.O.P. Color 
| Service is releasing to subscribing 
|newspapers throughout the na- 
tion a series of 40 r.o.p. color 
| pages designed to tie in with the 
September “Better Meals” program 
and general fall food promotion. 

The “package” was announced 
by Robert K. Drew, Journal adver- 
tising director. It includes news- 
paper promotion ads, editorial fea- 
tures and section covers, and a 
wide selection of retail ads. 

The first release comprises six 
color promotion ads scheduled to 
run in the Journal Sept. 14-26 and 
tied to the Bureau of Advertising’s 
| “Better Meals” sales promotion. 
| Written to be of similar, or partial, 
use anywhere, the promotion ads 
|will come in.a variety of sizes, 
|shapes and colors. 


{@ The second mailing from the 
|R.O.P. Color Service includes nine 
|full-color editorial pages designed 
|for use in various sections of the 
|nation and for varied food editor 
preference. Sponsored by food 
processors, the editorial pages also 
are tied in closely with the “Better 
Meals” program. 

Also included in the Journal 
|r.0.p. package are 11 retail food 
| supermarket pages from cooperat- 
ling national sources. Feature of 
these pages is that the individual 
units of food being advertised can 


| week of Sept. 6 showed the fol- Gunther Renews Oriole Games | pe reproduced to suit the adver- 


in the 6:30) 
180 20-second 


lowing availabilities 
|to 11 p.m. period: 


minutes. oles 


| during daytime hours. = since 1957. 


There are more than 60 million church-connected Protestants 


in America. 

Their churches and institutions constitute a $2.2 billion 
market. 

Churches and related institutions buy instructional sup- 
plies, audiovisual equipment, books, office supplies and equip- Z 
ment, organs, pianos, furniture, buses, kitchen and dining i 


equipment, fuel, fences, 


play and recreation equipment, 
construction materials and thousands of other products 
and services. 

The Protestant Religious Market is a big market. 

CHRISTIANITY TODAY, the magazine edited for the 
leaders of the Christian World, offers you top coverage of this 
big market through practically 100 per cent saturation of the 
important buying factors. In terms of readership this means: 


®@ Coverage of 180,000 key Protestant leaders of 
all denominations 


@ Every reader a buying factor—no waste 
circulation 


@ 81 per cent readership by subscribers 
(independent survey by Opinion Research 
Corp.)—the highest readership among religious [| 
magazines q 


@ Editorial vitality guaranteed by 140 contributing 
editors in all parts of the world 


CHRISTIANITY TODAY is your “one magazine cover- i 


age” of the Protestant Religious Market. EGE 4 
Write today for rates and data. Fes 


Gunther Brewing Co., Baltimore, 
has signed an agreement renewing 
spots, 291 ten-second spots and 69 | the broadcasts of all Baltimore Ori- 
home and road games on 

TvB said that there also are a}; WBAL for the next three years. 
‘number of good spots available | The station has had Oriole games | nal 


CHRISTIANITY TODAY 


Washington Building, Washington 5, D. C. 


| tiser’s needs, thus providing great- 
|er flexibility. 

One of the features of the entire 
set of mailings is a series (12-18) 
|of the ads produced by the Jour- 
for the Sentry food chain, 
| headquartered here. New produc- 


____..| tion techniques in those ads per- 


|mit interchange of color items and 
color background as well as black 
| plate. 

Most of those ads will be mer- 
chandised to the fall and winter 
season with several tied in specif- 
ically to the “Better Meals” pro- 
gram. 


# Last in the R.O.P. Color Service 

package will be a series of Del 

Monte ad mats which will go to 

the same group as will receive the 

Sentry ads, such as retail ad man- 

agers of subscriber papers and 40 
|leading chain store division man- 
| agers. 

That mailing contains specific 
information on how to order the 
mats, as well as providing names 
of Del Monte _ representatives 


} | throughout the country. + 


| Savannah, Odessa Join AFA 


| Advertising clubs in Savannah, 


Ga., and Odessa, Tex., have af- 
filiated with the Advertising Fed- 
;}eration of America. Gwendolyn 
| Weldy is president of the Savan- 
nah Advertising Club, and Herb 
Adkins heads the Advertising Club 
| of Odessa. 


TODAY'S 


THE DAY 


To find out more about the 
$591 million Vermont market. 
Write for free data and for 
details on the six-paper 
group that home-delivers 
your client’s message to the 
region where 93.9% of 
the buying power is lo- 
cated. VERMONT ALLIED 
DAILIES, Rm. 516, Statler 
Office Bldg., Boston, Mass. 
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Personal Products Spec 
Issued by NAB Board (2x S22 oe eee 


(Continued from Page 1) 

pit or actual application of deo- 
dorant, effect of perspiration on 
clothing, settings connected with 
unpleasant odors. Seek clinical 
words like “perspiration”; use 
silhouette technique to lend im- 
personal air, and techniques which 
imply cleanliness, good grooming 
after use. 

Depilatories: Avoid emphasis on 
armpit, words or shots depicting 
body hair as unsightly, and scenes 
showing removal of hair, and sexy 
settings and costuming. Seek set- 
tings and situations dwelling on 
fashion or good grooming. 

Toilet tissues: Most sensitive of 
the seven. Generally commercials 
have been excellent, however. 
Avoid blunt term “toilet paper,” 
demonstrations of its softness or 
strength, and settings associated 
with actual use. Seek fantasy or 
fictional air, settings associated 
with purchase or storage of pro- 
duct and techniques to compare 
tissues indirectly. 

Cold and headache remedies: 
Most unfavorable comments re- 
sult from repeated exposure 
rather than lack of good taste. 


Cahners, Industrial Publications Set to Merge 


Cahners, president, said that while the merger is not yet a fait accom- 
|port say that the Hartenbower | Pli it is expected the two companies will merge “about the first part 
committee found the vast majority | Of October.” The merger involves “in excess” of $4,000,000 and will 


|of personal products presented | not affect personnel or publishing operations of either companies, Mr. 
|tastefully and effectively, and | Cahners said. Headquarters of the merged company will be in Boston, 
welcomed into the home. “The| While IPI will continue to operate in Chicago, he said, adding that while 


|committee’s prime object,” the | oO name for the combined company has been officially decided upon, it 
| report says, “is to encourage such | “might be”’ Cahners Publishing Co. He will be chairman of the merged 
| television advertising. | company and Maurice P. Driscoll, president of IPI, will retain that 

“To do so requires the ingenuity | title. Cahners publishes Modern Materials Handling, Metalworking and 
and cooperation of the advertiser,| Materials Handling Manual. IPI publishes Brick & Clay Record, Build- 
agency and broadcasters,” it con-|ing Construction Illustrated, Building Supply News, Ceramic Data 
cludes, “an unbeatable combina-| Book, Ceramic Industry and Practical Builder. 


tion working together and moving | Schick Sportscast Ads Hit ‘Old Style’ Shave Tool 


toward the same objective.” 

| New York, Sept. 18—Perhaps the most competitive commercials in 
® Unlike last spring, when it, the razor business’ long history of competitive claims will begin to- 
forced a show-down with all code | morrow on NBC’s NCAA football games, when Eversharp-Schick In- 
stations carrying ads for hemor-| jector attacks old-fashioned shaving instruments. The instrument being 
rhoid remedies, the code review attacked looks remarkably like a well-known razor prominently iden- 
| board stressed that it is not seek- | tified with athletic events, but it is the product of a Swedish company 
ing to eliminate any of the per-j which Schick owns. Commercials feature Red Grange and Bud Palmer, 
sonal products covered in this | and comparisons are made between the pumpkin-shaped football of the 
report, but that it wishes to) past vs. today’s sleek pigskin and conventional razors vs. the Schick 
improve the presentation. shaver. Compton Advertising is the agency. 

Hemorrhoid remedies, the re- ‘ ” 

port said, come under a code Ruppert Weighs NC&K, SSC&B Against Compton 
interpretation which holds that; New York, Sept. 18—The brewery. account of Jacob Ruppert, which 
“intimately personal” products are | had been interviewing agencies, was still at Compton Advertising as 
not acceptable for television. Oth- | ApverTISING AGE went to press. Two other agencies were in strong con- 
er personal products, it said, are| tention—Norman, Craig & Kummel and Sullivan, Stauffer, Colwell & 
| acceptable, but because of special) Bayles. Ruppert has been spending around $2,500,000 in media, plus 
| problems they create, “such prod-| heavy sales promotion expenditures of about $1,200,000. Its total sales 


Avoid over-use of visual devices of | ucts, when accepted, should be 


circulatory, digestive or masal|treated with special emphasis on 
systems, sound effects describing|ethics and the canons of good 


| are estimated by trade sources to be off around 2%, mostly in the met- 
ropolitan New York area, where some 35% of its volume is, and with 


Be Cea One Me a eae 
(ar ee ee 


discomfort morbidly. Seek stress 
on relief and pleasant after-effect, 
abstract demonstrations. 


Corn and callous remedies ( in-| 


cluding athlete’s foot preparations 
and foot powders): Avoid words 
like “itching” and “burning,” em- 
phasis on discomfort, demonstra- 
tions of product in use. Seek 
means to associate product with 
good grooming. 

Foundation garments: Sex is 
problem here. Avoid live models 
unless fully clothed, copy appeals 
and camera shots emphasizing 
sexual allurement, appeals to teen 
agers, demonstration with the 
human hand, over-use of close-up 
Seek appeals to style and fashion, 
use of dummies rather’ than 
bodies. 


# Donald H. McGannon, chairman 
of the code review board and 
president of Westinghouse Broad- 
casting Co., New York, said the 
report shows that while the ma- 
jority of television commercials 
are “in excellent taste and accept- 
able,’ there is room for improve- 
ment in some areas of commercial 
presentation. 

While NAB has declared that 
the report is to be distributed as 
widely as possible among broad- 
casters, advertisers, agencies and 
allied groups, the code review 
board cautions that “any self 
examination must contain nega- 
tive elements.” 

The review board reiterates that 
“it is among the strongest pro- 
ponents of commercial television,” 
and that “it believes without 
question that television is ideally 
suited for the advertising of most 
personal products.” 


s While the report hints at a vast 
volume of resource materials, it 
disclosed only the “avoid” and 
“seek” recommendations the 
board voted to offer. 

Among the materials available 
to the committee, it revealed, was 
a special national survey on audi- 
ence attitudes toward advertising 
sponsored by the code board late 
in 1958. 

“Exact details of the survey are 
confidential,” the report said, “but 
it revealed negative opinions of 
the viewing public that should be 

*of great interest to responsible 
advertisers, their agencies and to 
broadcasters.” 


s Concluding sections of the re- 


ao 
|}@ The distinction in 
between “personal” 

mately personal” 


the 
and “inti- 
is completely 


“The average American adult or 
child 
toilet tissue, deodorants and laxa- 
tives on open display. No attempt 
is made to hide or disguise the 
product, while sanitary napkins 
and other feminine hygiene prod- 
ucts are customarily wrapped in 
plain paper. Rectal suppositories 
or applicators are generally con- 
cealed from public display.” 

The report conceded that good 
taste is elusive and subjective, and 
that such factors as age, sophisti- 
cation, education, geography, and 
individual preferences influence 
one’s reaction. 

However, it said the committee 
was in unanimous agreement on 
the guideposts included in the 
report. “Of course they cannot 
cover every commercial tech- 
nique,” it cautioned. “The com- 
mittee recognizes the need for 
flexibility in its analysis and 
recommendations.” 


s After its meeting this week the 
code review board stressed that 
the report on personal product 
advertising is only one segment of 
a stepped-up code compliance 
effort. 

Through a new Hollywood of- 
fice, it reported that it is in a 
position to advise film organiza- 
tions which now supply over 40% 
of the program material on tv. 
In addition, it reports that ex- 
panded monitoring arrangements 


ports on all major and medium- 
size markets. 

Code board members also com- 
pleted plans for personal appear- 
/ances at all NAB fall conference 
meetings, starting Oct. 15, “to 
discuss personally the over-all 
planning of the code board as well 
as to review its past activities.” # 


Sam Goody Plan Deferred 

The creditors committee of Sam 
Goody, New York (AA, March 2, 
et seq.), record and audio dealer, 
have deferred approval of a Chap- 
ter XI plan until the impact of the 
new Goody East store can be de- 
termined. The store, at 43rd St. and 
Third Ave., opened Sept. 14. A 
hearing on the plan was adjourned 
until Oct. 20. 


code | 


understandable, the report argued. | 


is accustomed to seeing | 


are providing comprehensive re-| 


| New England sales (always a strong Ruppert market) showing gains. 


Olds Sets ‘60 Model Introduction on Two Networks 


Detroit, Sept. 18—Oldsmobile will introduce its 1960 model cars 
| almost simultaneously on two tv networks Sept. 29, said to be the first 
time a car maker has used a double-network introduction. The half- 
hour “Dennis O’Keefe Show” (8 p.m., EST) will exhibit the car on 
CBS-TV, and an hour special with Bing Crosby and Frank Sinatra 
will show the Olds on ABC-TV at 9:30 p.m. (EST). D. P. Brother 
| & Co., Detroit, handles the Oldsmobile account. 


‘Ward's’ Predicts No Increase in ‘60 Auto Prices 


Detroit, Sept. 18—General Motors Corp. will hold the line on 1960 
auto prices, and Ford Motor Co. and Chrysler Corp. are expected to 
| follow suit. ‘““‘Ward’s Automotive Reports” said a “stand-pat” policy 
on prices will be the industry’s answer to inflation. General Motors 
yesterday revealed its new prices, showing almost no changes, except 
that some optional equipment is now standard. 


Frigidaire Markets Dryer; Other Late News 

e Frigidaire division of General Motors, Dayton, is entering the gas 
dryer business with the introduction of four new automatic models. 
The models will be promoted through local media starting in October 
in some 21 “strong” gas markets. Dancer-Fitzgerald-Sample, New 
York, is the agency. 


e R. B. Mackay, formerly assistant to the advertising manager of 
General Motors of Canada, has been appointed vp of Ross Roy of 
Canada Ltd. He will be responsible for advertising on the following 
products of Chrysler Corp. of Canada Ltd.: Plymouth, Chrysler, Fargo, 
Valiant and Chryco. Merchandising and sales promotion on these will 
continue under Joseph B. Piercell, account executive. 


e Doyle Dane Bernbach Inc., New York, beat out 30 other agencies in 
the race for the $1,500,000 ABC-TV and ABC Radio accounts. ABC was 
left agencyless when BBDO dropped it to go to work for CBS-TV. DDB 
did not put in its bid for the ABC account until it got the green light 
from another of its clients, CBS Radio, Maxwell Dane, vp and general 
manager of the agency, told Apvertistinc Ace. CBS Radio and its 
flagship station, WCBS, New York, brought the agency billings of about 
$500,000 last year. CBS Radio has not named a new agency yet. 


e Compton Advertising has appointed Norman Cary vp and creative 
director on the West Coast, a new post. He comes to Compton after 
|more than 14 years with Batten, Barton, Durstine & Osborn, New York, 
where he was a copy group supervisor. His duties will embrace over-all 
ccordination of creative staff work in the agency’s Los Angeles, San 
Francisco and Portland offices. 


e Fred R. Haviland Jr. has joined Jos. Schlitz Brewing Co., Milwaukee, 
as director of market planning—a new position. He formerly was di- 
rector of business planning for Anheuser-Busch Inc., St. Louis. 


|e Anthony J. Hebel, an account executive at McCann-Erickson, will 
| join Grant Advertising, Chicago, Oct. 1 as a vp, member of the plans 
| board and account executive on Old Milwaukee beer. He has been with 
|McCann for the past eight years. 


|e Justin C. McCann and John E. Mitchell, vp and secretary, respec- 
|tively, have “retired from the Haire Publishing Co.,” according to 
| Andrew J. Haire Jr., treasurer. 


e Don Manchester has resigned as vp, senior account supervisor and 
| director of client services of McCann-Erickson, Chicago, to return to 
| Manchester & Kreer, an agency which he co-founded in January, 1956. 
|Mr. Manchester sold his interest in the agency when he joined McCann 
{in December, 1956, but retained the title of president and counselled 
the agency. He has now purchased controlling interest in Manchester & 
| Kreer and will resume an active role as president. 


e Sunkist Growers has voted an advertising assessment of more than 
$3,500,000 to promote fresh oranges and lemons during the 1959-’60 
season, which begins Nov. 1. Foote, Cone & Belding is the agency. 
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Last Minute News Flashes _ U-. Liberalizes 
‘Tax Deductibility 
Rules on Advertising 


(Continued from Page 1) 
than 40 years. 


# In the new rule, the Treasury 
continues to hold that expenditures 
for lobbying and political purposes, 
including advertising, are not de- 
ductible. 

Then, amplifying its definition 
of lobbying, the regulation includes 
this new language: “For example, 
the cost of advertising to promote 
or defeat legislation, to influence 
the public with respect to the de- 
sirability or undesirability of pro- 
posed legislation is not deductible 
as a business expense, even though 
the legislation may directly affect 
the taxpayer’s business.” 

Turning to institutional adver- 
tising, the regulation then adds 
these other entirely new sentences: 

“On the other hand, expenditures 
for institutional or ‘good will’ ad- 
vertising which keeps the taxpay- 
er’s name before the public are 
generally deductible as ordinary 
and necessary business expenses 
provided the expenditures are re- 
lated to the patronage the taxpayer 
might reasonably expect in the fu- 
ture. 

“For example,” the Treasury’s 
new elaboration provides, “a de- 
duction will be allowed for cost of 
advertising which keeps the tax- 
payer’s name before the public in 
connection with encouraging con- 
tributions to such organizations as 
the Red Cross, purchase of U.S. 
savings bonds, or participation in 
similar causes.” 

Facing up to an issue which has 
been a source of constant contro- 
versy in the past, the new proposal 
then adds: “In like fashion, ex- 
penditures for advertising which 
presents views on economic, finan- 
cial, social or other subjects of gen- 
eral nature, but which do not in- 
volve any of the activities specified 
in the first sentence of this section 
{lobbying] are deductible if they 
otherwise meet the requirements of 
regulations under Sec. 162 [reason- 
able and necessary ].” 


s A controversy over new tax reg- 
ulations for advertising raged be- 
cause the original Treasury draft 
retained long-standing language 
bracketing most advertising on 
public matters into the lobbying 
category. The original proposal, 
hotly opposed by ad groups, de- 
clared: “Expenditures for lobbying 
purposes for the promotion or de- 
feat of legislation, for political pur- 
poses, or for the development or 
exploitation of propaganda (in- 
cluding advertising other than 
trade advertising) relating to apy 
of these foregoing purposes are not 
deductible.” 

Advertising people feared adop- 
tion of the rule in that form would 
be interpreted as a red light against 
deduction of most advertising other 
than “trade advertising.” In the 
new rule, the Treasury has met 
their criticism by eliminating ref- 
erences to “trade advertising” and 
by adding new language officially 
approving most kinds of institu- 
tional or good will advertising. 


s One portion of the new rule is 
designed to pin down the Treas- 
ury’s Supreme Court victory early 
this year in cases where it disal- 
lowed deductions by liquor whole- 
salers who used advertising to de- 
feat state dry law referendums 
(AA, March 2). In addition to 
specifying that lobbying expenses 
are not deductible even if they in- 
volve legislation which has a direct 
effect on the business, the new pro- 
posal contains a section which 


specifies that “lobbying” covers ef- 
forts to influence a referendum as 
well as to influence members of a 
legislative body directly or indi- 
rectly. # 
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Pep TALK—James G. Conzelman, vp of D’Arcy Advertising Co., showed 
a new sales training film the agency prepared for Standard Oil Co. 
(Indiana) at the Agate Club, Chicago, last week. The film, “The 


” 


Game’s the Same, 


makes an analogy between sports and selling. 


Ad Dollar Pressure 
Is Vital: de Tarnowsky : 


(Continued from Page 1) | 
measure, you’re apt to end up 
dog-fighting with pressure tactics 
anyway. 

“I have seen as many good prod- 
ucts die shortly after birth from 
malnutrition as from any other | 
single cause. By the ime we have 
agonized a new prod:<?jnto exist-| 
ence, we are all sometimes tempted | 
to believe in it so deeply that we| 
think some force inherent in its) 
own value assures its success. 
Many corporate-minded executives | 
will literally talk themselves into 
believing that their pet product 
will succeed. They become so im- 
bued, so product-minded that they 
actually ignore the consumer's 
point of view. 


= “The sad fact, however, is that 
the public doesn’t hold meetings, 
form discussion groups to consider 
the merits of our products. It 
doesn’t eagerly seize upon our) 
information and carefully consider 
our product’s uses and benefits. 

“The public has to be told and 
told and told. People have to be 
made to listen when they don’t 
want to listen. They have to be 
made to understand when they 
don’t want to understand. There 
isn’t any piece of advertising copy 
that has ever been written that 
ean sell merchandise without be- 
ing seen or heard.” 

Mr. de Tarnowsky, who came to 
Warner-Lambert earlier this year 
from Mead, Johnson & Co., said 
you don’t have to worry so much 
about promotional power if you 
are introducing a product which 
is wanted and which is “different 
from anything else in the world.” 

On the other hand, he said, if 
you are entering a product in a 
highly competitive market, your 
share of the total advertising done 
in the field will bear “an amazing 
relationship” to the share of sales. 

As an example, he cited the 
aspirin market. “Don’t expect a 
$5,000,000 advertising appropria- 
tion to buy a large segment of this 
market, when the entrenched op- 
position is already spending $8,- 
000,000 to $10,000,000,” he pointed 
out. 


s Mr. de Tarnowsky also warned 
advertisers to keep the tone of 
their messages in tune with the 
times. “Nowadays,” he explained, 
“the public is apathetic to the 
usual nice, quiet, considerate ad- 
vertising copy and promotional 
displays. The public has received 


too many warnings of impending 


doom—atom 
bombs, 


bombs, 


germ warfare, inflation 


and bankruptcy—to be motivated | 


by such tactics. If your competi- 
tion is blatant and aggressive, you 
will simply have to be more in- 
triguing and perhaps bombastic to 
stimulate the consumer into ac- 
tion.” 

What are the questions to con- 
sider in bringing out a new prod- 
uct? Mr. de Tarnowsky recom- 
mended as a guide a 12-point 
checklist which Brown Bolte re- 
cently presented at a meeting of 
the Proprietary Assn. Mr. Bolte is 
president of Sullivan, Stauffer, 
Colwell & Bayles, an agency 
which has no Warner-Lambert 
business. His checklist is as fol- 
lows: 


e 1. Does the product make a real 
contribution that consumers will 
recognize and want? 

e 2. Can product superiorities be 
translated into advertising prom- 
ises to which consumers will read- 
ily respond? 

e 3. Can it be marketed at a price 
acceptable to consumers? 

e 4. At that price, will it turn up 
gross revenue to provide both a 
fair profit and strong promotion? 
e 5. Is potential volume big 
enough to justify applying the 
manufacturer’s and the agency’s 
top talent to its marketing oper- 
ations? 

e 6. Is the product market-stable 
with long-term growth potential? 
e 7. Is the product compatible 
with your current manufacturing 
know-how and facilities? 

e 8. Is it sold through wholesale 
and retail outlets now covered by 
your sales organization? 

e 9. Has clinical work been thor- 
ough enough? 

e 10. Have consumer preference 
studies validated clinicians’ data on 
product performance and _ supe- 
riority? 

e 11. Has packaging been thor- 
oughly checked out for conveni- 
ence, consumer appeal and shelf 
appeal? 

e 12. Is the company’s financial 
strength [equal to the onslaught] 
of competitors and the strongly en- 
trenched brands? # 


DeVico Joins ‘Parents’ ’ 

Joseph G. DeVico, formerly 
with Women’s Wear Daily, has 
joined the advertising promotion 
staff of Parents’ Magazine. 


Th 


eral magazines, four farm publications, the three 
television networks and the following Sunday mag- 
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100 Top Magazine, TV Advertisers 


First Six Months of 1959 
Source: Publishers Information Bureau 
Compiled by Leading National Advertisers Inc. and Broadcast Advertisers Reports 


azine sections: The American Weekly, Family Week- 
ly, First 3 Markets Group, New York Times Maga- 
zine, Parade and This Week Magazine. 


ese figures are based on measurements of 79 gen- 


iii | 


Total P.1.B. Magazines P.L.B. Sunday LNA-BAR 
COMPANY Expenditure General Farm Total Sections Television 
Procter & Gamble Co. ...........scececeeeececenes 936,133 | $2,261,968 | .......- $2,261,968 $597,598 | $27,076,567 
2 en —% EAR AORN inp 14,705,718 656,221 | 15,361,939 | 2,024,100 | 11,009,407 
3. General Foods Corp. ....... 2... eee ee ccerreceees 18,960,892 4,589, 120,583 4,710,481 3,113,851 11,136,560 
4& Lower Brothers Co. 0.2... cece cece cece en eecences | 18,552,310 1,821,549 37,730 1,859,279 1,037,520 15,655,511 
§. Colgate-Palmolive Co. ........-- 6. cece ceeceeeeeeee 17,536,957 2,600,555 85,925 2,686,480 2,728,950 12,121,527 
6. American Home Products Corp. ........---.00eeeeee 17,321,497 3,041,527 225,891 3,267,418 745,158 13,308,921 
TINE, cc cvrcnccdccveccsoscverecesoceses 13,617,225 6,525,692 682,451 7,208,143 630,490 5,778, 
B. Chrysler Corp. ...... 00. ccececcecereeeecenereeees 12,308,968 6,994,170 156,108 7,150,278 279,130 4,879,560 
9. American Tobacco Co. ......... 560 e cere ee eeeeeee 11,419,127 3,566,471 94,144 3,660,615 1,502,330 6,256,182 
10. R. J. Reynolds Tobacco Co. ....... 6. . ence eee eeeeeee 11,210,197 2,400,321 162,325 2,562,646 746,395 7,901,156 
V1. Gomaval Mille, me. 2... cece rec cccccccccssvevccces 11,189,394 3,177,324 84,646 3,261,970 1,329,025 6,598,399 
| V2. Liggett & Myers Tobacco Co. ...........00eeceeeees 9,465,875 | 2,043,398 7, 2,050,698 | 1,118,905 | 6,296,272 
I. «ss. euacsssaiennsesceensees 9,316,572 6,221,612 162,515 6,384,127 191,555 2,740,890 
14. Bristol-Myers Co. .... 2.2.6.0 eee e reece ree eeeceee 9,258,958 i RRR reg 2,237,392 314,730 6,706,836 
| 15. P. Lorillard Co. .......-..cseeeceeeceeneeereneees 8,811,669 EN Sabacce 175,346 1,873,530 6,762,793 
| 16. Sterling Drug, Inc. .......-..ceeceee ee eeeeeeceees 8,394,943 947,027 47,342 994,369 641,571 6,759,003 
I cc ciscnntvavsneasrsceeasees 7,929,180 | 3,557,315 111,325 | 3,668,640 | 1,830,455 | 2,430,085 
18. National Dairy Products Corp. ........-..+000seee0> 6,653,514 3,215,852 47,850 3,263,702 709,465 2,680,347 
D as cccaapeeesisccethcescreceseeses 6,530,545 en cs¢utces 307,106 166,095 6,057,344 
20, Kellogg Co. ......cccececccecrnerncecesecreeeees 5,936,989 1,597,901 76,814 1,674,715 1,074,031 3,188,243 
| 21. Distillers Corp.-Seagrams, Ltd. .......-...000seeeees 5,606,872 5,333,136 7,6 5,340,786 91, 174,160 
| 22. Wational Biscwit'Co. 0.0... cece cece cee eeeeeecers 5,507,257 909,745 5,909 915,654 1,211,395 3,380,208 
23. Pharmaceuticals, Inc. ...........0.eceeeceeeeeees 5,412,841 ll | ee 9,200 138, 5,265,545 
A. Philip Morris, Inc. .........:2-ceeeeee eee ee ee eees 5,383,550 fee 1,386,283 638,131 3,359,136 
5. American Telephone & Telegraph Co. ...........---- 5,240,039 4,319,305 172,760 4,492,065 30,089 717,885 
6. Brown & Williamson Tobacco Corp. ...........+-++> 5,207,985 1,305,454 8,290 ( ee 3,894,241 
7. Standard Brands, Ine. .........ccccccccccereeccers 5,043,926 742,631 127,120 869,751 405,631 3,768,544 
4 E. 1. Du Pont de Nemours & Co., Inc. ...... 6.66.50 ee 4,997,905 2,450,602 56,311 2,506,913 245,601 2,245,391 
29. Bastman Kedok Co. ....... 22. ce cece creer ec eceees 4,924,661 jae 2,189,960 366 2,704,335 
cc cccpnrecdsevaverseseeveeseesces 4,698,381 > 5 2 ee 1,378,735 127,901 3,191,745 
Bl. Pilebury Co. 20... cece cece ec ee cree eeceeen ences 4,564,629 mr L .. s*neates 789,707 1,259,486 2,515,436 
GP Gorm Products Go. oo. cece cccccccccccccccicvcccce 4,443,886 2,160,478 29,760 2,190,238 210,265 2,043,383 
33. Westinghouse Electric Corp. ..........--++0500ee ees 4,356,218 1,492,444 152,999 1,645,443 162,130 2,548,645 
| Sree ree 3,998,276 1,762,106 43,525 1,805,631 443,180 1,749,465 
cs css ceccsvocedseveceess 3,945,081 8 aires i RR RE 3,536,244 
su livencsteeetwuns evens 3,939,746 ae & sbessene 156,818 328,960 3,453,968 
RS ot vabdencoeeecdedervend 3,845,499 2,143,521 18,700 2,162,221 363,263 1,320,015 
38. Goodyear Tire & Rubber Co. ...... 2.6... eee ee eee eee 3,767,885 2,540,985 226,910 2,767,895 215,340 784,650 
By I, BER oc ccccccccccrccccencsvecopeceed 3,606,909 4 ere 443,195 37,066" 3,126,648 
i cee athe ccbecasetsessvesbesharced 3,596,515 955,314 65,945 | °° ieee 2,575,256 
SENT ORT Oe T Eee eT CTT TTT CTT IL, 3,497,048 1,397,551 51,704 1,449,255 624,656 1,423,137 
42. Beech-Nut Life Savers, Inc. ........... 0000 e eevee ed 3,473,795 er © § ssaseess 524,560 59,915 2,889,320 
Ge PP OF GIRIFIED nn nc eer cc ccc ercccscccend 3,444,821 ... seo 996,169 26,560 2,422,092 
0 EPPO TERT TIST ST ETE 3,389,350 961,130 113,300 1,074,430 1,174,585 1,140,335 
By IE GR noes voces cecnncccdcesescccsscnred 3,176,811 a ree 1,187,821 18,410 1,970,580 
46, Kimberly-Clark Corp. .........scccccccecnceceeeees 2,980,879 (. ? 2 ere ee 1,181,331 156,440 1,643,108 
SF. Captey PRORNEN, IE. 20.000 cc cce recess Birvcisssaces 2,928,829 107,461 1,741 Barer 2,819,627 
48. Aluminum Co. of America ........... 0.6006 c cece eee 2,800,051 753,758 44,240 797,998 133,220 1,868,833 
crab crake cep eecce se cosaciacened 2,711,181 fF Arr 709,940 571,260 1,429,981 
50. Prudential insurance Co. of America ..............+-- 2,670,527 25,410 14,400 39,810 724,895 1,905,822 
51. Helene Curtis Industries, Inc. ............ 6.00000 eeee 2,592,516 aaa 564,626 880,640 1,147,250 
52. Firestone Tire & Rubber Co. ..............c0e eee eees 2,571,276 1,489,607 99,250 1,588,857 1,509 980,910 
Pe EN, ois ccce crs ccopvcceesveosseoesd Pt? § wtekeet ©. sexecnce & “eneeeees | + saeeaae 2,477,378 
I os on coca Gie dst iV eres 400nsadesenvaae 2,470,390 2 errr 1,954,190 267,225 248,975 
55. ¥¢ i errr reer Terre 2,391,694 1,198,879 87,315 Se: A Geese oes 1,105,500 
Siccvccercccvsctessscevocsevecoes 2,317,449 871,169 49,490 920659 | ....---- 1,396,790 
57. Armstrong Cork Co. ... 2,314,744 753,459 12,400 765,859 160,705 1,388,180 
ERG. phar esavdsaseocccosecocecnveen 2,298,316 103,618 241,558 Serer 1,953,140 
$9. National Distillers & Chemical Corp. .............-..- 2,258,186 Ree 2,247,390 BB a ee 
Oe I IR GOD, nce secs cveccccevecsccscced 2,151,543 1,848,798 5,560 2 Bere 297,185 
61. Worner-Lombert Pharmaceutical Co. ................ 2,103,887 | le 1,252,523 623,613 227,751 
62. Reynolds Metals Co. ........ 2... e cece eee eee eed 2,103,538 232,053 7,585 i AAS 1,863,900 
GB, Sperry Rand Comp. ........ccccccccccccceevesveses 2,072,319 909,874 233,130 1,143,004 45,110 884,205 
OR BONS, TAB, oc rc cccccccncccccncessecd 2,022,544 818,755 14,600 833,355 147,738 1,041,451 
65. Atlantis Sales Corp. ees cea Peaeho ess dvarawar bad 1,977,906 SS 869,190 310,730 7,986 
145,196 26,685 2 Rae 1,789,434 
ee ae eeseee 891,436 23,500 1,022,992 
tS ieee 1,921,310 es 
0 ee oO Baer 327,700 
|} iia 351,963 438,744 1,006,140 
0 ee 1,186,323 Ee &  wedanees 
1,035,593 45,000 |  3ifi@enc 691,100 
2 aes  £ ero ! 
oo 9 see 1,141,348 oS ere 
| ar ie 8 ~aeaTeee 1,297,510 
| | ARR 0 Ree 951 
| ae } iis 778 
938 126,375 2 errr: 478,896 
| - er 1,417,256 9,680 136,379 
es vhanehes eee 920,319 
993,315 137,490 1,130,805 125,262 280,330 
878,248 160,200 1,038,448  , Soe 
717,600 3,211 720,811 230,415 558,192 
staeeaee E> sesansee seudhaas | senkpane 1,473,120 
1,063,680 27,600 1,091,280 .°. aes 
oe) Barer mere eee 98,4 1,352,473 
or 8 eee 1,145,380 
| ae Sees fl secveces 997,385 
. Jase 471,406 . | 2 are 
kt es 664,362 51,360 691,710 
2 Saaerrrrrr 813,989 A a erry eee 
945 69,425 | iar 933, 
<oceeien 406 Y veeenses 1,014,980 
| * irre ae 790,209 
2S 125,555 36,120 1,172,977 
389,478 16,750 | eee 960 
2 ae 613,578 111,990 585,063 
eee 1,127,915 . |) {ae 
* ere 643, 468,775 149,311 
100. Boots Of The Meath Ch, eae eS eer 1,242,588 J 2 ane 1,037,335 | errr 
ABC-TV Names 3 VPs network sales. Daniel Melnick, | work. 
ABC-TV, New York, bolstered|director of program development, 
its executive ranks by naming|has been promoted to vp in charge| Ainsworth Moves to Denham 
three of its offjcers vps. Charles T. of program development. Named| Ainsworth-Precision Castings 
Ayres, who had been vp in charge | vp and general counsel for ABC-|Co., division of Harsco Corp., has 
“4 ABC Radio, has been appointed|TV is Omar Elder Jr., who has| appointed Denham & Co., Detroit, 


for the eastern division of tv|been general counsel for the net-| to handle its advertising. 
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This Week in Washington 
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Fed with Red Tape, Exec Leaves CAB 


By Stanley E. Cohen 
Washington Editor 

WasHINGTON, Sept. 17—After 
only two and one-half years on 
the job, one of the most promising 
members of the Civil Aeronautics 
Board, Louis J. Hector, has quit. 
He is fed up with red tape. 

A few weeks ago he poured out 
his heart in a speech before the 
American Bar Assn. “Under a 
steady barrage of criticism, agen- 
cies like CAB and its sister agen- 
cies have judicialized larger and 
larger areas of their work. The 
paradoxical result,” he exclaimed, 
“has been not a greater amount of 
real judicial process but a lesser 
amount—more judicial trappings 
perhaps, but less substance.” 


s One of the problems is that com- 
panies which are regulated by ad- 
ministrative agencies are able to 
use these judicial procedures to 
frustrate proposals for change. The 
more details an agency tries to reg- 
ulate, the more opportunity arises 
for experienced lawyers and econ- 
omists to keep its procedures from 
reaching a conclusion. 

In_his speech to the lawyers, Mr. 
Hector cited a case in which 191 
witnesses were on hand to discuss 
awarding of routes in a relatively 
minor local service case. Ultimately 
the record in this typical case was 
6’2” high, and a period of more 
than three years passed before a 
decision could be reached. 

He thinks the solution may in- 


' volve radical change, with admin- 


istrative agencies confined to pol- 
icy making, and the judicial aspects 
of their work delegated to courts. 


= More important than that, he 
thinks that the time has arrived in 
many regulatory fields for govern- 
ment to stop regulating minute de- 
tail, and to leave more to the forces 
of competition. 

In his farewell letter to President 
Eisenhower, Mr. Hector said this 
week, “We are trying to regulate 
far too many details of civil avia- 
tion—details which could be left 
to management discretion and the 
free play of competitive forces. 

“Provided the government re- 
tains always the basic residual 
powers necessary to prevent unfair 


competitive practices or excessive | 


profits under a federal license, 
many of our detailed controls of 
the rates and practices of the air- 
lines could be terminated.” 


Even more glar- 
Monroney Hits ing examples of 
FCC ‘Stalling’ 22 ™inistra- 

tive paralysis oc- 
cur at the Federal Communications 
Commission. In the final hours of 
the Senate session on Monday, for 
example, Sen. A. S. (Mike) Mon- 
roney (D., Mont.) expressed dis- 
may over the fact that the com- 
mission has been “stalling” for five 
years on the problem of getting 
more stations into the “under- 
served” markets. 

Approaching by way of the back 
door, he commented, “I have been 
critical in the past about the low 
quality of network television pro- 
grams. It seems to me that nothing 
is being done to improve the situ- 
ation. Perhaps the only way this 
can be properly done in the Amer- 


ican tradition and the American, 


system of free enterprise is to 
provide competition within the 
possible wavelength allocation that 
has been made.” 


a He noted that FCC promised ac- 
tion as far back as 1954, but has yet 
to provide competitive facilities in 
several vital markets. He cited 
Providence, Louisville, Grand Rap- 
ids-Kalamazoo, Charlotte, Syra- 
cuse, Rochester, Birmingham, 
Wheeling-Steubenville, Johns- 


town-Altoona, Dayton, Cham- 
paign-Urbana, Toledo, Jackson- 
ville, Raleigh-Durham, Shreveport, 
Knoxville, Binghamton, Fresno and 
Bakersfield as examples. 


If you have 
Probers Vie for sources in Argen- 

tina, you can buy 
Drug Quis Job iiiicwn tor 4é¢, 
compared with $3.85 to $4.25 here. 
Brand name vitamin B-12 tablets 
are $2.63 in Venezuela, compared 
with $4.88 here, and Erithromycin, 
which sells for $6 here, can be 
bought in France for $4. 

These are among the statistics 
cited in the Senate by Sen. George 
Smathers (D., Fla.) the other day 
to demonstrate the need for an in- 
vestigation by the Senate small 
business committee to learn why 
drugs cost so much. 

“I understand a judiciary sub- 
committee is looking into the prob- 


lem, at least on the staff level,” he 
added, “but if the subcommittee is 
too busy to go forward with a real- 
istic study, perhaps the small busi- 
ness committee should do it.” 


es A much-abashed Sen. Estes Ke- 


fauver (D., Tenn.) was on hand on 
the following day to report that 
his judiciary subcommittee has 
been assembling information on the 
drug manufacturers since last 
April, and that it expects to have 
public hearings in November. He 
apparently felt it was particularly 
unsporting for Sen. Smathers to 
use some of judiciary subcommit- 
tee’s own files in applying his “hot 
foot.” 

“It was precisely because of re- 
ports that such discrimination ex- 
ists between prices here and abroad 
that we informally requested in a 
letter dated April 8, 1959, the State 
Department to make a survey of 
drug prices in foreign countries,” 
Sen. Kefauver said. 

“It is to be noted that the prices 
now cited by the senator from 
Florida in support of his resolution 
appear to be those developed by 
the survey made pursuant to my 
request,” he said. 


President Eisen- 
hower issued a 
statement ex- 
pressing  confi- 
dence that broadcasters can be 
trusted to present political news 
fairly, even though they are no 
longer under the “Lar Daly rule” 
requiring them to provide equal 
time for all competing candidates. 
His remarks, offered as he signed 
the “Lar Daly rule” repealer, noted 
that the legislation makes reference 
to the obligation of broadcasters 
to operate in the public interest 
and to afford reasonable opportun- 
ity for discussion of conflicting 
views on public issues. “There can 
be no doubt in my mind,” the Pres- 
ident said, “that the American ra- 
dio and television stations can be 
relied upon to carry out fairly and 
honestly the provisions of this act 
without abuse or partiality to any 
individual, group or party.” 


Voluntary 
‘Equal Time’ 


Unless the rate of 
Populace Near population in- 
180,000,000 crease shows an 

unexpected 
spurt, it looks as if the total U.S. 
population will be a shade under 
180,000,000 when census takers 
make the decennial count next 
April. 

An official Census Bureau es- 
|timate showed 177,000,000 as of 
| Aug. 1, compared with 150,500,000 
| when the census was taken in 1950. 
Increases fluctuate from month to 
|/month, but the increase from Aug. 
| 1, 1958, to April 1, 1959, was 2,300,- 
000. On this basis, the count on 
| April 1, 1960, would be 179,700,000. 
'But, then, these are only esti- 
|mates. # 


P&G, PLEASE NOTE ( 
—Proving that 
it’s extremely 
difficult to come 
up with some- 
thing new, the Is- 
raeli agency, Tal 
& Ariely, passes 
along ads it did 
four years ago 
for a new all- 
purpose deter- 
gent, Mr. Kleen. 
The agency re- 
ports that Mr. 
Kleen (who 
doesn’t bear too 
much resem- 
blance to Procter 
& Gamble’s Mr. 
Clean) “has be- 
come a household 
word in the Israeli home.” E. Tal, 


director of the Tel Aviv agency, 
says: “It all goes to show that advertising ideas have no borders. My 
compliments to my American colleagues.” 


Sarnoff to Be 
Keynoter at BPA’s 


November Session 


CuicaGco, Sept. 15—Robert Sar- 
noff, board chairman of National 
Broadcasting Co., will be the key- 
note speaker at the 4th annual 
convention of the Broadcasters’ 
Promotion Assn., which will be 
held Nov. 2-4 in the Warwick 
Hotel, Philadelphia. 

Mr. Sarnoff will speak at the 
keynote luncheon Nov. 2. Other 
speakers that day include Charles 
A. Wilson, WGN, Chicago, presi- 
dent of BPA; Wrede Petersmeyer, 
president of Corinthian Broadcast- 
ing Co.; Frank Shakespeare, gener- 
al manager of WCBS-TV; Max 
Buck, station manager of WRCA- 
TV; Emil Mogul, president of Mo- 
gul, Williams & Saylor; R. C. 
(Jake) Embry, station manager of 
WITH; Arthur C. Schofield, as- 
sistant to the president, Peoples 


Broadcasting Co.; David Kimble, 
account executive of Grey Adver- 
tising, and Henry J. Kaufman, 
president of Henry J. Kaufman 
Associates. 


® The Nov. 3 meeting will include 
five simultaneous sessions on 
audience promotion, sales promo- 
tion, merchandising, trade paper 
advertising and publicity. Speakers 
include Robert V. Freeland, pro- 
motion manager, KOTV; Jack L. 
Williams, sales promotion man- 
ager, WBZ; Kirt Harriss, sales 
promotion manager, KPRC; Heber 
E. Darton, promotion manager, 
WHBF, and Elliott W. Henry Jr., 
director of publicity and promo- 
tion, WBKB. 

The role of promotion and pro- 
motion managers in the future of 
radio and tv will be discussed Nov. 
4. Speakers include James T. 
Quirk, publisher of TV Guide; H. 
Preston Peters, president of Peters, 
Griffin & Woodward, and Adam J. 
Young, president of Adam Young 
Inc. # 
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Spot TV in 2nd 
Quarter Tops 
‘b8 by 16%: TvB 


(Continued from Page 1) 
son of the 311 stations reporting in 
both quarters revealed a 16.7% 
increase in spot tv activity this 
year. 


® The heftiest increase in spot tv 
expenditures was made in the day- 
time period, when $59,193,000 was 
spent on 347 stations during the 
second quarter of 1959, a 30% jump 
over the $44,539,000 spent on 329 
stations in the 1958 quarter. Night 
spot tv advertising totaled $80,487,- 
000 in the 1959 quarter, compared 
with $73,186,000 last year. 

A further breakdown by type of 
sponsorship showed that announce- 
ments took the largest chunk of the 
money—$120,635,000—during the 
April-through-June period this 
year. Another $16,853,000 was 
spent on IDs, while program spon- 
sorship got $21,416,000. 

About 35 companies which did 
not appear among the leading 100 
spenders in the second quarter of 
1958 made the list this year. In- 
cluded in this group were Borden 
Co., 11th; Revlon, 16th, and Ford 
Motor Co. regional dealers, 18th. 


s Procter & Gamble became more 
firmly entrenched in the No. 1 
spot, gaining an even greater lead 
on the runner-up than it enjoyed 
last year. Adell Chemical climbed 
into the second berth from sixth 
position, and Lever Bros. dropped 
from second to fifth place. 

The largest single classification 
was food and grocery products, 
which spent an aggregate $43,240,- 
000. Car advertisers more than 
quadrupled their. expenditures, 
from $917,000 in the second quarter 
of 1958 to $4,080,000 in the 1959 


Gross Time 

‘59 RANK Estimate 
1. Procter & Gamble (1) .... $11,764 800 
2. Adell Chemical (6) ...... 4,581,700 
3. Colgate-Palmolive (3) .. 3,839,100 
4. General Foods (5) ........ 3,831,700 
5. Lever Bros. (2)... 3,276,400 
6. Continental Baking (7) .. 2,801,000 
7. American Home Products (9) 2,348,300 
8. Miles Laboratories (8) .... 2,004,300 
9. Warner-Lambert (18) .... 1,990,200 
10. Brown & Williamson (4) 1,889,200 
BO, BA oe vccccercseececsesiee 1,739,200 
12. Kellogg Co. (65) .......... 1,662,600 
13. J. A. Folger & Co. (53).. 1,463,300 
14. International Latex.(14) 1,409,100 
15. Texize Chemicals (22) .... 1,345,800 | 
Ss ee 1,323,000 | 
17. Philip Morris Inc. (11) .. 1,301,900 | 
18. Ford Motor Co., regional | 
Re ne ee ne 1,191,300 

19. R. J. Reynolds Tobacco (37) 1,189,500 
20. Bristol-Myers (32) .......... 1,162,800 | 
21. Corn Products* (69) ........ 1,140,900 | 
22. Anheuser-Busch (36) ........ 1,129,400 | 
23. Carter Products (13) ...... 1,115,000 
24. P. Lorillard & Co. (10) 1,107,400 | 
25. General Mills (35) ........ 1,098,300 | 
26. Coca-Cola Co., bottlers (15) 962,700 | 
| 945,800 | 
28. Standard Brands (19) .. 943,900 
29. Robert Hall Clothes (26) 894,500 | 
30. Andrew Jergens Co. (21) 876,400. 
31. Sterling Drug (16) ........ 859,200 | 
32. Pepsi-Cola Co., bottlers (20) 850,500) 
33. Ward Baking (49) ........ 842,700 
So ee eee 799,700 | 
35. American Tobacco (51) 793,200 | 


Second Quarter 1959 


of Advertising 


Gross Time 


‘59 RANK Estimate 
36. Welch Grape Juice ...... 738,200 
37. Pam Enterprises Inc. ........ 729,000 
38. Food Manvfacturers (23) 727,500 
39. General Motors, regional 

LILIES 725,700 
40. National Biscuit Co. (12) 707,500 
41. Jacob Ruppert Brewery (82) 703,000 
42. Drug Research Corp. (34) 683,000 
43. Liggett & Myers (40) .... 679,500 
44, Pabst Brewing (38) ........ 679,400 
45. Carling Brewing (88) ...... 670,600 
46. Gillette (28) ccorsscosseeseoee 664,200 
BD, T.. smicnctnaion 663,100 
48. Wesson Oil & Snow Drift 657,100 
49. Shell Oil (30) ...........0. 634,500 
50. Continental Wax. .......... 617,100 
51. Tidewater Oil .......ccccee 612,500 
52. B. T. Babbitt Co., (70)... 611,800 
53. Norwich Pharmacal (60) 601,900 
54. Falstaff Brewing (39) ...... 589,900 
BB. Gam GH (GF) ccccccssiesressens 585,400 
56. Hamm Brewing (58) .... 582,200 
57. Pharma-Craft oo... 573,000 
SB. Hertz Corp. .ncccrerescsssceee 542,100 
59. Americon Motors .......... 541,100 
60. Helena Rubinstein Inc. .. 530,000 
61. Standard Oil Co. of Cal. 527,900 
62. Parker Pen (63) ............ 516,200 
63. Sonny Boy Co... 507,900 
64. Wm. Wrigley Jr. Co. (47) 495,900 
65. Esso Standard Oil (28).. 481,000 
66. U. S. Rubber (80) ........ 472,500 
67. Exquisite Form Brassiere (78) 470,900 
68. U. S. Borax & Chemical (57) 465,300 
69. Alberto-Culver (42) ........ 461,300 
70. Ralston-Purina ..........0000 461,100 


quarter, # 


Top 100 Spot TV Advertisers 


Source: TvB figures from N. C. Rorabaugh Co. Estimates for Television Bureau 


Figures in parentheses indicate company’s rank in the second quarter of 1958 


Gross Time 
‘59 RANK Estimate 
71. Helene Curtis Industries 457,700 
72. Associated Products ...... 455,500 
+ YS | eee es 448,800 
74. Standard Oil Co. (Ind.) (59) 442,400 
75. American Chicle ............ 440,600 
76. National Cranberry Assn. 439,200 
77. Duffy-Mott .....ccccccerserreeeee 439,100 
78. Schlitz Brewing (46) .... 437,800 
79. Atlantic Refining (85) .... 435,900 
80. Revere Camera 432,200 
81. Chock-Full-O’Nuts 421,500 
OB. Wiliam: B.-Gep. .cccsessceseen 421,300 
83. M. J. B. Co. (73) ...... eae 418,700 
B84. Armour & Co. .....c.cce 418,400 
85. Max Factor & Co. (91) .. 416,700 
86. Safeway Stores (81) ........ 408,800 
87. S. C. Johnson & Son (24) 393,300 
88. American Bakeries (74).. 391,300 
89. Pacific Tele. & Tel. Co. (75) 388,600 
90. P. Ballantine & Sons (52) 383,500 
91. Chrysler Corp., regional 
CEE siktiren 381,200 
92. Glamorene Inc. «0... 376,000 
93. Salada-Shirriff-Horsey (48) 375,600 
94. Bon Ami Co. ...... = i 368,900 
95. Dr. Pepper Co., bottlers (68) 366,500 
96. Interstate Bakeries (92) 358,200 
97. National Brewing 356,900 
98. Block Drug (64) 356,300 
99. Beech-Nut Life Savers .... 354,600 
100. Phileo Corp. ....cccccsseserees 354,200 


*Corn Products Co. was formed Sept. 30, 
1958, by merger of Corn Products Refin- 
ing Co. with the Best Foods Inc. Corn Prod- 
ucts Refining Co. ranked 69th in the second 
quarter of 1958. 
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Advertising Age, September 21, 1959 


Rates: $1.25 per line, minimum charge 
(maximum 
Add two lines for box number. Closing 
office not later than noon, Wednesday 
Coast Representative (C lassified only): 
Ave., Los Angeles, 8. Axminster 2-0287 


$5.00. Cash with order. Figure all cap lines 


two) 30 letters and spaces per line; upper & lower case 40 per line. 


deadline: Copy in written form in Chicago 
5 days preceding publication date. Pacific 
Classified Departments, Inc., 4041 Marlton 


. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


AD AGENCY SEEKS COPYWRITER—a 
capable producer of high-caliber adver- 
tising for widely varied accounts. To the 
right person, we offer a real opportunity 
to advance rapidly from a starting salary 
of no less than $7,500 in an agency with | 
an outstanding history of growth ...in a| 


MEDIA DIRECTOR imale or 


with research background wanted for Brought 
New York branch office. 
food helpful. Write giving full 


Box 2938, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


PR OPENING 


female) | 


| 


j 


community where better living is more | Association needs man between 30 and 40. § 


than just a promise and costs a lot less. 
Send complete resume in _ confidence. 
Box 2916, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IF YOU ARE A WOMAN WHO 


@ Writes copy with Character la 


@ Has at least 3 years agency experience | 
@ Can write letters as well as magazine | 
ads | 
We have an opening for you which is | 
stimulating and profitable in this me- 
dium size Chicago agency where qveatve | 
ability is the prime consideration. Our 

employees know of this ad—write in full 
confidence to 

Box 2917, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 

469 E. Ohie St., Chicago, SU 717-2255 | 


SPACE SALESMAN, $15,000 base pay 
plus commission for publication with | 
quality, highly select, local circulation. 
Must be familiar with Chicago market. 
Replies strictly confidential 
Box 2918, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


“WHAT DO YOU KNOW ABOUT BEER? 
Agency specializing in Brewery adver- 
tising has an opening for a_ creative 
account executive who is looking for a 
spot with real growth potential. Tell me 
all about yourself—experience, back- 
ground, salary needs. (Samples would be 
helpful). Heward D. Morris, Cavanaugh 
Morris Advertising, 946 Greentree BR 
Pittsburgh 20, Pennsylvania 


TOP RANKING ALL-INDUSTRY 
MONTHLY PUBLICATION HAS IM-| 
MEDIATE OPENING FOR ADVERTISING 
SPACE SALESMAN TO TAKE OVER A 
PART OF THE NORTHERN HALF OF 
OHIO CURRENTLY PRODUCING GOOD 
COMMISSION INCOME 
REPLY Aas. COMPLETE R 
2919, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y¥. 
New York office of National Agency 
needs creative A.E. (25-35) with food 
experience. Also ability to work on New 
Business. Excellent opportunity to be- 
come key executive in growing agency. 
Box 2937, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MOLENE PERSONNEL SERVICE 


ITE nici attinreninethdinionentbbnianmesiinaninn editors 
DEVE. TRANRGCLG orccscercvevscsccesccesece copywriters 
artists media ...... production ...... sales 


“All is grist, which comes to our mill" 
ANdover 33-4424, 105 W. Adams St., Chgeo 3 


AD MANAGER 
FOR AUTOMOTIVE MANUFACTURER 
Exceptional opportunity for ambitious 
man (27-40) with advertising and sales 
promotion experience. Emphasis on cre- 
ative planning and writing. Must have 
ability to develop sales information, or- 
ganize and merchandise. Excellent ad- 
vancement possibilities in expanding 
multi-division corporation. Send resume, 
photo, salary requirements and a phone 
number. All replies confidential. Address 
Box 2930, ADVERTISING 
200 E. Illinois St., Chicago 11, Illinois 


for the position of assistant secretary to 
head up « public relations program. Must 
have at least 5 years experience in either 
public relations or advertising. The posi- 
tion is new se the man selected will e 
free hand in developing a suitable 
am. Salary bas on experience 
excellent epportunity for advance- 
Send resume and recent phote to 
Box 7920, ADVERTISING A 
200 E. Illinois St., Chicago 11, Miinois 


POSITIONS WANTED 
COPYWRITER ‘employed). Available for 
free lance Calan. Indst! publicity, 
Ad copy, sls prom. mt 

Box 2883, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
FEMALE—Advertising Space sales 
12 yrs. exp —zood sales background 
Box 2903, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
~FREE-LANCE COPY/LAYOUT MAN 
serves Metropolitan N. Y. area. 
Box 2860, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MARKETING-ADV.-SALES PROMOTION 
Eight Yrs. experience developing produc- 
tive national and regional adv. & sales 
promotion programs for consumer & 
industrial products. Know dealer-distrib- 
utor problems Young, creative, good 
planner 
Box 2940, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
AGENCIES—STATIONS: 
Get Better Copy 4 Ways 
Writer, 31, ready for career post, 
agency (mostly radio-TV), news-editorial, 
trade paper, house organ background. 
Realistic salary demands. Write 
Box 2939, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 
Heavy food background handling tep 
accounts in meat packing, baby foods, 
and dairy industries. Young (30), exp. 2 
top AAAA agencies, self starter with 
proven record. Salary bracket-$14-$16,000. 
Box 2891, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING—EDITORIAL 
Copy-Contact, Package Goods 
P.O.P. Display Sales, expd. 
Marketing-Mdse, Indus Pkg. 
Account Executive, Consumer agcy _— 
Copywriter, Consumer agency 0 
Silk Screen Artist, expd. 
Editors, Trade Mag. and Assn. 


pr 
wit 
ment. 


offers 


SHAY EMPLOYMENT AGENCY 
55 East Washington, Chicago 2, Illinois 


ADVERTISING SPACE SALESMAN 
Young, personable worker. Single, male, 
B.S. (‘(Eng.) vet. Successful classified 
directory sales record. Seeks sales future 
with management. Potential in Chicago 
Midwestern area. Will relocate for right 
opportunity. 

Box 2921, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, linois 
JR. ACCT - EXEC - $8 M 
ART. te PUBL. SALES PROM-BKGD. 
x 2922, ADVERTISING AGE 
200 © “illinois St., Chicago 11, Illinois 


MEDICAL WRITER—WNEAR K. C. 
Excellent opportunity for young man 
with established, fast growing medical 
institution. Must have proven ability to 
write effective selling copy. Work directly 
under president. Unlimited advancement 
possibilities. Answer fully and state start- 
ing salary desired 
Box 670 ADVERTISING AGE 
200 East Illinois St., Chicago, Ill. 


YOUNG GENERAL MANAGER 

of fully staffed successful TV 
branch office wants growth oppor- 
tunity, with agency, producer or 
allied fields. Adaptable, ambitious, 
A-1 background. 

Write Box 709, Advertising wie: 
630 Third Avenue, N. Y 


five year’s agency experience 


single qualification. 


media for a group of national 


forms of media. 


MEDIA SUPERVISOR 
LARGE CHICAGO 4A AGENCY 


We are looking for a man between 30 and 35 with at least 


and broadcast media experience is most desired, the scope 
of experience in either media will be the most important 


This man is to be a Media Supervisor with full responsi- 
bility for the planning and strategy involving all forms of 


in, as well as supervise, the negotiating and purchase of all 


in media. While both print 


accounts. He will participate 


| chain, as Sales Promotion 
|5 years heavy Direct Mail, 


NEW BUSINESS DEVELOPMENT 
in six new accounts for small 


Experience in advertising and publicity agency in two 
details. years. Interested in medium sized agency 


in a > Married, Age 32. 
Box 2923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION/MDSE MGR 
for BLDG MATERIAL MFGR 
8 yrs broad experience Retail 
& Mdse Mgr. 
industrial and 


| consumer. Strong, newspaper adv, graphic 


arts, sales aids. Univ grad, 43, with ex- 
cellent supervisory skil 
Box 2924, ADVER rISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


MEDIA DIRECTOR - 4A AGENCY 
Responsible for all-media planning, 


an- 


alysis, presentation, follow-through, four 
million diversified agency. 31, married, 
employed. Desires N.Y.—Chicago area. 
Write for resume: 


Box 2925, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y 
EXPAND YOUR BUSINESS 
Rare opportunity to acquire FILM 
SALESMAN-PROJECT supervisor with 
diversified experience in film promotion, 
production distribution. Ivy League Grad, 
33, Personable. Creative, Excel. Refs 
Write to: 
Box 2926, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


INDUSTRIAL PUBLICITY MAN 
Topflight publicity /PR Writer-Contact 
with rich technical and promotion ex- 
perience in electronics, radio, TV, hi-fi, 
nucleonics, chemistry (former chemist) 
Creative, imaginative, sales-minded A-1 
writer, ideal for broad PR duties requir- 
ing technical-industrial background. 

Box 2927, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MARKET RESEARCH - 14 years exp. 
Includes supervision all phases market 
research - questionnaire, sampling tech- 
nique, tabulation, reports, 
College degree plus. Will send resume. 
Box 2928, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
TIMEBUYER 
15 yrs. exp. 4A agencies. All types accts 
Spot & net. Planning budgets & presenta- 
tions. Need no supervision. Exc. ref. 
Box 2929, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ALL-ROUNDER (Agency or Advertiser) 
Creative idea man. Best at contact, plans, 
copywriting. Good at layout, production. 
Heavy in print. Some radio, TV. 5 years 


agency operation and management after 6 | 


years sales. Industrial, financial, regional 
development, consumer accounts. Prefers 
South. Now $8,000. Resume. 
Box 2931, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED CHICAGO SPACE 
SALESMAN 36, N.U. GRADUATE 
Desires change—Trade magazine, Pub- 
lishers Rep. or newspaper. Will travel. 
Box 2932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: 

A Modern Art Director 
with old fashioned 
horse-sense 


Maybe such a person doesn’t 

exist . 

but if he does, we want to find 

him. We have a difficult job to fill. 

You might be the man, if 

*you are qualified to take over 
and manage a graphic arts de- 
partment of a large New York 
on oy oon agency. (You'll 
—_— have to reorganize it 

rom = -to-bottom.) 

*you know the best approaches to 
many different design problems 
for promotional material: pres- 
entations, booklets, displays, 
annual reports, etc. 

*you think in terms of budgets 
and pcofit-and-loss statements. 
(You'll be expected to run the 
department as if it were your 
own business.) 

*you are accustomed to working 
with ..ccount Executives, able 
to understand their problems, 
able to sketch out roughs for 
them, do the comprehensives if 
necessary. 

*you know production methods, 
production control, and are an 
experienced buyer of artwork, 
typography, printing. 

If you are the man we want, 
please write us in confidence. We 
don’t care whether you’ve had 


Lumber | 


analysis. | 


ADVERTISING MANAGER 
To responsible position, preferably 
Philadelphia area, can bring 20 years’ 
creative background as advertis ng man- 


NATIONAL ADVERTISERS/MFGRS ... 
Increase your sales to department stores 
and specialty stores. Write to — 

Ad-mail Publishing, 1261 Broadway, N.Y. 


ager, agency copywriter, and 


MISCELLANEOUS 


publicity writer. Extensive — c 
experience, strong on food; some phar- | 
maceutical, industrial, bank; unusual | 
knowledge product photography. _. 
Box 2934, ADVERTISING AG 
630 Third Ave., New York 17, N. Y. 


INDUSTRIAL COPYWRITER (employed). 
For free-lance sales prom., a copy, | 
publicity. 
Box 2941, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y 
SPACE SALES. 
Ambitious guy ° 3 "Experienced | 
Versatile . . . .Personable 
Box 2933, ‘ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ALL-AROUND AGENCY WOMAN 


Enjoy agency work. Have handled all } 
business operations for 10 years with! 
small agency now liquidating. Can do 


bookkeeping, media, billing and purchas- 
ing. Take dictation and type. Mature, 
married, no children. Best references. | 
Available now for interview. 
Call FI 6-3242 ‘Chicago! or write 
Box 2942, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DRILLING FOR AGENCY, CLIENT, OR 
SALES SLOT 
5 yrs. exp. as A/E, Sales Pro. Mgr, and 
Copy. Single, 29, CG. AF Vet, Will Travel. 
P. O. Box 58, TRUMBULL, CONN. 


REPRESENTATIVES WANTED 
Daily Newspaper Group re-al.gning rep- 
resentation would like to hear from 
firm or individuals covering New York, 
Chicago, Detroit. An exceptional oppor- 
tunity. Write 
Box 2912, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

DETROIT REPRESENTATIVE WANTED 
Older man to sell services for a reputable 
fast-growing national service organization | 
publishing an illustrated newsletter used 
in quantities by larger companies to help 
prepare older employees for a _ better 
adjustment to retirement. Now serving 
nearly 200 leading companies. Wish to 
concentrate on developing business with 
large national companies. located in 
| Wayne County. Right man can build 
|sound and profitable business, as over 90 
per cent of our users renew each year. 
Must have good health, proven sales 
ability and be willing to work 3 or 4 days 
|a week. Liberal commissions on both 
new business and renewals. No objection 
to sideline. Retirees eligible. Write | 


| Can handle complete job 


| Zarage, acre plus, 


PUBLISHERS—Deo You Need 
Lower Cost Printing? 


| We are publishing house owning union- 


ized printing division producing our own 
magazines. Big weekly forces main- 
tenance of large mechanical staff. Have 
non-peak hour problem and you gain. 
(or any part) 
in composition, presswork, mailing, ful- 
fillment, etc. Contact Charles Rueger 
2160 Patterson Street - Cincinnati 3, 
Phone: DUnbar 1-6540. 


| BEING TRANSFERRED? DARIEN, CONN. 


Exclusive Tokeneke—Elegant Georgian 
colonial; 12 yrs. old—5 bedrooms, living 
room with Cathedral ceiling, fireplace— 
dining room with fireplace, family room 
with fireplace—walled entry court, double 
500 yds. from sound. 
Asking $72,500. Owner. 
Box 2936, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 

EXPAND YOUR MAILING LIST 
Add new names from classified telephone 
directories each month as the books are 
issued. We clip all Bell classified books 
and those of over 1500 independents. 
PHONE DIRECTORY CLIPPING BUREAU 
823 Foster Street Evanston, Illinois 


The Midwest's 

outstanding placement 

service for Adv.* Art & 
allied fields. 

By appointment only 

59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


thinking-, working-type 
advertising manager 


solid administrative and creative expe- 
rience planning, organizing, executing, 
evaluating policies, programs, budgets 
consumer products. TV, radio, newspaper, 
outdoor, farm paper, co-op program, sales 
meetings, dealer helps. Has worked with 
hundreds of retailers, wholesalers several 
classifications. Works well with top man- 
agement and agencies. Now with one of 
nation’s large corporations. Two jobs, 
twelve years. Family, 37, top references. 
$14-18.000 depending on location. Contact 
Box 704 ADVERTISING AGE E 


LAYOUT MAN AND ILLUSTRATOR — 
who can produce good contemporary lay- 
outs. Diversified work in 20-man art de- 
partment of Southwest's largest printing 
and lithographing concern. Good school- 


program. Write direct to Ted Hawkins, 
Art Director, 
McCORMICK-ARMSTRONG CO., 
INCORPORATED 
1501 East Douglas Wichita, Kansas 


Attention 
PUBLISHERS! 

Trade Sales Mgr. Available 
with excellent sales & mgr. record both 
consumer & trade mag. fields plus heavy 
retail merchandising & management 
exp. My sales methods . based on 
sound business principles & backed by an 
excellent knowledge of marketing, circu- 
lation, editorial, sales prom. & manage- 


ment . will produce early increased 
ad revenue for your trade mag. Age 35; 
married; employed. Min. 


salary 15M. 
ADVERTISING 
Chicago 11, Il. 


ine only. Box 710, 
GE, 200 E. Illinois St., 


sending recent snap-shot. Illinois St., Chicago 11, Mlinois. 
Box 2935, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 
COPY WRITER 


A well-organized, keen thinker with 
1 to 3 years of agency copy expe- 
rience and potentialities for account 
handling and administration, will 
find this to be a real opportunity. 
A well established smaller general 
agency in Syracuse, N. Y. is prepar- 
ing for further expansion. ey 
handle a solid group of tndustsien 
and consumer accounts. No hectic 
retail advertising. 
They need a _— copywriter now, 
but the man who fills this job should 
be interested in a long-termed asso- 
ciation with a dynamic, imaginative, 
and well directed team. Anticipated 
starting salary is about $5,000, with 
ample opportunity to participate in 
results. 
We serve this agency in a consult- 
ing capacity. No charge to the ap- 
plicant for our services. For further 
information please write: 

John W. Willard and Associates, 

Personnel Consultants, 

753 James St., Syracuse 3, New York. 


e@ Marketing & Merchandising 


; New York experience, how old @ Research @ Sales Promotion Managers 
Expansion on present accounts and several new accounts zou are, waethor you taew any- 
e ° . Ing about public re ions. 
have created this unusual opportunity. Growth potential If you ARE the ri tune w 900 ao © Copy Writing © Department Assistants 
is excellent. will find an opportunity th at oc- 
‘ Pe curs rarely. You will join a stable, 
If you are the man who wants supervisory responsibility vigorously growing pub! rele @ Public Relations — 
and a real opportunity to expand in the agency media field or, oe wee 
= nt ’ f . A : . . 
this is the position for you. Write immediately to Box 703, poo RR acagae ia Send Your Résumé for Confidential Handling 
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Trendex TV Ratings 
Sept. 1-7, 1959 


Program 
The Rifleman (Miles Labs, Procter & Gamble, Ralst 
77 Sunset Strip (Several sponsors, ABC) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Have Gun, Will Travel (Lever, Whitehall, CBS) 
I've Got oa Secret (R. J. Reynolds, CBS) 


e 
. 


Peter Gunn (Bristol-Myers, NBC) 


Markham (Schlitz Brewing Co., CBS) 


cC@Onoo wes ON 


10 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 


What's My Line (Sunbeam, Kellogg, 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
*Ratings are based on one “live” broadcast during the week of Sept. 1-7, 1959. 


“ga 


CBS) 


NARGUS, ‘SEP’ Plan 
Newspaper Promotion 

The National Assn. of Retail 
Grocers of the U.S. and The Sat- 
urday Evening Post have p'anned 
a repeat of their Food Store Spec- 
tacular of the past two years. The 
1959 promotion will be built 
around the theme, “Harvest special 


page newspaper supplement has 
been distributed to 11,000 daily 
and weekly newspapers so they 
can tie in with this third annual 
national advertising-merchandis- 
ing event scheduled for 100,000 
community food stores, Oct. 15-24. 

SEP will put out a special Spec- 
tacular section in its Oct. 17 issue, 
highlighting the event. Participat- 
ing stores will use point of sale 


© WESTERV HORSEMAN 
\ HE WESTERN HORSEMAN 
Readers Own 720,776 
Head Horses, 


i 


of famous brands.” A special six- | 


material and product displays. A 
kit of display materials has been 
developed and shipped to the par- 
ticipating wholesalers and retail- 
ers. Julian J. Jackson Agency, 
Chicago, handles advertising and 
public relations for NARGUS. 


Creative Service Adds Two | 
| Creative Service Associates, 
Dayton, recently organized mar- | 
keting and sales consulting com- 
pany, has been named to set up 
|a five-year marketing program for | 
Colonial Poultry Farms Inc., Pleas- | 
ant Hill, Mo., which operates in | 
‘five countries. The new company 
|has also been named to prepare a 
long range marketing program for 
Laundry Store Sales Inc., Minne- 
japolis, which sells and _ services 
(coin operated King Koin Laund- 
|erettes in nine states. 
| Schuller to Fessel, Siegfriedt 
Jack V. Schuller, formerly art 
director, Campbell-Ewald Co., Chi- 
| cago, has been named art director, 
|Fessel, Siegfriedt, Dooley & Moel- 
| ler, Louisville agency. 


National Advertisers 
Step Up Lineage 


Orders for space in PRESBYTERIAN LIFE are running 
20% ahead of a year ago. National advertisers are increas- 
ingly aware that PRESBYTERIAN LIFE reaches a valuable 
consumer market at a surprisingly low cost. 


Here are the Facts: 


@ CIRCULATION—1,109,292—(Publisher’s ABC Statement, 


July-Dec. 1958) This is increasing consistently. Concen- 
trated among families in suburbs, small cities, towns. 


consumer magazines. 


COST OF 4-COLOR PAGE—$4115 
*NUMBER OF HOUSEHOLDS REACHED PER DOLLAR—270 
(Based on 4-color page) More than most other leading 


*INCOME PER HOUSEHOLD—Median income $6366; upper 


half $8992. 41.4% have incomes of $7000 or more; 16.5% 


$10,000 or more. 


*HOME OWNERSHIP—80.5 %, 
* AUTOMOBILES—119.9 per 100 households 
*MEN READERS—47.3% in management, professional, 


technical or sales occupations. 


*WOMEN READERS—93.4% are housewives 
*Starch 1959 C 


MM. J 


is Report 


For more information on the market reached by this 
growing medium, write: Advertising Department, 


PRESBYTERIAN LIFE 


Witherspoon Building, 130 S. Juniper St., Philadelphia 7, Penna. 
Published on the 1st and 15th of every month. 


ARMSTRONG CORK’S—Talking to field salesmen over 
a special telephone hook-up are these five marketing 
men of Armstrong Cork Co., Lancaster, Pa.: L. E. 
Foster, linoleum and Corlon marketing manager; 
J. H. Binns, floor division general sales manager; 
H. A. Jensen, asphalt tile and Excelon marketing 
manager; E. H. Lewis, floor advertising section copy 
chief, and R. A. Angle, luxury tiles marketing man- 
ager. 


ERRATUM INADVERTUM—What the above gentlemen are 
explaining to the field forces is Armstrong’s fall ad- 
vertising in shelter magazines. In its Sept. 14 issue 
in which these two photographs appeared, Advertis- 
ing Age intended to show a sample of Armstrong’s 
advertising. But AA inadvertently pictured instead 
part of an ad to be run by Kentile Inc. Both pictures 
reappear here properly identified. 


KENTILE’‘S—Kentile Inc. is running an eight-page color 
ad in the October issues of House Beautiful, House 
& Garden and Living for Young Homemakers to 
promote its vinyl flooring. Shown at left is the open- 
ing right-hand page which opens into a spread and 
then unfolds into one large page the size of four 
regular pages. Benton & Bowles, New York, is the 


agency. 


Pb SNe 


‘Pharmacy International’ Dies, 
‘El Farmaceutico’ Expands 

American Exporter Publica- 
tions, New York, is suspending 
publication of Pharmacy Interna- 
tional, effective with the Decem- 
ber issue, to “concentrate our ef- 
forts” on the Spanish-language 
edition, El Farmaceutico. Pharmacy 
International is an English-lan- 
guage book circulating in Europe, 
Asia and Africa. El Farmaceutico 
circulates in Latin America. The 
two publications were acquired 
from McGraw-Hill Publishing Co. 
several years ago. Both have con- 
trolled circulations. 

Robert H. Johnston, president, 
announced that effective with the 
January issue, El Farmaceutico 
will appear in a new editorial 
dress, designed for the “hard- 
pressed, busy druggist,” and will 
deliver a circulation of 20,000, 
compared to the present 13,000. 
Ad rates will be moved up to $550 
per b&w page. Richard Lurie, edi- 
tor of American Exporter, will be 
editorial director of El Farmaceu- 
tico. 


Selright Sets Spot TV Push 
Selchow & Righter, New York, 
has completed plans for a four- 
week pre-Christmas spot tv push 
which will start Nov. 23 in 21 
major markets. Between six and 
25 announcements, composed pri- 
marily of minutes with some IDs, 
will be run weekly in each market. 
Commercials will promote Sel- 
right’s Scrabble, Scrabble for Jun- 
iors and parcheesi, as well as the 
new game, Peanuts. Spots for the 


latter will use cartoon characters | 


created by the originator of the 
Peanuts comic strip. The campaign 


son Inc., New York. 


Bosomy Ad Was | 
Okay—Just Too Big, 


Exhibitor Learns 


(Continued from Page 3) 

who also works with the youth 
court notified the district attorney, 
who brought charges. The objec- 
tionable placard had been on dis- 
play for just over a week when 
the court demanded that it be re- 
moved. 

Court Chamber II, in Karlsruhe, 
has just handed out the fine be- 
cause the theater owner violat- 
ed a law stating that film placards 
which are deemed “dangerous to 
youth because of suggest.ve sub- 
ject matter” cannot be displayed 
as blowups. 


a The court had originally planned 
to fine the theater man 100 marks 
($25) or five days in jail for hav- 
ing the huge card on display. It 
decided, however, that the display 
had been “suggestive” for only the 
30 minutes before Miss Jacobs- 
son’s bosom was painted over, and 
so reduced the fine by 50%. # 


Ciccarelli to Hammer Co. 

Amleto Ciccarelli, formerly head 
of his own advertising agency, 
Reed-Wharton Advertising, Bris- 
tol, Conn., and at one time com- 
mercial manager of WBIS, Bristol 
radio station, has joined Hammer 
Co., Hartford and New York ad- | 
vertising agency, as account and 
marketing executive. 


Hannon to ‘Wholesale Grocer’ | 
Wholesale Grocer News, pub-| 
lished by Verst Publishing Co., | 


|Chicago, has named Justin Han- | 
jnon, 4708 Crenshaw Blvd., Los | 
was placed through Lester Harri-| Angeles, as advertising represen- | 


tative for the Pacific Coast states. | 


Good Seasons Sets Mix Drive 

Perkins division of General 
Foods Corp., Chicago, has set a 
consumer campaign to introduce 
new packages for its Good Seasons 
salad dressing mixes, cheese-gar- 
lic, exotic herbs, blue cheese and 
others. The company will an- 
nounce the new packaging and 
flavors with ads in October issues 
of Better Homes & Gardens, Good 
Housekeeping, Holiday, The New 
Yorker, Sunset Magazine and Sub- 
urbia Today. Foote, Cone & Beld- 
ing is the agency. 


‘Bride & Home’ Names Hall 

Bride & Home has named May- 
belle F. Hall Co., New York, to 
handle advertising. The account 
was formerly with Arndt, Preston, 
Chapin, Lamb & Keen, Philadel- 
phia. 


HAVE YOU 
READ 


The latest data on the Ver- 
mont market? In capsule 
form: $591 million consumer 
spending income; $456 mil- 
lion total retail sales; $114 
million food sales; $10 million 
drug sales. Reach the market 
with one order, one bill, one 
buy. For details, write 
THE VERMONT ALLIED 
DAILIES, Rm. 516, Statler 
Office Bldg., Boston, Mass. 
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How long since you checked the 
| market facts on EDMONTON? 


- 


Photograph by McDermid Studios 


Photograph by Richard G. Proctor 


Photograph by Wells Studios 


Pioneer Days in early Edmonton. Booming growth and prosperity means busy shopping days. Edmonton's proud new City Hall, 


Test your knowledge with this “MARKET Quiz” 


QUESTION 
Edmonton's population has increased 


(a) 32%, (b) 75%, (c) 69% since 1951? 


ANSWER 
If you picked (b) you deserve a pat on 
the back. Metro Edmonton's population has 


= 


QUESTION 

Edmonton's retail sales now total 
(a) $316,659,000, (b) $305,699,000, 
(c) $300,425,699? 


ANSWER 
Go to the head of the class if you chose (a). 
Retail sales in Edmonton have risen to an 


QUESTION 
THE EDMONTON JOURNAL'S circulation is 
now (a) 106,608, (b) 98,790, (c) 107,514? 


ANSWER 
(a) is the correct answer to this one. THE 
EDMONTON JOURNAL'S circulation has 


; tao of Ang 1959 ‘office! civie aig astounding $316,659,000. kept pace with the city’s growth and now 
S shows an increase of 75% since 1951, the stands at 106,608. 
- largest gain of any Metro area in Canada. 
| 
i 
S 
. If you weren’t sure of the questions above, it’s probably time to 
> take a good, long look at Edmonton, located just south of the 
; geographical centre of booming Alberta. Things have changed! 
The facts prove Edmonton to be an increasingly important market Free information on Edmonton's 
for whatever you have to sell! Be sure you sell Edmonton the most Multi-Million Dollar Market 
> effective way. Sell it through the pages of THE EDMONTON lalate we ae 
° ° 1 im r . 
: JOURNAL, the newspaper that gives you saturation coverage of crane Aco R er apegasa posted 


> Alberta’s capital with 90% city zone circulation home delivered. buying income is now $447,346,000 and 
the average household income is now 
$5,933. 

These statistics, as well as many other 
important facts, are included in Southam 
Newspapers’ ‘‘Annual Report of 1959 
Market Data,” Edmonton Edition, a copy 
of which is yours for the asking. Veritably 
a mine of information on the Greater 
Edmonton Market, it is a report that can 
be of the greatest assistance to you in 
planning your advertising campaigns. Ask 
your Southam representative for a copy 
or write to any Southam office. Discover 
just how much Edmonton can mean to 
you. Reach it best through THE 
EDMONTON JOURNAL. 


_ Sources: Copyright 1959, Sales Management Survey of Buying Power, 
further reproduction of which is not licensed; and D.B.S. 


UNITED STATES GREAT BRITAIN 


CRESMER & WOODWARD INC. _—F, A. SMYTH & ASSOCIATES roy 
(CAN. DIV.) LIMITED 
NEW YORK, DETROIT, 34-40 LUDGATE HILL Hs YOU GET ACTION WHEN YOU ADVERTISE IN 


eee Che Edmonton Journal 


LOS ANGELES, ATLANTA 
TORONTO ™ 
One of the Eight Southam Newspapers in Canaga 


THE SOUTHAM NEWSPAPERS 
88 UNIVERSITY AVE. 
K. L. BOWER, MANAGER 


MONTREAL 
THE SOUTHAM NEWSPAPERS 
1070 BLEURY ST. 
J. C. McCAGUE, MANAGER 


Other Southam Newspapers are: 


THE OTTAWA CITIZEN + THE NORTH BAY DAILY NUGGET + THE HAMILTON SPECTATOR + THE WINNIPEG TRIBUNE 
THE CALGARY HERALD + THE MEDICINE HAT NEWS + THE VANCOUVER PROVINCE* *Published for Pacific Press Ltd. 
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Represented by Sawyer Ferguson Walker 
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